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mt \pex 


is meeting the challenge... 


WITH A COMPLETE PROGRAM 
THAT WILL KEEP APEX DEALERS 


Out in Front 


3 





Top-quality products with proved Apex features * Consistent, hard-selling national advertising 


that women want and will buy. New develop- 


ments, new products to come, that will maintain 





the Apex policy of advanced design and ahead-of- 

field performance. 

2? The most comprehensive sales training program 
in Apex history—a program designed to make 


every retail salesman thoroughly familiar with 


that will reach the best prospects in every 
market, pre-selling Apex quality, building recog- 
nition for every Apex dealer. 


4 


motion material—all keyed to the target of profitable 


Complete local merchandising support—identi- 
fication, display, retail advertising, sales pro- 


every Apex feature and to teach him how to demon- volume-selling. 


strate them convincingly and effectively. 


YES, Apex is prepared for a competitive sales year. We recognize 
the challenge. We know that the end of extreme shortages means the 
renewal of the battle of distribution. We know that our success is tied 
right to the success of Apex distributors and dealers, and we will con- 






tinue to do everything possible to make the Apex franchise more valu- 
able—more profitable—in every market. 


APEX ROTAREXK CORPORATION 


CLEVELAND 10, OHIO 
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About This Issue 


N this issue of ELEcTRICAL MERCHANDISING we are 
I again able to present the industry with a ‘full report 
of 1946 appliance production, with the retail value. 
of nearly all products. Our last year’s report could only 
be partial and was incomplete in respect to retail values. 
The totals for 1946 are indeed impressive, and as we com- 
pile these figures, the reports and estimates for the last six 
months, and especially the final quarter, show clearly that 
we are going into 1947 at a high rate of production, a rate 
which certainly justifies the estimates made by manufac- 
turers for the year to come. (See page 38 of this issue). 
With the virtual certainty of a high production figure 
for 1947, the market divisions—national, geographic, state 
and local—become especially valuable. These market bases 
shown by tables in this issue in terms of electrical cus- 
tomers and present use and ownership of major appliances, 
urban, suburban and farm, provide a working measure- 
ment for market planning as to size, location of present 
users, and new and replacement potential. All these tables 
are revised to January 1947. 


BECAUSE the national market can only be the aggrega- 

tion of local markets, the data furnished on local mar- 
ket areas by the utilities all over the country is of great 
value. The importance of these comparisons to the utilities 
themselves, as well as to manufacturers, distributors and 
dealers, is shown by the increasing number of utilities col- 
lecting this information on their own markets. Each year 
that these data have been gathered by ELectricat MEr- 
CHANDISING the number of utilities so reporting has 
increased. For 1946-1947 the reports are from 176 com- 
panies serving 20,965,659 electric customers, or 67.6% of 
the U. S. total. This represents an increase 6f 18 companies 
over a year ago and an increase from 63% of customers 
served to 67.6%. Policy reports from these companies 
indicate the maintenance and extension of their basic pro- 
motion policy of dealer cooperation. 

The estimates made by these companies for their 1947 
local markets form a conservative basis of comparison with 
the manufacturers’ own estimates of 1947 market and pro- 
duction. It is well that these predictions for local markets 
are so conservative. Dealers and distributors studying 
them will do well to regard them as a minimum accom- 


plishment with a substantial potential in addition for all 
those elements in the distributing trades which will organ- 
ize for active and effective selling to substantially increase 
the return. 


N this issue also two large and important markets are 

treated in editorial detail—the market for lighting, and 
the great and still unexplored farm market. Lighting has 
always been a basic activity of this industry, but never 
before have we been provided with the variety and value 
of lighting merchandise that awaits the skillful exploitation 
by utilities, distributors and retailers. 

The vast farm market is in itself a very great oppor- 
tunity. We have never had anything at all comparable to 
this in the past with such a large number of new customers, 
now for the first time in a position to use all typés of 
electrical equipment and in so favorable a financial posi- 
tion as to be able to buy all that we are prepared to sell 
them. 


W E are proud to be able to present this mass of. useful 
market information to the industry. It has been 
a task of great difficulty and only possible through the 
hearty cooperation of manufacturers, utilities and dealers. 
The total production figures for the year are necessarily 
in part estimated. Because of the fact that these estimates 
had to be made during the uncertain period of the coal 
strike, they may prove to be in the aggregate less than the 
full figures available some months hence will finally dis- 
close. They represent, however, the best judgment of prac- 
tically all the important producers of the respective items, 
and these present a clear and generally reliable index to 
the accomplishment of the industry. 
To all those who have contributed to this compilation 
we offer again our warmest thanks and appreciation. 


PQ uy eo 


EDITOR 





McGRAW-HILL PUBLISHING COMPANY, 


INC. 


JAMES H. McGRAW/, Founder and Honorary nays 


James H. McGraw, Jr. 
President 


Nelson Bond 
y Director’ of Advertising 


Eugene Duffield 
Editorial Assistant 
to the President 


Curtis W. McGraw my 
Senior Vice-President. <:.Jeseph A. Gerardi 
— Secretary 


J. E. Blackburn, Jr. 
and Treasurer © 


Director of Circulation 


Publication Office, 99-129 North Broadway, Albany 1, N. Y. Editorial and Executive Offices, 330 W. 42nd St.,. New ‘Vngk. if 


Electrical Merchandising. pam gg Vol. 77, No. 1. Published twice monthly, -Price at 00 a copy. Allow 
at least ten days for change of addr Publication office 99-129 North Broadway, Albany Y. All communi- 
cations about subscriptio.ns should waddremed to J. E. Blackburn, Jr. (Vice-President for. Gircutation Operations). 
Subscription Ke x States“ and possessions: $2.00 a year, $3.00 for two years, SS for three years. 
Canada $3.00 a +$5.00 for two years, $6.00 for ry years, payable in Canadian funds at par. Pan 

American countzion 4 $5. es .. me. $8.00 for two years, $10.00 for three years. All other countries a 00 a year. 
$30.00 for three years. as second es: matter August 22, 1936, at Post Office, Albany, Zw — 
the Act of March 3, 1879" “Printed in U. 8S. Cable Address “McGraw-Hill, New York.” hnemiber .B.P. 

Member ri Copyright 1947, by McGraw- fin Publishing Co., Inc., 330 West 42nd St., New York 18, 
N. Y¥. All Rights Reserved. Return postage guaranteed. 
















WITH THE AUTOMATIC 
WATCHMAN CONTROL 


This smart Control, styled 
by Lurelle Guild, adds a 
decorative effect to bed- 
room. Engineered by 
Westinghouse, the Control 
is completely automatic to 
maintain any selected tem- 
perature . . . positive and 
foolproof. 
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The Westinghouse 


SIZE 72” x 86” 


COLORS: 
Rose, Bive, Green 


ELECTRIC COMFORTER 


Here’s the last word in sleep luxury; an 
amazing new product which already has 
had the enthusiastic support of retailers 
who participated in the initial offering. It 
has all the selling advantages of other 
electrically-warmed bed coverings PLUS 
exclusive features your customers will ap- 
plaud: The smooth, lush satin has instant 
eye-appeal. The quilted comforter construc- 
tion affords a degree of insulation found in 
no other electric bed covering. 


JANUARY I, 


Another exclusive feature is easy clean- 
ability. The satin cover can be dry-cleaned 
as easily as any conventional comforter. 
The inside warming sheet is easily washed. 
The spun rayon underside is a new idea 
in comforter construction. And the Com- 
forter is completely safeguarded by four 
concealed thermostats... a feature that sells 
SAFETY to prospects. These are all reasons 
why the Westinghouse Electric Comforter 
is headline news. 
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The introduction of the new Westinghouse Electric 
: Comforter created ‘tremendous excitement among 
* the New York and Philadelphia stores which par- 
ticipated in the initial offering of this new product. 
Subsequently, we have had many requests from 
other outlets throughout the country. We wish we 
were in a position to meet this demand. However, 
because of scarcity of materials, for the next few 
months we will only be able to open a few new 
markets at a time. It is impossible now to predict 
exactly when we will attain complete National 





Nonslipping Spun Rayon Underside ... In addition 
to its beauty as a bedspread, Westinghouse has solved 
the slip-off-the-bed problem of ordinary comforters. This 
in itself is a big sales feature. 


an- COME SEE the new, beautiful 
ned Westinghouse Electric Comforter 
ter. when you are attending the 


red January market. Our space is 501 
dea in the American Furniture Mart. 


Wednesday and Friday, 11:45 A.M., 
E.S.T., American Broadcasting Co. 
Network. 


sells 
sons 


WESTINGHOUSE ELECTRIC CORPORATION -« 
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Not Yet Available Nationally . .. But Something To Look Forward To... 


=< Wee tinghouse 


ter | MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 


APPLIANCE DIVISION - 


n 


coverage because our timetable is directly depend- 
ent upon our ability to obtain necessary materials, 


Your Westinghouse Distributor Will Keep You Posted 


Your Westinghouse Distributor is just as anxious 
to deliver Electric Comforters as you are to get them. 
But because of production limitations it may be 
several months before the Electric Comforter reaches 
every market. Westinghouse is making every effort 
to step up production and thus open new markets 
as fast as we can. Watch for future announcements. 





si Wri ee Si ene 


Warming Sheet Simplifies Cleaning Problems 
...Just zip open the satin covering. Untie the lightweight, 
preshrunk, muslin warming sheet. It can then be washed 
as easily as any bed sheet. | 


Guow house reeds 


MANSFIELD, OHIO 
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There’ve been 


some changes made! 


The TVA and the REA have radically changed the face of 
the WSM listening area. For example, we know that our 
audience needs 176,000 more electric ranges and 72,000 more 
electric hot water heaters than the industry can deliver. 
That is, of course, a backlog. But whose backlog is it? 


Which brands of ranges and heaters will get the business? 


Five million people are in the WSM market. They have 


learned to listen carefully and believe fully and to buy ac- 
cording to what they hear on this station—because in 21 
years it has never let them down. 

That’s why WSM—with its 50,000 watt power—is the 
only single medium that will do a big selling job at low cost 


in this rich market. 


“The Seat tn Sroadeasting™ 

















HARRY STONE, Gen. Mgr. 7 
JACK HARRIS, Asst. Gen. Mgr. 
WINSTON S. DUSTIN, Comm. Mgr. 


EDWARD PETRY & CO., National Representatives 











PAGE 4 





































































































wa dl 





hi ans 








NASHVILLE 


JANUARY 1, 
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Miracle PORIABLE FOOD mIXer 


REVOLUTIONARY 
Production nears the home stretch... speeding you this new SELLING 
portable mixer with the quality, super-efficiency and POSITIVE 
MIXING of the sensational MIRACLE Food Mixer.compacted FEATURES 27 
into a portable, lightweight model weighing only 3 pounds. 
It is only 2 inches thick, stores in compact, shallow space. 






































Selling points .. . it abounds with them. It fits utensils already 
in a kitchen .. . use it at stove, sink, table, cabinet top .. . wher- 
ever there’s electricity...its 5-speed, governor-controlled 
A.C.-D.C. motor never needs oiling... operates simply and 
surely. Switch and Speed Selector conveniently placed. 


(Lrositive MIXING 


New, improved, patented stainless steel beaters have 
double beating action; makes mixing 100% positive; 
they mix, whip, stir, beat or mash both the heaviest 
and the lightest batters with equal ease... with full 
power at all speeds. 


The MIRACLE Portable Food Mixer is 
an appliance you can sell with confidence 
.-- like all MIRACLE appliances. Your 
jobber can tell you its tremendous sales 
winning possibilities. Call him today. 




















LPS 
off 


=< 
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PACKED/IN SELF-SELLING 
DISPLAY CARTON 


SI 
os - 


THE COMPLETE LINE OF MIRACLE Traffic Builders 
ALSO INCLUDES: 


Toasters Carpet Sweepers 
2-Burner oe and Domestic Grills 
Waffle lrons Flour Sifters 


VISIT US. AT THE 
eae CHICAGO MARKET 
REVOLUTIONAR | OSes: | oe y JAN. 6-18, FURNITURE MART, ROOM 930 
D MI : 
NEW FOOD 


ne 






{ Automatic Coffee Maker ' 





rs ee 
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FILTER QUEEN demonstration at 
Indiana State Fair captures crowd 


Yes, FILTER QUEEN attracts women everywhere. You can attract 
them to YOUR store . . . become the leading vacuum cleaner 
merchant in your community... . by displaying and demon- 


strating FILTER QUEEN . . . America’s Bagless Cleaner. 


Here’s Why Dealers everywhere are protecting their FILTER QUEEN franchise 


FILTER QUEEN OUT DEMONSTRATES, OUT by demonstrating this wonder cleaner in windows and show 


ae on a a Sore Some rooms at every opportunity. They know that as production 


8, £00 dite ben te cacy. steps up, they will cash in on these demonstrations because 
2. LARGE metal dust collector. . - 7 . 
ea on ia cl women prefer to wait for FILTER QUEEN, once they have seen 
4. %H.P. Black & Decker motor gives it demonstrated. 

super suction. 
5. Operates as quietly as a sewing machine. 





co IN CHICAGO 
6. No dust filled bag to obstruct air flow and ME UP AND SEB US wbieud ¢ 


reduce efficiency. , 
7. Light in weight and easy to use. 
8. Completely equipped with attachments for 

all house cleaning jobs. 


Division of Health-Mor, Inc., 
203 N. WABASH AVE., CHICAGO 1, ILL. 


— In Canada: Walters Appliances Limited, 57 Bloor St., W., Toronto 
, Export Agency: A. J. Alsdorf Co., 221 No. LaSalle St., Chicago 


1-47El 
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New “Constant Heat” will bring you New CONSTANT PROFITS 


A remarkable new Horton invention which permits the use of a 1500 watt heating element 


offers over one-third faster heat recovery than ever before achieved in ironer history. 


To the user—this means faster ironing and a more professional looking finished garment. 


To the dealer—a powerful new selling feature—a sales advantage that will step up ironer 


sales and profits. 














SUPERB STYLING by a master designer ADDS TO SALES APPEAL 


In keeping with its fine mechanical features Horton has spared no expense to give its 1947 line 








of ironers a ‘‘style appeal” that will take the eye of every prospective customer. All are designed 

by Harold Van Doren to harmonize functionally with other modern household equipment. Model 547, 
above, weighs but 30 pounds—will take its place gracefully in any room in which it is placed. 

Model 147, at the right, performs more than one function, as when not in use as an ironer, it is desk 


height to double as the kitchen planning center or telephone table. For more details on the 





complete Horton line of laundry equipment write Horton Manufacturing Co., Fort Wayne 1, Indiana. 





sam HORTON MANUFACTURING CO., FORT WAYNE 1, INDIANA : a 


Attention Canadian Dealers: The trade name, HORTON ELECTROHOME, distinguishes 
Horton designed and engineered products manufactured and sold in Canada by its affiliate, 
Dominion Electrohome Industries, Ltd. of Kitchener, Ont. 
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REGISTRATIONS SHOW 


IT— OPERATORS KNOW IT! 


FORD TRUCKS 
LAST LONGER!” 


The Ford Half-Ton Pickup, with, 614 Soot —= $07 HP B 








load length, 49-inch insid 
width and 244% ~inch floor height. 











) ONE big reason: 
| FORD CLUTCHES STAND UP! 


Torque-transmitting capacity of Ford clutches increases with 
engine speed, because centrifugal force is harnessed to add 
extra pressure to that exerted by the clutch springs. Thus, 
slippage and wear are minimized. Three weighted, cam-action 
levers (1) act upon the back of the clutch plate, forcing it 
ever more firmly into contact with the clutch disc. Needle 
roller bearings (2) on these pivoted levers, and pre-lubricated 
ball pilot and throw-out bearings (3 and 4), reduce wear at 
these vital points and promote easy pedal action. No internal 


lubrication is required. 


iy, ONLY IN A FORD TRUCK do you get your 
»¢ choice of two great engines, the 100-H.P. V-8 or 
mm the 90-H.P. Six. ONLY FORD brings you all these 








ENGAGED 


i eS Se 























value? Ford endurance-engineering explains why FORD 
TRUCKS LAST LONGER .. . why the average age of 
all Ford Trucks in use is nearly 9 years . . . why 7 out 


long-life features: Easy-turning, rolling-contact steering 
gear, with triple roller bearings—weather-proofed Hi-Volt 
ignition—positive control of engine temperature for 
swift warm-up, protecting bearings, cylinders, pistons, 
rings and valve mechanism—rear axle design which takes 
all weight-load off the axle shafts (*4-floating in half-ton 
units, full-floating in all others)—all told, more than fifty 
such endurance-assets in the new Ford Trucks! 


Where can so few truck dollars get you so much truck 


MORE FORD TRUCKS 
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of 11 of all Ford Trucks built since 1928 are still in use! 
Only the costliest makes match this record. No wonder 
that demand for new Ford Trucks is forcing production 
schedules higher and higher. The way to get a new Ford 
Truck is to get your order in. See your Ford Dealer! 


FORD TRUCKS 


IN USE TODAY THAN ANY OTHER MAKE 
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EATRA SALES... 


WITHOUT 


EXTRA 
SELLING 
EFFORT 


Beautiful Empress Eugenie dis- Colorful Door Knocker Chime 
play carton shows at a glance carton tells in a flash that it’s 
the 2-in-1 advantage of this non-electric and easy to install. 
door chime and wall brackeg. Also, good looking! 
















NEW EDWARDS COUNTER-DISPLAY CARTONS 
»©e FOR FASTER TURNOVER © 4 QUICK SELLING POINTS 


TO CLOSE THE SALE... 


« Tested Tone-Pitch and Tone Quality, 
thanks to the exclusive Edwards 





@ Every one of these Edwards Door Chimes now comes packed in a stun- 
ning display-carton—ready to make extra sales for you as soon as you put 1 
it on your counter. They’re an ideal help for today’s over-busy sales clerks. 


And, as we get into a competitive buyer’s market, you'll appreciate their Sonoscope—the amazing electronic 
S y y PP 
customer-catching power even more. detective. 
Alert merchandising assistance like this—backed by consistent national 2. Lretle Guild, noted designer, has en- 


dowed every Edwards chime with 


advertising—is an example of how Edwards looks to the future to insure 
beauty and taste. 


steady business for its dealers. When you stock Edwards, you stock sale- 3 
« Unfailing Operation is assured by the 

quality built into every chime— 
backed by Edwards’ 74 years of ex- 


perience in electrical signalling. 


ability and quick turnover! 








4. Pleasing Melodic Chimes. Every Ed- 
wards chime is “ear tested” under 
normal home operating conditions 
for natural beauty of tone. 











EDWARDS AND COMPANY 
NORWALK, CONNECTICUT 
In Canada: Edwards & Co. of Canada, Ltd, 
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... better in every detail providing better 
toast and longer, trouble-free service! 


FOR BETTER TOAST 


Heavy-mica-nichrome lifetime element, the finest used in any 
toaster; built on our own patented winding machine 


FOR EASY STORAGE 


More compact base and sides streamlined for efficient 
storing on 5” shelf space. 


FOR EASY HANDLING 


Larger heat-proof plastic handles and push button. 


FOR EASIER OPERATION 


New push button release mechanism — no spring to go out 
of order 


FOR EASY CLEANING 


Chrome case and super-finish Polymerin doors. 


Sold Exclusively Thru Authorized Selective Distributors © Write for Name of Your Distributor 


MERIT-MADE. INC. MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N.Y. © In Canada: Merit-Made, Ltd., Fort Erie, Ontario 





hd Fe ats 








Over 250,000 in use today — with vir- 
tually no complaints—and repeat orders 
that far exceed our production provide 
ample proof that “push-button toasting 
E-Z flip" is what consumers want! 





Now ... it's finer than ever. And, guar- 
anteed to be more trouble-free than ever 
... clean sales and no returns! Deliveries 
are steadily increasing — contact your 
local distributor today! 


* ise et e pee hk. : . € oe ome ee < F ‘ad 
Rare. RR Ktepag aw se en an : * 
pe 
tr? mx 
3 


E-Z FLIP © TY-MATIC © MONO-CHEF © DUO-CHEF 
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“‘Frost-Lok’”’ will help sell your prospects, too! 
Only one of sixteen International Harvester Freezer features that 
make sales... sound features that mean something to women the 
moment they see them. That is one important reason why the 
International Harvester Refrigeration franchise is valuable from 
the start. : . 
Add these... ’ 

© Powerful National Advertising 

®@ Coast-to-Coast Distribution 

© Effective Nationwide Service 

© Great-Name Prestige 
.-.and you have a winning combination that means vast oppor- 


tunity, assured success to International Harvester Refrigeration 
dealers. 


Every International Harvester Freezer ;:.the 11-cubic-foot model 








is pictured above .. 
features: 

1. Floating Lid — 2. All-Steel Construction — 3. Comfortable 
Toe-Space—4. Hermetically Sealed Unit—5. Hermetically Sealed 
Insulation—6. Dulux Finish Over Bonderite. 


But that’s not all... there’s “Frost-Lok” in addition, which, be- 
sides all of its other advantages, provides convenient shelf space 
all around the food storage compartment. Then, there’s a live 
rubber balloon gasket around the lid that closes tightly against 
“Frost-Lok” to form the perfect freezer seal. And a fascinating 
cabinet so smartly designed women want it at once. All these... 
and more. 

For information about open refrigeration territory, get in touch 
promptly with your nearest International Harvester branch. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue . Chicago 1, Illinois 


- will have these six important basic quality 


INTERNATIONAL HARVESTER 
KRegugerattare 
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ie $2CB Radio-Phonograph with 
oe ” Pulj-ovi 4 cane Record Changer 


id vbieive National Advertising 
ARO Line is Winning Everywhere 


eee S 


sonore they sell . . . wherever sold they satisfy. 
ery Howard model is truly a brilliant triumph of 
pel. progressive engineering, they are 
josends who read Howard advertising 

her magazines. 


‘captures the imagination of all. An exclusive feature on all 
“Ab card upright combinations, it provides a terrific sales- 
making demonstration—a 1947 profit opportunity for all who 
handle the Howard line. 


Medel 909-0 Redio-Phancgregh with Accustt On Display at Space K—17th Floor—January Market 
RSS Le ae American Furniture Mart—Chicago 


CHICAGO 13, ILLINOIS 
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SAMSON ELECTRICAL APPLIANCES 


howkoxed ts Soff 


WHEN you put a Samson SHOWBOX in your 
window or on your counter, you automatically 


hey flash a stop signal that even the casual shopper 
can’t ignore. But this eye-catching red SHOWBOX 


av" is more than just an attention-getter. It shows 






















what the appliance looks like ...and tells the 
Score advantages of owning one. All of which leads 
e* naturally to an examination of the actual product 

. ert —and the eventual sale! 
Tel Remember, too, that whether placed singly 
or in groups, every Samson SHOWBOX is a com- 
ert plete, compact merchandising display. And because 


chow Samson SHOWBOXES are uniform in color and SA Oe a 


OOOO @uGQUaLa— |<< << — - 
ca 


design, prospects soon realize that Samson offers 
a a complete line of distinctive electrical appliances ~ 
ay ...each a quality product at a popular price. From 


this ‘family recognition” come additional sales 


{i 4 ett | and extra profits. 


SAMSON UNITED CORPORATION 
ROCHESTER 10, N. Y. 


Samson United of Canada, Limited, Toronto 
Te 1 « a4? 
19 Cai, { gt TEMPO-FLEX TABLE RANGES 
* eae 


SAFETY-TILT 
AUTOMATIC IRONS 








COPR, 1947, SAMSON UNITED CORP, 
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Wiech your service costs and parts inventories nose 


dive when you start featuring the SMITHway Stoker. You 
will forget forever the days of excessive service costs and 
heavy parts inventories that tie up valuable working capital. 


You can actually service hundreds of SMITHway Stokers 
with this simple supply of. parts: 


2 sets of feed screws 
4 sets of tuyeres 
2 Packaged Unit-Drives 


... and not one thing more 


SAREE 5 


Packaged Unit-Drive 


... One of the 24 Exclusive Features of the 
SMITHway Stoker. 


Here is the greatest stoker advancement in the past decade. 
nN Motor, fan and transmission are 
: built into one compact, highly ef- 
ficient unit that can be quickly and 
easily removed and replaced in less 
\ than four minutes, using only a 
common epee and an ordinary pair of pliers. 


Decide now to malts more money by selling the nationally 
advertised SMITHwhy Stoker. Send a penny post card to 
the nearest office listed below, asking for full information 
on the SMITHway Stéker franchise. 


of 
SS 
RVs 


a.0.QMITH Wiailiheri 
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Just What the Doctor \ 





The -RM-~ Genie Presents BIG WINTER 
PROFIT MAKERS for February — 
A big “Ache-Pain-and-Cold Month” 


Thousands will be 
looking for relief 


Yes, sir, the -KM~ Genie is all set to step-up 
your winter profits . . . with attention-arrest- 
ing national magazine ads... perfectly 
planned and timed to increase store traffic 
during the sneeze and sniffle season. 


Millions of readers of The Saturday Evening 
Post, Ladies’ Home Journal and Better Homes 
& Gardens will read and remember that —KM~ 
dealers offer such health appliances as the 
~“KM~ Infra-Red Ray Lamp, Heating Pad and 
Vaporizer on this page. 
During February and March, the “-%M~ Genie 
will flag thousands of cold victims looking for 
relief. Dealers who display him are sure to 
profit, not only through increased sales of 
“sick-room” appliances but also from the extra 
sales increased store traffic always brings. 


KNAPP-MONARCH CO. 
ST. LOUIS 16, MO. 


MEET US AT THE HOUSEWARES SHOW 
in Atlantic City week of January Sth. Auditorium Booth 
309, 311, 313 and also in Chicago, Market week January 
6-18. Display Room 1483. Merchandise Mart Bldg. 





*M Infra-Red Ray Lamp 












Bakes out aches with deep, 
penetrating heat. Pictured, as shown 
in national magazine ads, along 
with the “KM-~ Genie. Be sure to 
tie in with the Genie in every way 
possible to cash-in 100% on his 

full profit pulling possibilities. 








* 





~mm_Woffle Baker-Sandwich Toaster Mel! -ms_Heating Pad 


‘va 
x 
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Most Complete Line in the 


/ Industry. Quick Turnover! 
dered | BIG PROFIT OPPORTUNITIES 
e be 


FOR KNAPP-MONARCH DEALERS 


© nears 


Preferred by customers 
because its Visual 
Multi-Heat Control 
glows in the dark— 
gives choice of 100 
different soothing 
temperatures. ..Sold, 
of course, at the sign 

of the “KEM~ Genie. 
Be sure you display it! 


Steams out cold distress 
Only “KeM~ offers a ee 
vaporizer with all the Se ~™M~ Tel-A-Matic lron 
quality-performance— f 
safety features that 
make this a best seller. 
. .. Directional spout, 
patented, sanitary 
medicant cup, time 
gauge, and limiting 
thermostat . .. many 
more. It’s Modern 
Magic... by the 
nationally recognized 
~KM~ Genie. 


~KM_ Grill Stove 


re, oe Pacts : gee 
ee <= ces SRE 
“= Ps! 


hte: 
& - 


Rg 


“Em~ Turnover Toaster 


caw: &, 


em Pop-Up Toaster ' “KM~ Room Heater 
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The value of a good name, the advantage of a fine ch 
toward building a reputation. _ | | 
These factors have always been of foremost : 
Herald-American’s forty-six years of news service to Ch 
| This has created a.reader confidence to the « 
500,000 daily and more than 1,000,000 on Sunday 
Advertisers remember that it was these bt 
made this newspaper the best accepted medi 
__ refrigerat 
and ranges. 
“he le 














(Chicago HERALD-AMERICAN 


EVENING AND SUNDAY 
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55 THE AIR” QVER 


MUTU A'S COAST ww COAST NETWORK 
"EVERY SATURDAY 8:30 DM, E.SsT, 


SEE YOUR LOCAL NEWSPAPER 


: MILLIONS 


f \istenets -* 


NE CUSTOMERS FOR you! Scramby Amby> 
Prel \by with 


mi) tie-in ite) 


TIVE TELE-TO 


OF pROSPEC 


\e-Tone radios - - 


will create new demands for Te 
per advertising: Establish YOUR 


d local newspa 


window displays o" 
e new Tele-Tone Radios. 


store as headquarters for th 
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The most sensational 
Heat Lamp offer in G-E history 
can help you do it! 
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An Important 
‘ Exclusive Feature! 


e Maintains PEAK suction 
at ALL times because... 








You can easily demonstrate to your customers how the 
McAllister Bagless Vacuum Cleaner maintains its 
powerful suction and air movement even after 
dust pan is full. 
First let them feel and test the McAllister 
Super Suction. 
Then fill the reservoir with 7 quarts of fine sand. 
Now operate the McAllister again and let your customer feel the 
suction, which will be undiminished, as powerful as ever, in 
spite of the fact that the reservoir is chock-full. 
This much dirt or sand would nullify the suction of any 
ordinary cleaner—but in the McAllister the dirt is expelled from 
the air stream by centrifugal force—it cannot pile up against the 
filter and block the air stream. 
No wonder dealers say the McAllister is America's first and only 
truly post war vacuum cleaner! 


Even with the reservoir 
full of sand—enough to 
stop an ordinary cleaner 
“cold"—the McAllister 
maintains peak suction. 


Dirt is expelled from air 
stream by centrifugal 
force—cannot pile up 
against filter. 


MCALLISTER-ROSS 


General Offices: 135 South LaSalle Street, Chicago 3, Mlinois 
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MALLISTER 


THE ONLY comptete 
4 in 17 APPLIANCE! 


1. Vacuums best by actual test. 


2. Actually washes, rinses, dries rugs and 
other furnishings; restores colors. 


3. Aerates bedding, rugs, clothing with 
clean, fresh, filtered outside air. 


4. Actually mothproofs clothing, furnishings; 
sprays, paints; waxes floors. 


NO BAG TO EMPTY «+ NO FILTERS TO REPLACE 


VISIT THE 
McALLISTER EXHIBIT 


513A Furniture Mart 
Chicago — Jan. 6 to 18 


Be sure to attend continuous demonstration 


Lake Shore Athletic Club 
850 Lake Shore Drive 
(2 Blocks from Mart) 


CORPORATION 


Factory: Newton, lowa 
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* More new Railley Table Lamps give you still 
greater variety of smart lamp fashions at popular 
prices. Latest is this handsome new lamp of brass 
in polished brass or bronze type finish, with 
shades of maroon or forest green. And, of course, 
with the exclusive Railley Deep-Set socket for 
wide-angle lighting, giving greater light spread 
and light intensity. 


GOOD NEWS 
TO 30 MILLION AMERICAN WOMEN 
---AND TO YOU 


Twelve leading women’s service magazines carry 
this Railley advertising...to three out of every 
four American families. The most intensive 
and extensive advertising done by any lamp 
manufacturer, it is helping to build Railley 


brand consciousness among your customers. 





cy 


CORPORATION - CLEVELAND: 0, OHIO 
ORIGINATORS OF THE 
PIM-IT-UP Lamp: 


TRACE many 
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Phineas Groves had a, GOLDEN touch... 


... that brought in customers, good-will and such. 


T’was the finger of Phineas that accomplished the trick 
Demonstrating the iron that.lifts with a flick. 





With the Never-Lift iron displayed in his store 
Phineas took oodles of orders for more. 


This profitable story t’will pay you to know 
For further particulars read on below. 








Here is a simple way to explain or demonstrate the amazing Proctor Never-Lift Iron. 





} geo as you would with 
any good automatic 
iron. You'll find that 
Proctor’s Even-Heat on 
the iron sole-plate makes 
ironing smoother and 
faster, without drag or 
wrinkling. The Fabric Dial 
gives correct heat for 
every type fabric. 





LIDE iron off material 

without lifting. Press 
the red button forward— 
and legs automatically 
lift iron. The legs will not 
scorch or burn... they 
hold the iron safe from 
tipping or falling. The 
Never-Lift action is built 
for 250,000 operations. 





Ww ready to resume 
ironing just press 
heel of handle. Click sig- 
nals that legs are recessed 
.-. will not catch on fabric. 
Ordinary ironing calls for 
lifting 2}4 tons in an aver- 
ageironing day.The Never- 
Lift eliminates this tire- 
some lift-work. 





é “ 0 CT 0 e NEWSMAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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Maral + at shoard | : 


DISPLAY COMPANION ADVERTKED PRODUCTS 


and pick up EXTRA PROFITS ( 


PAGE 24 














JANUARY 1, 1947—ELECTRICAL MERCHANDISING 














NOBLITT* SPARKS INDUSTRIES 


TO DECTVER.YQUR ORBOERS FOR ARVIW PRODUCTS 






Py g oe 
g ‘s “Sie ie . 
ae ege > 

F Pome: ¢ Centra Avenue Plont 





q General Offices and Radio Plant - Columbus 


)KERS 
AND WAFFLE BAKERS 






—. an 14” Street- Radio Plant-Columbus ¥ 


= 1 —. 


i. ia 
- Seventeenth Street Plants - Columbus ; > 













. *. , 
ms C Plant Number Two-Seymour 3 . 


<—“s pat al 
North Vernon Plant Jas 
“a sig eens, 


cae a . v, ® : \ ‘ | 7 — = 
— _ ey - get: Three Plants—Franklin : 







- Plant Number One - Seymour : 


\ 
\ RANI 
Ls the name on many profit-building products of 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Indiana 


an nana nein ans a ~ 
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M-m-m...busy year ahead! 


Will deliver half million irons in 1947 


Job Number One: Manufacture a mini- 
mum of a HALF MILLION irons for 100,000 
LADY JACKSON dealers. (This is a must, 
enthusiastic homemakers throughout Amer- 
ica DEMAND IT!) 





Will produce juicer-mixer in 1947 
(working model now available) 


Job Number Two: Continue to shop mar- 
ket for 1/20 H.P. motors for juicer-mixer— 
or—MANUFACTURE OWN MOTOR. (We'll 
deliver this fast selling item, if we have to 
go into the motor business to do it!) 





Will produce automatic toaster in 1947 
(working model in development) 


Job Number Three: Get “mechanical bugs” 
out of toaster, tool up for mass produc- 
tion, be ready to roll by June first. (It’s 
usually a six months’ assignment; our engi- 
neers promise results by early spring!) 





P.S.—Lady Jackson Iron Honored Again! 


Our LADY JACKSON Iron has received 
ANOTHER seal of approval! Last month it 
was the Good Housekeeping Guaranty 
Seal, this month it’s the famous Under- 
writers’ Laboratories seal of acceptance 
... such honorable commendation MUST 
be earned! 





GO PLACES WITH JACKSON 
In 1947 


oil \ Atlantic City 
—~A"HDUSEWARES SHOW 


ad JANUARY Sth THRU 10th 





JACKSON APPLIANCE MANUFACTURING CO. 





75 Front Street, Brooklyn 1, New York DIVISION OF TALLER & COOPER, INC. 
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MODEL F-1000 
MODEL F-2000 


We CoM sel Multec selaballjeMceMe-lelattyMucsciissasrt-te <iswestvohmertreltit-(ualtetet-gae) oe 
MODEL F-2000 cerns have arisen almost overnight. Past experience has shown that the 
Ss i 1 » & i f : . . e ° ° . °,8 
us ea PE he oe to. cxeeanns majority of these war-born firms will fail to survive the coming oompetitive era. 
“Packaged Power” sealed unit. Heavily in- meee ; ‘ ‘ 
sulated with 4” to 5” Fiberglas. Thermo- 6 Wel -U' Pevintet-aa Oo yerele-islosMM-teMBtilccact-laleet line cele seMolucleltiucmme) mmeltt-Vitatg 
statically controlled to maintain constant : ° ° . . 
zero temperature. equipment since 1884, has built up an iron-clad reputation for top-drawer 
quality. The Whiting Home Freezer is the finest, most efficient, most econom- 


MODEL F-1000 ical home freezer that 60 years of manufacturing experience can produce. 
Convenient 4% cu. ft. capacity of approx. 


sadder Midaaed tar vamnorveabie “Pertened A home freezer represents a once-in-a-lifetime investment for your cus- 
Power”’ sealed unit. Insulated with 4” to 5” 


ae ee nr tomer. He is primarily interested in reliability and factory-backed service. 
constant zero temperature. Extra large con- Preserve your high-quality reputation. Sell reliability ...sell economy... 
denser surface eliminates fan or additional ‘ eng 

cooling devices. sell service ... sell Whiting. 


For “COLD FACTS” on a Hot Sales Opportunity . . . Write Dept. R9. 


as 








| Ld mE FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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BIGGEST NEWS AT THE = 
WINTER FURNITURE SHOW! 
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(let BENDIX RADIO 


Bend Radio 









Permanent Display 
AMERICAN FURNITURE MART 
Zee. BENDIX RADIO SPACE 545-D. SthFLOOR JAN. 6-18 
wa 
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a 
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Youll see why Bendix Radio is America’s Fastest Growing Line 
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THE NEW IMPROVED CAFEX ALUMINUM PERCOLATOR! 





AMERICA’S FAVORITE coffee-making method ...the percolator way ...has established a 
tremendous demand for a better percolator. Cafex has it in this modern, practical 8 cup The Cafex Idea . . . to make every prod- 
percolator of highly polished heavy gauge aluminum...no pads needed... fits any uct offered under the Cafex label a definite 
’ ’ " é : advance .. . contributing improvements 
burner. Beautifully clear coffee along with thorough flavor extraction achieves percolator é 
am" to the pleasure and ease of American 
performance at the peak of peffection” = <,.j * home life. 











On-the-alert dealers everywhere are stimulated by Cafex’s effective and startling 
merchandising display package. Country-wide distribution is being made on a fair and 
equitable basis... providing all territories with a gradually increasing volume ...with more 
to come. For further information see your nearest distributor or write to the address below. 





Cat. No. Std. Pkg. Wt. Std. Pkg. List Price Each 
2-0108 6 ce yg 15.Jbs. $4.95 
-  . : Hartford Products Corporation . 


308 West Washington Street, Chicago 6, Illindis 
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WAS AMEN LSTA 


furn to 


FARNSWORTH 


when 
demonstrating 


FM 


r'S PROFITABLE to demonstrate the advantages of FM listening 
I on a Farnsworth 

For Farnsworth makes the most of FM in ev ery sense. And the 
quiet beauty and sturdy construction of Farnsworth cabinets 
complement the superlative Farnsworth tone... increase desire 
for ownership in prospects’ minds. These, along with Farnsworth’s 
expert engineering, make it easier to close more sales! 

A new favorite is the Farnsworth EK-102, illustrated above. 
Its strikingly designed cabinet embodies advanced principles of 
construction, employing the finest of furniture woods and veneers, 
and is available in regular or blonde mahogany finished to a 
beautiful piano lustre. AM and FM reception. DeLuxe 3-point 
suspension automatic record changer gently handles 12 ten-inch 
or 10 twelve-inch records. 


EK-102 is another powerful example of the saleability of Farns- 








worth’s “streamlined” line . . . a line that provides; dealers a clean, 
fast-moving operation—proper margins, fair trading and adequate 
“elbow room.” It’s no wonder that Farnsworth dealers consider 
their franchise a valuable asset. Farnsworth Television & Radio 


Corporation, Fort Wayne 1, Indiana. 


Growing more and more popular 
is Farnsworth’s chairside combina- 
tion. No. EK-264. Its convenience 
is enhanced by a roomy built-in 
record storage cabinet In walnut 


or blonde Prima Vera. 





insiworth 


Farnsworth Radio and Television Receivers and Transmitters - Aircraft Radio Equipment - Farnsworth Television Tubes - Mobile Communi- 
cations and Traffic Control Systems for Rail and Highway - The Farnsworth Phonograph-Radio - The Capehart - The Panamuse by Capehart 
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CV PRODUCTS DEFINITELY HAVE 


Sikes Ape ™ 


FUNCTIONAL DESIGNS IN GLEAMING ALUMINUM 


Morton Products have that pulse-tingling beauty that catches the eye 
of the customer and fills them with the exciting promise of streamlined 
utility. Products of rustless aluminum—practical products—engineered 
and designed with typical Morton foresight for Sales-Appeal. 


SANITAINER umiity Pius 


Rustless, all-aluminum in construction, Sanitainer, the modern disposal 
unit, beautifies all kitchens. Toe-touch action has the exclusive feature 
of two-way control . . . one slight pressure to open and remain open 

. another slight pressure and the odor sealing rubber rimmed lid 
closes silently. The five-gallon aluminum insert pail won’t rust, accom- 
modates almost twice as much and cuts “emptying time” in half. 
Sanitainer sells itself. Size 18” x 111,” x 1014”. . 


ADVERTISED 
AMERICAN 
MEDICAL 
ASSOCIATION 
P¥BLICATIONS 


fe Aa. ES 


666 Lake Shore Drive, Chicago 11, Illinois 


foocdiaal \ Write for free advertising mats! Featured by all leading stores! 
" ) 


WASHOCIED. EE SPEEDIWASH “DISPLAYER’’ COMPELS SALES 


This sturdy, colorful display card featuring a 
Speediwash, the new lighter, rustless, aluminum, 
handy-sized washboard has proven itself in popu- 
larity and sales. The “Speedi-Displayer” makes 
spur-of-the-moment sales for the feather-weight 
Speediwash which so easily slips into a shopping bag. 
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may RUGGED AND PRICED FOR SALES 


~ | Made of sheet aluminum Speediwash can’t rust and 










4 is practically indestructible. With rubber tips on 
\ ; 
\ legs and rubber strips on its back it won’t mar 
\ porcelain. Conveniently sized (15” x 914”) for 
\ use in either a laundry-tub or a washbasin. Easier 






OMMMHMM]/@WM;quédd« 


on clothes. This “under-a-dollar” item carries a 
neat profit for you! 


Yy 








ELECTRICAL MERCHANDISING—JANUARY 1, 1947 : PAGE 31 
















FINTUBE ELEMENT —the heart of the heater. 
Element wound on AlSiMag core, hermetically sealed in a 
metal tube, insures almost indefinite life and absolute elim- 


ination of any fire hazard. It is baby-safe and pet-proof. 
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Photos courtesy Air Conditioners Sales Division gen 
Noma Electric Corporation, 53 W. 13th St., New York 11, N. Y. 
pow 
: , fron 
‘ pref 
; : ' ; . T 
The Noma Electric Heater, conveniently portable, pours AlSiMag insulators are custom made of the AlSiMag Wr; 
out heat which circulates warmth to every corner of the composition having the physical and electrical character- - 
room. istics required for the application. AlSiMag insulation is 
: — sl ‘ Ree THE 
It is constructed for lifetime durability and designed to permanently rigid, does not char, operates perfectly at 1 
last indefinitely without servicing. Every part of this design elevated temperatures, has excellent resistance to mechan- 24 
was carefully studied to assure long, trouble-free opera- ical and heat shock. You have no worries about the insu- 
tion. Like nearly all the other producers of quality electric lation in your appliance if you use AlSiMag custom made 
appliances, Noma selected AlSiMag insulation. insulators. 
CHATTANOOGA # TENNESSEE 
eae ) ae Set ee eS Cee Se eee ee ee 
ENGINEERING SERVICE OFFICES: 
ST. LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J., 671 Broad Street, Tel: Mitchell 2-8159 
CAMBRIDGE, Mass., 38-B Brattle St., Tel: Kirkland 4498 © CHICAGO, 9 S. Clinton St., Tel: Central 1721 % 
SAN FRANCISCO, 163 Second St., Tel: Douglas 2464 © LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 we 





PAGE 32 JANUARY I, 1947—ELECTRICAL MERCHANDISING 





Combustioneer is a pioneer in the stoker business. 
It has nearly three decades of experience in success- 
fully building and selling stokers. This experience is 
important to dealers who are looking for real profits 
in the stoker business. 


The Combustioneer stoker itself is the result of 
nearly thirty years of continuous engineering. It has 
exclusive features which give results that cannot be 
secured in any other way. 


Its Automatic Respirator is different than any other 
air regulator. It’s the only one that scientifically 
regulates the air to the needs of the fire-bed. Its 
Pulsating Transmission operates on an exclusive inter- 
mittent principle that keeps the fire-bed “poked up” 
and free-burning. With Combustioneer features sales- 
men can quickly and dramatically demonstrate ad- 
vantages which prospects want and buy. 


But that isn’t all, Combustioneer provides a sales 
training program that puts into the hands of sales- 
men the practical stoker selling “Know How” that 
has made money for veteran stoker salesmen. 


Add to this, hard-hitting local advertising and 
promotional campaigns to ferret out prospects and 
generate sales in every specific stoker market . . . plus 
powerful advertising in national magazines which 
from month to month continuously build public 
pteference for Combustioneer stokers. 


That’s the Combustioneer stoker franchise for 1947 
Write or wire today for. complete details. 


THE STEEL PRODUCTS ENGINEERING COMPANY 
1244 W. Columbia Street Springfield, Ohio 


Designers, Engineers and Manufacturers 
of Precision Products Equipment 


LINE COMPLETE FOR 
EVERY HOME AND 
COMMERCIAL NEED 


Home models, includ- 
ing Bin-Feed, for from 
4 to 14 rooms. Com- 
mercial models, includ- 
ing Bin-Feed, ranging 
in size for capacities 
from 75 pounds to 1200 
pounds of coal an hour. 


Cash in THIS YEAR with. 
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THE LABOR CRISIS 


..« Absolute power corrupts absolutely” 





HE NEW CONGRESS is going to overhaul 

the federal laws governing organized labor. 

If the election returns left any doubt about 
that, John L. Lewis has removed it by torturing 
the nation with its second soft coal strike in six 
months. 

If, however, the overhauling is to get at the roots 
of our labor troubles, it must go further and deeper 
than most of the proposals would go. Indeed, it 
must not stop until it has dealt decisively with that 
most basic cause of devastating trouble—the en- 
trenched monopolistic power of enormous interna- 
tional unions, now concentrated in a handful of 
union leaders. Industry-wide collective bargaining 
is one outgrowth of this power. 


“Power tends to corrupt, and absolute power cor- 
rupts absolutely.” That great truth, phrased by the 
historian Acton, is as true of labor leaders as it is of 
business leaders, princes or potentates. It is also true 
that John L. Lewis and some of his fellow labor 
leaders now wield what approaches absolute power 
in their respective domains. Failure to recognize 
these facts and act on them can make a tragic mock- 
ery of the present opportunity to restore good sense 
and good order to our labor relations and our na- 
tional life. 

To realize this opportunity the labor monopoly 
must be made a major target. 

In the minds of many people, particularly in the 
business community, the root cause of our labor 
troubles is to be found in the National Labor Rela- 
tions Act, commonly called the Wagner Act. They 
féel that if they could get rid of the one-sided 
handling of a number of key labor problems pro- 
vided by that act and its administrators, we would 
have the legislative part of the problem of creating 
good labor relations pretty well solved. 

To be sure, there is occasion, long overdue, to 
balance up the lopsided treatment of labor rela- 
tions by the Wagner Act and those who apply it. 
It has been so interpreted and applied as to deny 
free speech to employers. On occasion it has ex- 


tended the special protection of the federal govern- 
ment to workers striking to force employers to break 
the law. It has done the same for workers striking 
to force the federal government to change its policy 
the way the strikers want it changed. 

The Wagner Act has required employers to bar- 
gain with unions, but imposed no companion obliga- 
tion upon unions to bargain with employers. It has 
given protection to workers who have broken their 
agreement by striking. It has been applied so as to 
break orderly lines of management by encouraging 
and giving special protection to union organization 
of foremen who, to do their work efficiently, must 
represent management. Abuses such as these should 
be cleaned up, and soon. 


Monopoly is the Target 


But if perfection were attained in eliminating all of 
the abuses stemming from the Wagner Act, numer- 
ous and grievous as they are, the basic problem 
of establishing the legislative foundations of sane 
and safe labor relations in the United States would 
by no means be solved. John L. Lewis and his fel- 
low labor dictators would, no doubt, be annoyed, 
but their power would not be seriously impaired. 
That power is derived from monopoly control of 
labor. Just as in the case with any other kind of 
monopoly power, it will only be made ‘subservient 
to the public interest by attacking it at the source 
and smashing it. 

The way to do that is to apply the anti-monopoly 
laws to monopolies in the field of labor just as they 
are applied to business and industrial monopolies. 
At the same time more vitality should be pumped 
into these laws all along the line. 

When our basic anti-monopoly law, the Sherman 
Antitrust Act, was passed in 1890, it was designed 
to apply to economic monopolies of all kinds, and 
was so held by the courts. Organized labor sought 
exemption from this law, largely on the ground that 
its bargaining power was weak, as compared with 
that of industrial corporations. In recent decisions, 
a majority of the United States Supreme Court 
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justices have held that, when combined with the 
Clayton Act of 1914, the Norris-La Guardia Act of 
1932 gives organized labor virtually complete ex- 
emption from the antitrust laws. 

In the meantime, the relative weakness in bar- 
gaining power which was made the occasion for 
exempting organized labor from the antitrust laws 
has become a myth. In soft coal, John L. Lewis is 
the monopolist. Through his United Mine Workers 
he controls about 90% of the miners. No one of the 
thousand or more highly competitive companies en- 
gaged in soft coal mining controls more than about 
5% of the output. 

In steel the monopoly control is that of Philip 
Murray’s United Steel Workers whose organiza- 
tion represents well over 80% of the production 
workers in that industry. United States Steel, the 
corporate “giant,” controls only about one-third of 
the steel making capacity. In automobiles the United 
Automobile Workers represent about 90% of the 
production workers. A year ago the union’s officers 
flaunted their monopoly power by announcing plans 
to pick off one automobile manufacturer after an- 
other by a series of centrally controlled strikes. 


Industry-Wide Bargaining 


Confronted by the rise of government-fostered 
monopoly power in the hands of organized labor, 
employers in some industries have sought to match 
it by joining together for collective bargaining on 
a more or less industry-wide basis. In other indus- 
tries, notably steel, the federal government, through 
the War Labor Board, took the lead in forcing a 


pattern of industry-wide bargaining. Bedevilled by 


a myriad of cases, the Board thus sought to settle 
scores of them in the steel industry by one action. 

It is easy to understand how an employer, con- 
fronted by an industry-wide monopoly of labor, 
.would be tempted to join with his fellow employers 
in an industry-wide bargaining group. In that way 
he might see a chance to establish something like 
equality in bargaining power. ' 

However, if the employers’ bargaining group were 
as effective as the union in creating a monopoly 
set-up, it would merely confront one monopoly with 
another. That, in turn, would heighten the chances 
of having either a devastating head-on collision as 
a result of failure to agree, or having the two mo- 
nopolies reach an agreement at the expense of the 
consuming -public. 

Actually, however, the chances that employers 
can create an industry-wide bargaining group as 





tight as that created on the side of labor by union 
organization are virtually zero. For if a group of 
employers were to agree to shut down in unison 
or take other united steps to balance the bargaining 
power created by the threat of a monopolistic union 
to strike, they would unquestionably find them- 
selves on the receiving end of an indictment for 
violation of the federal antitrust laws. 


To Break the Monopoly 


Thus, both from the point of view of the public 
and the point of view of the employer, industry- 
wide bargaining is no effective offset to the mo- 
nopoly power created by industry-wide unions. 


The only way to cope with this monopoly power 
is to subject it to the anti-monopoly laws in the 
same way business and industrial management are 
subjected. In the process industry-wide labor mo- 
nopolies would be cut down to safe size, possibly by 
limiting the percentage of workers in any industry 
who are permitted to belong to a single labor 
organization. 

Also application of anti-monopoly laws would 
clean out local pockets of labor monopoly which 
block the way of industrial progress. As matters 
stand, the freedom of unions from control by the 
antitrust laws permits organized workers in one 
city to refuse to install equipment shipped in from 
another city, thus establishing private tariff walls. 
It also permits organized workers to refuse to install 
or work on materials made by other workers whose 
union affiliation, or lack of it, they do not like. 

If the anti-monopoly laws were applied to or- 
ganized labor, boycotts of this sort would be out- 
lawed. In the aggregate they now take a tremendous 
toll for no legitimate purpose. But primarily John 
L. Lewis and a handful of his fellow labor dictators 
might be cut down to a size that can be safely ac- 
commodated by the American democracy. If that 
is not done, the last great opportunity to give in- 
dustrial and political democracy a chance to work, 
in its last great stronghold, will be lost. From such 
a tragic turn of events no one would lose more than 
the American worker. 
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1937 1938 1939 
Retail Number Retail Number Retail Number 
Value Sold Value Sold Value Sold 
009, 136,09 1,210,191 $67,785,502 967,002 $57,027,822 |] 1,084,605 $62.89 
4, 248 ,005 421,121 5,798,439 295,610 4,368,534 312,035 340. 
8,940,000 2,876,811 13,866,225 2,500,000 12,000,000 3,227,038 15 358 
600 
2,591,200 428,09% 2,260,350 285,411 1,498,400 543,399 1, 
763, 950,032 3,733,625 x 3,687 , 450 1,130,351 3, 675, 
1,198, 
1,457,788 38,325 1,318,380 23,761 931, 430 1A, 
9,700 , 552 1,913,834 13,588,214 ,206 863 ,508 , 385 1,501,734 27 , 951 
85,760 86, 1,614, 188 58,432 1,181,495 84, 1, 1,681, 90 
107 ,00 
2,520,000 9,000,000 4,900,000 9,000,000 4,050,000} 10,000,000 4, 
13,120,000 183,000,000 16,012,500 | 175,000,000 15,500,000 | 181,000,000 15, 11,000 00 
ce ceneabeekce aastbageada E. 6060 0iehaee Feeseneeiae my 2 eee ene ee: Nee eee Se eee 195, é 
804,840 482,950 1,835,200 . 1,540,750 400,600 164% 
2,231,000 1,013,550 2,959,600 774,075 2,182,900 878,900 528 ,00 
1,089,000 512,000 1,228,000 600 1,024,000 432,200 1,088, 931.50 
7,860,291 178,858 12,520,060 110,540 8,865,308 127,093 8,700, 415,00 
14,894,934 4,157,050 16,086,565 3,505,400 13,747,150 4,993,278 17,957, 175.46 
10,337,054 1,867,300 10,774,375 1,653,690 9,525,250 2,339,858 11,48 5,171,00 
4,557 ,880 2,289,750 5,312,190 1,851,710 4,221,900 2,653,420 6,155, 2,597 ,00 
133,529,000 935,500,000 152,615,000 | 803,000,000 128,416,000 | 975,505,000 148,608 "wey 
24,930,000 181,100,000 26,567,000 | 175,000,000 23,975,000 | 190,209,000 25,1088 1,115,473, 0¢ 
50,958 , 000 237,100'000 59,405,000 | 237,000,000 55,221,000 | 255,397,000 59,7638 221,733, 0( 
22,274,000 $'500'000 24,153,000 | 75,000,000 19,200,000 | 88,081,000 22,637§ 272,897, 
35,367 ,000 428'800;000  42,490/000 | 316,000,000 30,020,000 | 441,818,000 41,100% 99,333, 0 
8,449,000 +e ++* ++ ,000 «= 7,000 39 521,510, 0 
57,131,250 218,874 71,647,462 201,858 61,813,814 247,655 69,284, 460 , 0 
jpn tedeass 193,057 56,565,701 176,340 47,788,140 211,532 50,767, 302,8: 
eadintaoadie 14,431 8,557,583 14,226 7,881,204 19,215 9,74; 249, 0 
cee 11,386. 6,524,178 11,292 6,244,470 16,908 _8,7%5, 
15,850,800 450,000 33,705,000 305,000 21,075,500 000 21,420, 27,6 
330,000 ,000 8,065,000 450,000, 7,100,000 250,000,000 | 10,538,000 355,00, 390,0 
27,305,000 5,000 54,270,000 275,000 39,875,000 5,000 49,245, nie 
253,648 ,000 2,310,000 395,010,000 1,254,000 215,688,000 1,900,000 321, 100, : 
1,500,000 250,000 5,045,000 225, 4,990 , 500 235,000 5,458  2,600,0 
PORES 2 10,000 4,600,000 10,125 4,152,250 20,000 5,20, 260, 
1,760,000 938,300 3,180,875 766,500 2,590,800 718,839 2,95, 23, 
cite 1-7 1,580,000 25,280,000 1,300,000 19,500,000 1,200,000 18,00, =. 
12,337,800 433 , 000 93,519 28,429,776 89,690 20,279,170 94,551 26,663, aa 
17593600 138,400 5,002} 2,876,150 4,328} 2,293,840 4,975} 2,564 *y 
9,788,000 459 , 397 2,222,970° 12,650,000 1,996,200° 10,955,475 2,166,375 14,861, ‘ 
susewestes 753,597 650, 8,539, 120 583, 7,338,550 847,610 11,366, 2,272,1 
ondnchan eit 705 , 800 1,563,070 4,110,880 1,412,850 3,616,925 1,318,765 4 960, 
3,684,000 374,000 940,375 4,795,900 851,320 4,375,800 704,763 3, — 
79,931,748 100 , 947 ,753 1,465,405 105,860,857 1,031,353 74,401,805 1,329,377 91,38 , 
16,669, 178 18,211,945 176,614 17,007,928 106,261 9,734,570 103,879 9,164 454, 
5,390,000 7,609,680 115,000 9,500,000 99,650 9,137,905 102,270 9,00 7, 
ee* *** 182,000 *+% 175,000 +** 211,145 a: 
ENE PT RSL TPE D SEI DET — 
te — 
These figures are compiled by Electrical Merchandising from sales records of associations and 
manufacturers and from estimates made by association executives and leading manufacturers. 
Oil burner figures courtesy Fueloil & Oil Heat. Copyright Electrical Merchandising 1947. 
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1940 1941 1942 1945 1946 
Retail Number Retail Number Retail Number Retail Number Retail 
Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
Pe. te MM heen eee EARISERODES EE KMAbUedScee “GhRGERee ad Rear nas bes amaranses 200,000 $8,000,000 | BLANKETS 
i Me caccaelaclialcay) RO MASE RES RE. Kb aSinRa iain ~ OR PAeE SRM ARC RNIN aKieck=ecinaher 800 ,000 9,800,000 | BROILERS 
CLEANERS, VACUUM: 
1,340,590 $73,155,645 1,670,129 $93,600,906 579,567 $35,204,904 258 000 | eee 2,168,500 147,032,700 Floor Type** 
5,347 ,994 83,381 5,726,377 85,167 1,369 ,932 ° 75,100 1,412 ,000 Hand Type 
17 ,600 ,000 5,400,000 27,000,000 2,000,000 10,000,000 1,600,000 8,000 ,000 6,500,000 40,950,000 | CLOCKS 
COFFEE MAKERS 
675,000 2,058 ,750 614,250 1,873,450 150 ,000 457 ,500 inn = —_ — Metal 
1,198,000 3,941,400 1,327 ,000 4,909,900 1,010 ,000 3,737 ,000 227 ,400 oe 5,000,000 43,150,000 — 
' 27 ,950 876, 200 30,590 902 , 400 23 ,450 736 ,300 — oe “ ose Ceiling 
' 1,681,900 10,663,250 1,984,650 14,587,200 1,887,000 14,847,070 — “oe 1,239,450* 13,680,000* Desk and Bracket 
107 ,000 1,923,850 16,800 ,044, 140, 2,527 ,000 — ee 03,080* 2,877 ,000* Other Vent. up to 16 in. 
, FLASHLIGHTS: 
’ 11,000 , 000 4,950,000 15 ,000 ,000 7,500 ,000 22,000,000 11,000,000 si 2 see +ee Cases 
+ 195,000,000 17,000,000 | 300,000,000 26,000,000 | 350,000,000 31,500,000 | 300,000,000 27,000,000 | 350,000,000 31,500,000 Battery Cells 
de VR ec Teer re Uren rye emer cor ee 87,300 29,332,800 | FREEZERS, HOME 
528 ,000 1,974,750 564,000 2,312,400 84,000 344,400 390 ,000 — 2,000,000 25,000,000 | HEATERS, RADIATORS 
931,500 2,775 ,870 1,117,800 3,632,850 692 ,400 2,942 ,700 730 ,000 oe 2,900,000 17,400,000 | HEATING PADS 
’ 415,000 1,033 ,350 47 ,800 1,429,750 200 ,000 530 ,000 68 ,600 psi 2,000,000 11,560,000 | HOT PLATES, GRILLS 
’ 175,466 10,219,140 259,668 14,489,056 66 ,090 4,850 ,836 30,000 — 175,000 13,146,000 | IRONING MACHINES 
, 5,171,000 18,853,500 5,585,000 21,099,750 1,145,000 4,973,250 1,686 ,800 ania 9,600,000 82,959,000 | IRONS, Total 
rl 2,597,000 12,959,000 2,900,000 14,790,000 830 ,000 4,233,000 1,604,500 oe 7,000,000 67,645,000 Automatic 
2,574,000 5,894,500 2,685,000 6,309,750 315,000 740 ,250 82,300 “— 2,600,000 15,314,000 Non-Automatic 
, 608, LAMPS, INCANDESCENT: 
, 1,115,473,000 176,511,000 |1 332,135,000 233,959,000 |1,186,200,000 255,350,000 }1,171,377,000 222,249,510 }1,211,682,000 206,535,000 Total—All Types 
78, 221,733,000 33,034,000 Residential 
637% 272,897,000 61,511,000 |? 726,603,000 169,880,000 |2 793,000,000 194,000,000 | 794,402,000 178,721,900 | 775,000,000 162,381,000 Commercial 
rl 99,333,000 32,021,000 Industrial 
000% 521,510,000 49,945,000 | 595,532,000 64,079,000 | 393,200,000 61,350,000 | 376,975,000 43,527,610 | 436,682,000 44,154,000 Miniature 
24, 460,000 10,120,000 510,000 11,220,000 306 ,000 6,732 ,000 — — 1,500,000 47,265,000 | MIXERS 
767, 302,868 85,491,800 321,564 107,061,950 99,514 29,871,600 135,785 GRRE ki dceesinas OIL BURNERS, Total 
74, 249,072 58,033,800 237,779 59,444,750 71,658 16,552,700 112,294 et) casemate. eke e aie ee Conversion , 
26,614 12,951,200 32,734 17,905,500 9,313 5,289,800 13,579 ND a ea gine Boiler Burner Units 
75, Direct Fired Air Cond. 
40, 27,632 14,506,800 51,051 29,711,700 18 ,543 8,029,100 i, en oe eer er Units 
Pert 390,000 25,603,500 446,000 31,197,700 see +e eee nist 854,700 66,709,350 | OIL SPACE HEATERS 
245, 11,531,000 347,841,000 13,700,000 415,795,000 4,307,000 205,940,000 250 ,000 icicle 14,031,000 701,550,000 | RADIO RECEIVERS 
450,000 62,775,000 728,000 103,376,000 225 ,000 see 74,000 sald ; 101,184,000 | RANGES 
am REFRIGERATORS: 
2/9, 2,600,000 395,200,000 3,500,000 542,500,000 520,000 $00 263 ,860 wr 2,100,000 434,700,000 Household 
200, 260,000 6,084,000 290,000 7,366,000 125,000 2,862,500 : 7 150 ,000 ,500, ROASTERS 
975, 23,000 5,175,000 30,750 KK ee eK **% *** eee ROOM COOLERS 
000, 805,000 3,372,950 869, 400 3,703 ,650 190 ,000 809 , 400 1,400 — 1,600,000 23,269,000 | SANDWICH TOASTERS 
663 900,000 11,700,000 1,100,000 15,950,000 780,000 12,402,000 oes on 2,115,000 35,955,000 panda y DRY 
567 | 144,758 rer 182 ,956 — 79 ,062 aed 119,079 oP 168 ,000 oo ao 
5,24 *4 #ke RE tae pt. House 
ap fe 5,860 4,441 7,557 } 5,200 } en 
re 272,000 15,000,950 2,640,840 17,945,700 eee see oe8 eee 3,500,000 41,489,000 | TOASTERS, Total 
580, 1 960,000 11,616,000 1,237,000 14,225,500 ose oes oes oer 1,400,000 26,138,000 Automatic 
haat »312,000 3,384,950 1,403 ,840 3,720,200 310,000 $21,500 25,600 — 2,100,000 15,351,000 Non-Automatic 
454 740,000 3,700,000 777 ,000 4,195,800 175 ,000 953 ,750 45 ,800 oar 2,000,000 22,260,000 | WAFFLE IRONS 
164! 1,454 WASHING MACHINES: 
ou 454,831 104,485,962 1,892,435 148,556,150 448,501 40,728,375 251.100 Pr 2,000,000 224,340,000 Electric 
oy 97,835 8,670,137 22,000 10,773,820 32,898 3,041,420 . 70 ,000 ,853 ,300 Gas Engine 
125,000 10,125,000 205,000 17,015,000 88 ,000 oes 95,000 _— - 488,000 58,560,000 | WATER ATERS, Storage 
= 258,494 _ 347 ,055 eee 239,072 eee 390,130 “— 560,000 eee WATER SYSTEMS 
ee 
7 SOS ATA 
***Figures insufficient for estimate. *9 Mos. 1946 Fan Figures from Census Bureau. **Vacuum Cleaner figures, floor type, include new and mfrs.’ 
reconditioned models. Stoker figures estimated by Committee of Ten — Coal and Heating Industries. Radio figures include exports. 1945 figures 
are based on information from manufacturers given to Electrical Merchandising. They are in each case a minimum figure, since reports were not 
received from all producers in any classification. 1946 Figures on Automatic Irons include Steam Irons; 1945 and 1946 figures on Minature Lamps 
















include Flourescent Christmas Tree lamps. 
€rmission to reprint, quote or use is granted provided credit is given ‘* Electrical Merchandising.” 
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Average 


Unit Sales 
Appliance Ge . 
Refrigerators........ 108 
; Ranges..... - 28 
Water Heaters. 14 
Home Freezers... 11 
Washers, Electric 85 
lroners 15 
Vacuum Cleaners 64 





TWO ESTIMATES 1947 BUSINESS 


Utility Forecast, 1947 Sales 


Estimated 1947 


Unit Sales Industry Production 
3,349,620 3,000,000-—4,200,000 
868,420 825,000-1 500,000 
434,210 600,000 
341,165 700,000 
2,636,275 2,500,000-4,000,000 
465,225 200,000-575,000 
1,984,960 2,400,000-3,500,000 


(Projected to 
31,015,000 
Customers) Manufacturers 


1947 Estimates of 








HE table appearing above rep- 
resents two aspects of business 
forecast, both of them conservative. 
The utility forecast is so ultra conser- 
vative as to indicate a minimum 
market picture, allowing for a vast 
increase due in part to the accumula- 
ted market demand, and in even greater 
part to the sales energy which the 
appliance industry has been able to 
turn loose in past years and which it 
can undoubtedly bring to bear in the 
years to come. It is very interesting 


to turn back to a year ago and com- 
pare the utility forecast on the same 
basis as above for the year 1946 with 
the actual production, as follows: 
Utility Actual 
orecast Production 
1946 (Units) 1946 (Units) 
Refrigerators ... 2,833,855 2,100,000 
EE a wawew ae a 759,590 544,000 
Water Heaters .. 321,365 488,000 
Home Freezers . 379,795 87,300 
Washers, Electric 2,395,630 2,000,000 
Pe vicvwedan 409,010 175,000 
Vacuum Cleaners 1,928,190 2,168,000 
[t is especially interesting to com- 
pare refrigerators, water ,heaters, 


washers and vacuum cleaners, where 
the 1946 production actually went be- 
yond the utility forecast or came within 
some reasonable striking distance. We 
now see that even with this total 


production for the year, and especially 
with the high rates of production of 
these items that have been the rule 
in the final months of 1946, there is 
little or no visible supply of these 
products in the market. Although for 
several months past we have had a 
high production, stores are still bare 
and waiting lists are still heavy. At 
some time in the year 1947, it is well 
to bear in mind, there will likely be 
a shift from the present sellers’ to the 
future buyers’ market. Major appli- 
ances are now being bought in largest 
proportion by new owners, that is, 
people who have not used or owned 
these appliances in the past. The 
replacement market which has been 
so important a factor in the past, even 
a dominating element with some ap- 
pliances, is bound to reassert itself, 
and the true proportion of our ac- 
cumulated demand will not be apparent 
until this replacement demand begins 
to tell. 

The replacement demand will not 
only arise naturally but will also be 
stimulated and encouraged by dealers’ 
activity in building this market. Dealers 
will, of necessity, turn to the estab- 
lishment of fair trade-in allowances 
and the rebuilding and reselling of 

(Continued on page 266) 











Vacuum Cleaners —— 


In 1946 approximately 2,168,500 electric vacuum cleaners, 


floor type, were made. 


115 ELECTRIC UTILITIES now, December 1946, estimate a 
1947 market for 1,984,960 vacuum cleaners. 


MANUFACTURERS estimate 1947 industry production at 
from 2,400,000 to 3,500;000 vacuum cleaners. 


O NE of the first major appliances 

to come into production in any 
quantity has been the vacuum cleaner. 
This is proper in light of the historic 
position of this product, which was the 
first major appliance to achieve wide 
acceptance and popularity, a position 
it has never lost. This is one of the 
highest saturated of appliances, especi- 
ally in the urban markets. The rate 
of replacement is high, so high that 
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the needed replacements alone can 
easily absorb the present rate of pro- 
duction. Because of this high replace- 
mate rate, vacuum cleaner selling and 
consumer buying will most probably 
continue to follow the established pre- 
war pattern. House-to-house men, 
home demonstrations, and the trade-in 
will continue as dominant factors in 
marketing. The regional surveys sec- 
tion of this issue has additional data. 


Review 





Electric Refrigerators 





itl 





In 1946 approximately 2,100,000 electric refrigerators were 


made. 


137 ELECTRIC UTILITIES now, December 1946, estimate a 
1947 market for 3,349,620 electric refrigerators. 


ELECTRIC REFRIGERATOR MANUFACTURERS estimate 
1947 industry production at from 3,000,000 to 4,200,000 


electric refrigerators. 


HE accumulated demand for elec- 

tric refrigerators will continue to 
play a great part in the marketing of 
this product. Conservative estimates 
would indicate such an accumulated 
demand at nearly 8,000,000 units at the 
time production was resumed, and this 
accumulation of demand will continue 
to rise even though production is ris- 
ing. Electric refrigerators are also 
closely related to the housing market, 
and as homes are built this market will 
play an increasing part. 

The most striking development since 
production was resumed is the increase 
in capacity of the dominant models. In 
1941, a record year, the size 6-to-6.99 
cu. ft. represented 74.2% of the total, 
and the size 7-to-7.99 cu. ft. only 9.6%. 
In the first ten months of 1946 this pro- 
portion was dramatically reversed. In 
the 6 cu. ft. size the proportion to 


Electric Ranges and Water Heaters 


total was only 7.1%, whereas the 7 
cu. ft. size represented 82.7% of the 
total. 

This change in capacity and greater 
value provided must be borne in mind 
when comparing the average price 
of all refrigerators for 1941 and 
1946. In 1941 the average price per 
refrigerator was $155. In 1946 it was 
$206. Therefore, in spite of the pres- 
sure of increased costs, manufac- 
turers held price increases to within a 
reasonable measure of the greater capa- 
city and value offered. This public de- 
mand for larger refrigerators has been 
a characteristic of the industry for 
many years, and will in our opinion 
continue. As manufacturing capacity 
increases, we will see even larger 
sizes than are at present available be- 
coming more and more commonly made 
and sold. 











In 1946 approximately 544,000 electric ranges and 488,000 
electric water heaters were made. 


140 ELECTRIC UTILITIES now, December 1946, estimate a 
1947 market for 868,420 electric ranges, while 139 utilities 
estimate the 1947 market at 434,210 electric water heaters. 


MANUFACTURERS estimate 1947 industry production at 
from 825,000 to 1,500,000 electric ranges, and at approxi- 
mately 600,000 electric water heaters. 


HE electric range and water 

heater enter the post-war period 
with the most favorable market pros- 
pects in the long history of these prod- 
ucts. Just approaching an adequate 
public acceptance as late as 1941, there 
should be years of increasing volume 
ahead. Particularly striking is the 
suddenly increased demand for electric 
water heaters. For many years the 
electric water heater lagged far behind 
the range in sales. Figures for 1946 
and forecasts for 1947 indicate that 
this gap is closing rapidly. During the 
war years restrictions placed an unfair 
competitive position on electric ranges 
and water heaters as compared with 
gas appliances. This fact alone had 
much to do with the rapid improve- 
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ment in the position of LP gas during 
the war years. LP is a formidable com- 
petitor, but with ‘electric ranges and 
water heaters coming into anything 
like adequate production, the merits of 
these products can be again forcefully 
presented to the public. We will have 
the ranges and water heaters to install 
when they are sold, and the increase 
in saturation is the one best builder 
in the extension of public demand. 
This is another product where the in- 
fluence of the building market, both 
new homes and remodeled homes, will 
be very great. The utilities especially 
are keenly alive to the importance of 
the new building market, and we may 
expect years of high level sales in this 
field. 
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Radio 





In 1946 approximately 14,301,000 radio sets were made. 


ADIO receivers show a good over- 

all production figure for 1946, 
but one that is badly out of bal- 
ance. Table models were produced in 
quantities and are now in ample supply 
in dealers’ stores. The industry was 
slow, however, in coming into produc- 
tion with console and combination 
types. This unbalance will be rapidly 
corrected, and production will more 
and more be in line with the market 
for the better and larger receiving 
sets. Due to the ease with which con- 
ventional radios may be sold, FM 
types, of which so much is expected, 
still lag. There are exciting things in 
prospect in the radio field for 1947 
and future. FM may resume its right- 
ful importance and tend to even more 


rapidly obsolete millions of present 
units. Television, a new industry of 
enormous promise, is making its first 
marketing steps in limited areas. This 
tremendous development, holding out 
so much promise to the appliance dis- 
tributing trade, is still going forward 
with what now seems discouraging 
slowness but has behind it the enor- 
mous faith and great resources of a vast 
segment of the business world, Adver- 
tisers are eager to use this new and 
promising medium. Manufacturers 
have spent great sums in promoting 
broadcast and reception equipment. 
Distributors and dealers are eagerly 
waiting for what they feel sure is one 
of their truly great opportunities. 
Their inventories are badly balanced. 











Washers and Ironers 


In 1946 approximately 2,000,000 electric and 70,000 gas 
engine washing machines, and 175,000 ironing machines, 


were made. 


126 ELECTRIC UTILITIES now, December 1946, estimate a 
1947 market for 2,636,275 electric washing machines, while 
118 utilities forecast a 1947 market for 465,225 ironing 


machines. 


MANUFACTURERS estimate 1947 industry production at 
from 2,500,000 to 4,000,000 electric washing machines, and 
at from 200,000 to 575,000 ironing machines. 


ASHER and ironer production 

for 1946 would have been high 
for any pre-war year, and yet these 
products have moved so rapidly into 
consumers’ hands that there is practic- 
ally no visible supply, and the ac- 
cumulated demand is still enormous. 
With washers, as with other major 
appliances, sales have been predomin- 
antly to new users, the great replace- 
ment market being yet largely uncul- 
tivated. In light of these facts the 
manufacturers’ estimates of 1947 prod- 
uction are moderate in relation to the 
market. However, it is not safe for 
any dealer to depend entirely on ac- 
cumulated demand. Constructive and 
active selling becomes increasingly im- 
portant especially as we note the shift 
that has taken place in production from 
the lower priced models into the higher 
Priced goods offering special values 
and special features. This striking 
shift is indicated in the comparison of 
1941 production by price classifications. 
In that year 17.3% of the total was 
in the classification $100-and-over. For 
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the first nine months of 1946, 38.9% 
was in that classification. 23.7% of 
the total for 1946, and for which no 
1941 comparable figures are available, 
are represented by the full and semi 
automatic washers, including spinner 
washers, leaving 15.2% of the total 
in the higher value wringer models. 
The price average for 1941 was 
$78.50; the price average for the first 
nine months of 1946 $112.17. Here 
again we see the same price situation 
as noted with refrigerators—that while 
there is an increase in average price, 
we must bear in mind and bear tes- 
timony to the public, that this price 
increase is not any arbitrary raise. 
It is not even wholly sufficient to cover 
the actual increases in cost involved, 
but is reflected in increased value; 
especially in those washers embodying 
improved features and greater service. 
Dollar for dollar the public has no 
better investment for its money. 
Although the increase in farm elec- 
trification provides power in many 
places where formerly the gas engine 


1, 1947 





washer was the only one that could 
be used, there is and will continue to 
be a moderate but excellent market 
beyond the power lines for this prod- 
uct. 

Ironers came into production more 
slowly than washing machines. In 
1947, according to the manufacturers’ 
own estimates, we may expect to see 








a rise not only in the total ironing 
machines produced but in the percent- 
age of ironers to washers. While we 
will probably never see ironers reach 
the washer total, this valuable appli- 
ance is making regular progress and 
should be given its appropriate prom- 
inence in all promotion programs on 
home laundry. 











Heating Appliances 


NYONE comparing the high totals 

of production reported for 1946 
on heating appliances—coffee makers, 
irons, heaters, toasters, and all the 
rest— may be inclined to regard 
these increases with skepticism. In 
this connection we want to point out 
one of the dominant market conditions ; 
the very large number of family units 
living under limitations of space and 
housing who are shut out from pur- 
chasing refrigerators, washers, and 
ranges but who need and are buying 
the small wall-outlet devices. 

A study made a few months ago 
for the Federal Reserve System showed 
46,000,000 such purchasing units of 
two or more people living as a family, 
as compared with only 37,000,000 oc- 
cupied dwelling units in the United 
States. We have here a perfectly 
phenomenal situation, absolutely un- 
known before, of 9,000,000 family 
groups with money to buy what they 


need but who have not regular homes; 
who are living in rooming houses, with 
relatives, in trailers, or other restricted 
circumstances. Electricity, however, is 
available to a large number of these 
people, and we can see from the 1946 
figures reported, they are buying in 
great quantities irons, coffee makers, 
toasters, and hotplates—as is perfectly 
natural. 

What this vast number will do when 
any sizable proportion of them have 
homes of their own will tremendously 
influence the market for refrigerators, 
washers, ironers, ranges, and other 
major appliances. It will not of course 
reduce their need and others need and 
demand for the smaller products. 

With heating appliances, as with 
other products, we are entering into 
a greatly expanded and expanding 
market, and it is on heating appliances 
that this group has already shown its 
influence. 








Newer Appliances 





Sewing Machines 


An estimate made during the war 
that for sewing machines there was an 
accumulated demand of some 3,500,000 
units still stands. 1946 production of 
this product for the nine months shows 
a total of 264,831 domestic sewing 
machines. From this some deduction 
must be made for export. We quote 
it only as an indication of how trifling 
this production is in relation to the 
market. Appliance men have had 
enough of a taste of sewing machine 
business to be eager for more, and 
adequate comment even on this market 
cannot be made for at least another 
year. 


Dishwashers 


From all indications the dishwasher 
is going to come rapidly into its own. 
Tied very closely into the building 
market, both new dwellings and re- 
modeling, we should see a continuous 
increase in the acceptance and sale 
of this product. 
so far of how large this volume may 
be is reported by the Hotpoint priority 


kitchen program offered to’ veterans- 


(ELEcTRICAL MERCHANDISING, No- 
vember 1946). The results of this test 
of 1,000 customers indicated that nearly 
one-third of these new home owners 
wanted an electric dishwasher, a result 


The one indication ~ 


which astounded even those undiscour- 
aged men who for years have preached 
dishwasher gospel. Dishwasher produc- 
tion is much hampered by the steel 
shortage which has so restricted other 
major appliance production. Further, 
dishwasher production capacity was 
never high, and it may be that some 
time must elapse before even the sam- 
pling of dishwashers can be completed. 
But there is today, as never before, 
a recognition on the part of the public 
of the value of the dishwasher. There 
is an earnest desire to own them that 
forecasts definitely a large market. It 
is fortunate that the market has been 
built by the few producers on so sound 
a basis: the sound basis of performance 
and high customer satisfaction. 


Blankets 


The production of 200,000 blankets 
in 1946 is a mere sampling of the 
market. This is a product that is 
headed for a very great market in- 
deed. The price is by no means out 
of line with the value received. It is 
truly a market that is promoted and 
multiplied by the man or woman who 
owns one. 


Dryers 


Dryer production has hardly reached 
the sampling stage at this writing. This 
(Continued on page 266) 
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r Residential & Rural 
Mtectstec Custemness Washer Shipments Ironer Shipments 
% of First 9 Months % of First 9 Months % of 
Jan. 1, 1947 | y. §° Total 1946 U. S. Total 1946 U. S. Total 

NR ec akaceees ua seearaars 229,511 .74 8,737 69 353 .44 
New Hampshire............... 151,974 .49 4,592 36 168 21 
I cc cciceveeeuseerera 96,146 31 3,162 .25 138 mf 
Massachusetts shea euandahw ace ere Cusine 1,231,296 3.97 40,378 3.20 1,789 2.22 
Rhode Island. ....... 2.2.0... 00.00 cece ceceee 207 , 800 .67 6,387 51 401 .49 
CD. iccnesceevecesudecetatersenes 505 , 545 1.63 16,813 1.33 419 .52 
NEW ENGLAND............cccccccccccccess 2,422,272 7.81 80,069 6.34 3,268 4.05 
New York _ 3,718,698 11.99 107,615 8.53 6,471 8.02 
New Jersey............. 5 dtd de dusk dp ealb en 1,209,585 3.90 32,407 2.57 1,846 2.29 
Pennsylvania........... 2,394,358 7.72 111,004 8.79 7,145 8.85 
MIDDLE ATLANTIC.............. 7,322,641 23.61 251,026 19.89 15,462 19.16 
NR. isc ocisewwenadees 1,913,626 6.17 96,489 7.64 9,261 11.47 
Indiana 924,247 2.98 42,049 3.33 4,360 5.40 
Illinois. . . 2,062,497 6.65 99,901 7.92 11, 233 13.92 
Michigan 1,501,126 4.84 64,814 5.14 5,672 7.03 
Wisconsin 812,593 2.62 40,760 3.23 3,197 3.%6 
EAST NORTH CENTRAL 7,214,089 23.26 344,013 27.26 33,723 41.78 
Minnesota. . 642,010 2.07 33,690 2.67 1,905 2.36 
lowa 586,183 1.89 32,300 2.56 1,360 1.69 
Missouri 806,390 2.60 46 , 969 3.73 2,204 2.73 
North Dakota 86,459 .28 6,503 .52 291 .36 
South Dakota 87,225 .28 7,077 .56 294 . 36 
Nebraska 263,628 85 15,693 1.25 709 .88 
STOTT TT eee 400 ,094 1.29 16,960 1.34 794 98 
WEST NORTH CENTRAL. 2,871,989 9.26 159,192 12.62 7,557 9.36 
Delaware : 68 , 233 .22 2,653 .21 82 .10 
Maryland........ 607 ,894 1.% ) 14,551 1.15 656 81 
District of Columbia f 10,631 84 563 70 
Virginia 496, 240 1.60 18,411 1.46 601 .75 
West Virginia 328,759 1.06 16,042 1.27 1,002 1.24 
North Carolina 536,559 1.73 15,649 1.24 679 . 84 
South Carolina.... 257,425 .83 5,206 41 245 31 
Georgia 459,022 1.48 15,504 1.23 340 42 
Florida. .............00 000 e. 452,819 1.46 14,605 1.16 459 .56 
SOUTH ATLANTIC... 3,206,951 10.34 113,252 8.97 4,627 5.73 
Kentucky................... 434,210 1.40 17,450 1.38 626 .78 
Tennessee. 471,428 1.52 23,000 1.82 1,223 1.51 
Alabama 5244 awetkkseanandsa er 400 093 1.29 9,950 79 457 .57 
Mississippi.................. 229,511 74 5,939 47 148 18 
EAST SOUTH CENTRAL......... 1,535,242 4.95 56,339 4.46 2,454 3.04 
Arkansas 235,714 .76 7,924 .63 455 .56 
Louisiana 381,484 1.23 14,668 1.16 666 .82 
Oklahoma 384,586 1.24 16,505 1.31 747 .93 
Texas 1,218,890 3.93 43,823 3.47 1,865 2.31 
WEST SOUTH CENTRAL 2,220,674 7.16 82,920 6.57 3,733 4.62 
Montana... 111,654 .36 5,588 .44 203 .25 
Idaho..... 130, 263 .42 3,772 .29 79 .10 
Wyoming 49,624 .16 1,802 .14 57 .07 
Colorado 263 , 628 .85 12,696 1.01 589 .73 
New Mexico 77,538 .25 2,770 .22 147 18 
Arizona 114,755 .37 4,477 . 36 240 30 
Utah... 148 ,872 .48 7,529 .60 446 55 
Nevada. . 31,015 .10 1,647 .13 48 .06 
MOUNTAIN ............ 927 , 349 2.99 40,281 3.19 1,809 2.24 
NN kk cnchednenendnewsesxs 558,270 1.80 23,182 1.84 1,237 1.53 
EE wg hs wh pda wena Rabe iawed ae bame en 331,860 1.07 14,617 1.16 664 82 
I a. <a: sare i wis as desde to Desa oh do Side Wt eee Ue weno’ 2,403,663 7.75 97,188 7.70 6,186 7.67 
| Ee eS eee ee! 3,293,793 10.62 134, 987 10.70 8,087 10.02 

UNITED STATES. Seererereeeee rere Teese were? 31,015,000 100%, 1,262,069 100% $0,720 100%. 
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Manufacturers’ Shipments by States for 


























































































































































































































° . 9 and 8 Months 1946 Compared in Percent- 
| V 1 d e d age to Total, and Per Cent of Primary 
e ao o - 
Market Division by Electrical Customers. 
—— 
Refrigerator Shipments* Range Shipments* Water Heater Shipments* 
First 8 Months % of First 8 Months % of First 8 Months % of 
1946 U. Ss. Total 1946 U. S. Total 1946 U. S. Total 
4,786 51 1,359 71 597 .52 
3,104 .33 714 .37 300 .26 New Hampshire 
1,880 .20 627 .33 458 .40 
30,295 3.20 4,088 2.13 605 .52 Massachusetts 
7,889 .83 1,202 .63 211 18 
16,963 1.79 3,100 1.61 1,134 .98 
64,917 6.86 11,090 5.78 3,305 2.86 NEW ENGLAND 
107,079 11.32 9,342 4.87 3,850 3.33 
35,370 3.74 2,950 1.54 2,446 2.11 
78,496 8.29 12,795 6.66 8, 937 7.72 
220, 945 23.35 25,087 13.07 15,233 13.16 MIDDLE ATLANTIC 
69, 061 7.30 15,010 .82 5,153 4.45 
25,887 2.74 7,005 3.65 3,927 3.39 
63,803 6.74 9,928 §.17 3,160 2.73 
45,920 4.85 14,307 7.45 3,651 3.16 
20,171 2.13 4,930 2.57 4,309 3.72 
224,842 23.76 51,180 26.66 20,200 17.45 EAST NORTH CENTRAL 
19,195 2.03 5,768 3.00 4,183 3.61 
16,444 1.74 4,407 2.30 4,638 4.01 
31,604 3.34 6,436 3.35 2,861 2.47 
2,888 31 979 51 254 .22 North Dakota 
3,262 .34 799 .42 334 29 South Dakota. 
8,622 91 2,125 1.11 1,565 1.35 
8,636 91 1,888 -98 473 41 
90,651 9.58 22,402 11.67 14,308 12.36 WEST NORTH CENTRAL 
1,927 .20 377 .20 238 oan 
14,429 1.53 2,230 1.16 794 .69 ry 
12,094 1.28 1,844 -96 1,126 .97 District of Columbia 
13,533 1.43 3,861 2.01 2,205 1.90 
12,203 1.29 2,516 1.31 814 .70 West Virginia 
16,505 1.74 5,003 2.60 3,109 2.69 North Carolina 
7,339 .78 2,181 1.14 1,645 1.42 South Carolina 
14,180 1.50 4,106 2.14 3,950 3.41 
14,122 1.49 5,619 2.93 5,962 5.15 
106,332 11.24 27,737 14.45 19,843 17.14 SOUTH ATLANTIC 
12,268 1.30 2, 284 1.19 1,074 « .93 
| 16,796 1.77 6,769 3.53 6,365 5.50 
9,714 1.03 3,218 1.68 3,700 3.20 
{i 5,926 -63 1,447 49 938 .81 
5 44,704 4.73 13,718 7.15 12,077 10.44 EAST SOUTH CENTRAL 
t 7,093 40 928 .48 326 .28 
10,537 1.12 868 .45 437 .38 
" 9,117 -96 884 46 179 15 
i 39, 256 4.15 4,599 2.40 2,425 ° 2.10 
' —_— —e euvammmain 
66, 003 6.98 7,279 3.79 3,367 2.91 WEST SOUTH CENTRAL 
7 3,194 .34 1,157 .60 1,372 1.19 
3,652 .39 2,085 1.09 1,398 1.21 
1,356 .14 380 .20 313 i 
| 9,096 .96 1,681 .87 2,192 1.89 
2,018 21 319 .16 82 .07 
3,443 .36 533 .28 584 .50 
5,201 55 2,394 1.25 1,645 1.42 
1,558 Ry 557 .29 635 .55 
29,518 3.12 9,106 4.74 8,221 7.10 
: 18,099 1.91 9,052 4.72 6,976 6.03 
12,665 1.34 6,103 3.18 4,410 3.81 
67,495 7.13 9,199 4.79 7,799 6.74 
98 , 259 10.38 24,354 12.69 19,185 16.58 
946,171 100% 191,953 100% 115,739 100% UNITED STATES 
; Prepared by Market Analysis Department of ELECTRICAL MERCHANDISING, on Basis of Figures Compiled by the Edison Electric Institute, the American | Washer & lroner 
Manufacturers’ Assn., and the National Electrical Manufacturers’ Assn. *On refrigerators, ranges and water heaters, the figures represent only those er by 
states to NEMA. 
ELECTRICAL MERCHANDISING—JANUARY le 094? 











PAGE 41 


_Present Use and 1947 Market Base 





Domestic Electric Customers 





DOMESTIC AND FARM ELECTRIC CUSTOMERS, JAN. 1, 1947 
































Residoceial & Urban Rural Non-Farm Farm Electric 
STATE Rural Electric Electric Electric Customers 
Customers Customers Customers Jan. 1, 1947 
Jan. 1, 1947 Jan. 1, 1947 Jan. 1, 1947 

Maine...... 229,511 100 , 759 103 , 496 25,256 
New Hampshire 151,974 83,149 52,097 16,728 
Vermont.. 96 , 146 35,721 39 , 433 20 , 992 
Massachusetts 1,231,296 1,069 ,642 126 , 558 35 ,096 
Rhode Island. . 207 , 800 186,031 18,489 3,280 
Connecticut..... 505 , 545 335,214 149 , 399 20,992 
NEW ENGLAND 2,422,272 1,810,516 489 ,412 122 ,344 
me  , S 3,718,698 3,114,750 470,780 133 , 168 
New Jersey iabthGe2% the Sevneeeaeeeunteaxaweeeanaw 1,209,585 966,817 215,544 27,224 
Pennsylvania.................. 2,394,358 1,714,275 544,619 135 ,464 
MIDDLE ATLANTIC... 7,322,641 5,795 , 842 1,230,943 295 , 856 
SS cnasuowewtweedaeeeeheareedeecaesreuteeadaeava 1,913,626 1,370,615 332,435 210 ,576 
Ec ccccccccsescccccevesvancesenetesveceeves 924,247 566, 104 202,015 156,128 
a bine 5.09 4 4aS eee OS 444 60404 bkeeEa EW Dee Ota Re 2,062,497 1,639,720 283,705 139 ,072 
Michigan.... 2.0... ccc ee cece eee neeuee 1,501,126 1,019,369 307 , 589 174, 168 
Wisconsin................ 812,593 488 , 881 179,720 143 ,992 
EAST NORTH CENTRAL. 7,214,089 5,084,689 1,305,464 823 , 936 
Minnesota........ 642,010 397 ,795 133 ,023 111,192 
lowa........ 586,183 284,350 138, 161 163 ,672 
Missouri. .... 0... 06 ce ee cee e eee e ee ueees 806,390 551,481 156,181 98 ,728 
North Dakota............. 0... cc ccc ce eee cece eee eeneeens 86,459 36,222 42,693 7,544 
South Dakota..... 87,225 39, 296 38 ,089 9,840 
Nebraska... 2... cc cece eee e neues 263 , 628 141 ,493 78,183 43,952 
ask p a ctdeecneneyeeesans 400 ,094 228 , 308 117 , 666 54,120 
WEST NORTH CENTRAL... 2,871,989 1,678 , 945 703 ,996 489 ,048 
Delaware........... 68 , 233 38 , 898 22,119 7,216 

Maryland.......... ) \ 
District of Columbia 607,894 J 461, 041 J 115, 693 J 31, 160 
Virginia . wate 496 ,240 275,441 144,375 76,424 
West Virginia 328 , 759 137,681 153,030 38,048 
North Carolina... 536 , 559 232,394 170 ,997 133, 168 
South Carolina... 257 ,425 99 ,938 87,951 69 , 536 
Georgia................ 459 022 244,638 114,016 100 , 368 
Florida................ 452,819 315 , 984 106 , 003 30 , 832 
SOUTH ATLANTIC... 3,206,951 1,806,015 914, 184 486 ,752 
Kentucky... 2.0... eee eee ee eee uuees 434,210 234,945 118, 249 81,016 
ML vo o04 cén casa be nerhneveesssksneneenssarexvenviwnas 471,428 285 , 665 110,651 75,112 
Alabama ah a hkeh eed Saeed CE Oh aw bb Bee hehehe beens 400 ,093 212,804 105, 289 82,000 
Mississippi................ ‘a 229,511 104, 667 55,964 68 ,880 
EAST SOUTH CENTRAL... 1,535,242 838,081 390 , 153 307 ,008 
DO 235,714 112,822 58,276 64,616 
Louisiana... 2.0... cece cece eee e ee ncueueueeeege 381, 484 249 , 586 81,386 50,512 
SR ac Kct cee adie oranewatedd onvdns veneenvaswa 384, 586 246 , 387 86,703 51,496 
MG neh ade ctesvsbcks dveededeeedt Kae db 00bds 400 traEWheee 1,218,890 778 , 337 262,777 177 ,776 
WEST SOUTH CENTRAL.......................0005. 2,220,674 1,387,132 489,142 344,400 
Montana................0.000005. 111,654 57,689 38,877 15,088 
ian emingd ehivbhs een de dne.cbhasbacavnnsdcactews 130, 263 53,040 38,519 38,704 
Wyoming........................ 49,624 25,411 17,325 6,888 
Colorado.... 263 , 628 165 , 400 66,740 31,488 
New Mexico... 2.0.0.0 0 ccc cee eee 77 , 538 42,450 24,264 10,824 
Arizona.......... 114, 755 55,175 49,740 9,840 
en irik deewed bkats dd6 a bived iwins cand 6 AkmCa peed 148 ,872 87,710 38, 202 22,960 
Pn a6 65. ei W anwar areswendereSecavacerexcaceesvicsn 31,015 14,346 14,701 1,968 
MOUNTAIN. ... 020. ccc cece cece eee 927 ,349 501,221 288 , 368 137,760 
Washington................ 558 ,270 331,747 153,051 73,472 
aia shaw 0 dude ah ied bd moors. it bead hin srwdteld a’ wed 331,860 184, 068 88 ,424 59 , 368 
California... 2,403 ,663 1,807 , 264 456 343 140 ,056 
IDNs irs 0s cen cweneeeasdcid dead wdadavncens 3,293,793 2,323,079 697 , 818 272,896 
UNITED STATES 31,015,000 21.225 ,520 6,509 , 480 3,280,000 





—Estimated by Market Anshgie Department of ELECTRICAL MERCHANDISING on Basis of 8 Mos. 1946 C 


Edison Electric Institute, and Farm Data as of July 1, 1946 Compiled by Rural Electrification Administration. 


ustomer Data Compiled by 
This term ‘Domestic Electric 


Customers" and this tabulation, issued periodically, is presented in preference to the Census figures on Occupied Dwelling Units Using Electricity 





because it maint ac 


Merchandising calculations on saturation. 
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tinual statistical base for state as well as national market computation. These figures are used throughout all Electrical 
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Home Laundry 


















































WASHER SATURATION—{Electric & Gas Engine) IRONER SATURATION, JANUARY 1947 
Total Electric 
% of State 
Customers with > Total El Ss 
STATE bles: & ‘Gas a Pon STATE Customers. With "yfectric. 
Jan. 1, 1947 Jan. 1, 1947 Jani. 1947 Jen. 1947 
Ee ay OE ds bcig ae 131,474 57,28 re ta et bee ve Seas P 11,946 5.20 
ce eee. ds Batches = = bey sand pga Rpietar acta asain poe = 
see aie we nares in cew oe ae , ‘ sta aii a 45d sas asdia.erarpiacicd ,616 . 
Massachusetts..................... 693,459 56.32 Newly gta ee dsksais 68 ,028 §.52 
Rhode Island.................... : 104, 867 50.46 Ok eee 10,667 5.13 
ar 316,849 62.67 I winidiév.o6 0.0 wire vo o-ce 46,686 9.23 
NEW ENGLAND............... 1,376,833 56. NEW ENGLAND............... 152,846 6.31 
ee 1,475,940 39.69 POE aes nt iedveseenanenieoenrs 200, 148 5.38 
I iin vnc okstvienascannnnes 573,894 47.44 NOW JOTOOF... 20... eee ce cee cecees 74,857 6.19 
Pennsylvania...................... 2,122,037 88.63 INE, Sieinsig c erein'oew eo narsiers css 207,810 8.68 
MIDDLE ATLANTIC........... 4,171,871 56.97 MIDDLE ATLANTIC........... 482,815 6.59 
| Ohio. ....c..eccececceceececeeceess 1,627,551 85.05 Ohio. .... 0.60. e erecta es 201,727 10.54 
i eusdixiccstswxpxessaians 708, 319 76.64 Gel eee eed el eee ee ae 63, 664 ..2 
es cca prauukianaie 1,612,001 78.16 EE Spepaaeabennaseaaaiaeos ane 8.49 
PE sbiecnnvecseaskaladvins 1,171,494 78.04 ileal lee eee pete. os 
Wisconsin......................... 633,763 77.99 Sconsin.............-.. 2.0.66, 60,181 7.41 
EAST NORTH CENTRAL.... 5,753,128 79.75 BAST HOREM CENTRAL a Pca 
Minnesota....................000-. 626, 566 97.59 5 elidel tel dlet ae . gid .-2 
ok a a cancel uneya 528,143 90.10 ———ea 52 940 6.56 
ne  cvicuconabaanin 787,545 97.66 North Dakota...................... 5,142 5.95 
North Dakota..................... 105,028 121.48 i di lalallala 5065 5 81 
South Dakota...................... 114,791 131.60 i 20 | 236 7.68 
Nebraska ever ey ee et eee eT eh ee eee 251,734 95 49 Re teem 16.715 4.18 
 Bisaiindinwaéuveieediewens 287 ,833 a te a ee ee atau ~—oneie 
aa aa a a W NORTH C 
WEST NORTH CENTRAL* 2,701,640 94.07 oe ae Ce... ae oe 
me “ao 71.97 Stone, - a ari etcesMir tanin te s . pa 6.12 
Battie nat ree Ste acme anna ae sede . , arylan » 294 
op 168,067 62.57 District of Columbia...............| 19,416 — 
Seen enreceeocons ’ rgin i ae aah A di ps a aR RN tae abc ate oat aha ’ ° 
rere 227,764 45.90 West Re ho 24,185 7.36 
 . ees 317,707 96.64 North Carolina.................... 8,830 1.65 
North Carolina.................... 162,217 30.23 oS all al laches eds 2.919 1.13 
South Carolina.................... 39,430 15.32 WIN 6 oi. ka :accdia'whe-cubiccons oeatalius 11,919 2.60 
SG FEsiectvierccenssnwewnv 110,995 24.18 Pe ivicviiedeudesas acne. 11, 145 2.46 
iin cnndsatacavk waco’ 117,164 ort, (eevee eeewes ome a er <n Pestova 
__ ee SOUTH ATLANTIC........... 110,8 ” 
SOUTH ATLANTIC............ 1,404,615 43.80 a Frais ed 
ceeenicinicasicicniiael re SS EEL AE EE ‘ ‘ 
Kentucky...............cececeeeee- 264,771 60.98 oi lla alla aaa ada rg : > 
MINS os 4. 0 s.bai0-dtnaearee-neinwieceed 264,564 56.12 CEE RE ene 8,080 2.02 
RN a scars asisa-sidinaiaeunteomera Gaasacah 100 , 260 25.06 ea eee 2,359 1.03 
ES 66d vewsbownomedeestoutd 29,455 12.83 dinatigeeate peated 
ee TNETTY aeeninane EAST SOUTH CENTRAL...... 41, .69 
EAST SOUTH CENTRAL 659,050 42.93 _—_— 2 
anion iis a cas ig cca recra aces 4,218 1.79 
ies ose av dine cewdesaaaues 79,446 33.70 pe acon es ee 23 a ea eee) ar tee 8,417 2.21 
aida So viewie and asiateucs 177, 341 46.49 Se aan 14,147 3.68 
aap insdic a rannmnaneees oe 270 , 936 70.45 es sisinre Cisne sent cademes: 32,364 2.66 
Ci iis Si aw heats es nie wekawig wean 509 , 980 41.84 —_— 
eeenap meni a WEST SOUTH CENTRAL...... 59,146 2.66 
WEST SOUTH CENTRAI 1,037,703 46.73 —_—. 
a rer ge a SE a oo aa ea Secon week eae 8,802 7.88 
I oc nicrdcosanzucnnsnait 90,974 $1.48 gaa 7,062 5.42 
i 75,792 58.18 5K. cdc onretaiaemba seek neue 4,135 8.33 
rca cscesebiwescetsceccsses 33, 257 67.02 ccc cicinpesenecondvend 17,723 6.72 
a i aims carl 189,513 71.89 ES Ea 2,167 2.79 
PN I ocd win. 0id vised. vie siernaaitos 32,722 42.20 NE ra ea a a 6,563 5.72 
NS aicia Sia aia edit ctacnie’srale darale, Oak 73,273 63.85 ee sia ee ten cic eal 11,903 7.99 
ee wlknn dnd ey ctereaenaats 142,789 95.91 re ee ene eee, 2,197 7.08 
I ie Sin as dain nd Siard aeaasetora-eiah 16,683 53.79 —_—_—_—. we 
a Ptiagiets M Aaa nee ee 60,552 6.53 
NOQUIITEAEN 6 ovccccccccceccsess 655 , 003 70.63 wanes —_——_. woe 
oer SS a el a aah 52,473 9.40 
Washington...................... 381,597 68.35 get i ele aa eae 27'851 8.39 
bake ibevicevissvetencnrn 211, 988 63.88 EE ivinchveunavailencvsosessa 247 ,007 10.28 
RE SRS SE AR a 1,493 ,572 62.14 ——_—__ —-- 
- 2 on aoe arn c a awe aixeracca 327,331 9.94 
Ns ie Sated cure dma eae 2,087 , 157 63.37 ————_ — 
UNITED STATES yyy 63.99 foe 2 og ), eee 2,059,000 6.64 
Sphesting use of of prentin washers in homes without powe 
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ELECTRIC RANGE SATURATION 
Total Electric Urban Electric Rural¥ Non-rar: Rural Farm 
~ x iT El i s 
a > pes % of State = % of State Customers %, of State Customers Seal Foon 
STATE Household Electric Household Urban Electric with Rural Non-Farm with Electric 
Electric Customers Electric Customers Household Customers Household Customers 
Ranges Jan. 1, 1947 Ranges Jan. 1, 1947 Electric Electric Electric Jan. 1,1947 
Jan. 1, 1947 Jan. 1, 1947 len her Jan. 1, 1947 Jon atte 
OO OT 37,142 16.18 21,461 21.30 14,441 13.95 1,240 4.91 
New Hampshire..................... 28 , 002 18.42 18,375 22.10 8,563 16.44 1,064 6.36 
Vermont.............0ccccceceeceees 16, 368 17.02 9,899 27.71 5,677 14.40 792 3.77 
Massachusetts...................005. 104, 488 8.49 $1,626 7.63 19,414 15.34 3,448 9.82 
Rhode Island. .................0..0. 20, 837 10.03 15,782 8.48 4,474 24.20 581 17.71 
Connecticut. ............00.0c0 cece eee 70,483 13.94 26, 600 7.93 38,096 25.51 5,787 27.57 
NEW ENGLAND................ 277,320 11.45 173,743 9.60 90, 665 18.52 12,912 10.55 
New York..............ccccecceeecees 190,218 5.11 115, 253 3.70 61, 136 12.99 13,829 10.38 
New Jersey............ccccceccceecees 59,290 4.90 21,926 2.27 29,959 13.90 7,405 27.20 
Pennsylvania..................00000- 295,717 12.35 158,031 9.22 111, 160 20.41 26.526 19.58 
MIDDLE ATLANTIC............. 545,225 7.44 295,210 5.09 202, 255 16.43 47,760 16.14 
I wrenncarecesheenuawesdgeieres 308,454 16.12 127, 268 9.29 124,307 37.39 56,879 27.01 
Indiana........... 00.00 cece ceeueeees 159, 256 17.23 82, 654 14.60 52,746 26.11 23,856 15.28 
od iedwhncnvanewsonkwraccauct 213,532 10.35 104, 268 6.36 85,861 30.26 23,403 16.83 
Michigan ..........000 ccc cece eeeeeee 347,281 23.13 174,960 17.16 123, 285 40.08 49,036 28.15 
Wisconsin. ............... cece ee eens 145, 207 17.87 81,127 16.59 52,507 29.22 11,573 8.04 
EAST NORTH CENTRAL...+....]| 1,173,730 16.27 570,277 11.21 438, 706 33.60 164,747 19.99 
on ceiciwndandeadacecese: 132,511 20.64 85,152 21.41 41,688 31.34 5,671 5.10 
cates dsue aslitwckdbewdarnetCe 69, 057 11.78 36,932 12.99 26,373 19.09 5,752 3.51 
Missouri.................00.cceceeece 107,713 13.36 60,147 10.91 39,003 24.97 563 8.67 
North Dakota....................05. 24,042 27.81 11,816 32.62 11,877 27.82 349 4.63 
South: Dakota........................ 23,570 27.02 ‘ 30.24 11,090 29.12 596 6.06 
Nebraska. ........0. 0.00. cece ccceceee 27,792 10.54 13,849 9.79 11,923 15.25 2,020 4.59 
Gn tvaduend end ensnedsewandnn's de 36,170 9.04 14,953 6.55 15,025 12.77 6,192 11.44 
WEST NORTH CENTRAL....... 420,855 14.65 234,733 13.98 156,979 22.30 29,143 5.% 
NE co wiceda xeevunvevaseveens 
Maryland....................0ccceees 74,731 11.05 31,649 6.33 36,715 26.64 6,367 16.59 
District of Columbia................. 
MN as Secdawedewweeoacaue 82,783 16.68 39, 363 14.29 37,642 26.07 5,778 7.56 
West Virginia........................ 36,412 11.07 20,027 14.54 13,964 9.12 2,421 6.36 
North Carolina....................... 118,262 22.04 71,489 30.76 40,339 23.59 6,434 4.83 
South Carolina...................... ‘ 19.92 26,758 26.77 ’ 23.74 3,652 5.25 
Sci eoconsiccnbandseeesoue tani: 103,470 22.54 54,467 22.26 41,905 36.75 7,098 7.07 
Ra wiiscirdsnernnxeeiasensecéusiecna 126,701 27.98 ; 28.67 30,193 28.48 5,904 19.15 
SOUTH ATLANTIC.............. 593,649 18.51 334,357 18.51 221, 638 24.24 37,654 7.73 
Kentucky...........00 0... cece eee cece 29,400 6.77 12,751 5.43 12,668 10.71 3,981 4.91 
CN ucccccnscecscesenscthedacen 136,912 29.04 81,641 28.58 44,168 39.92 11,103 14.78 
Alabama.................ccccceeceeee 73,356 18.33 42,899 20.16 25,711 24.42 , 746 5.79 
Mississippi...................ceeeceee 19,471 8.48 8,822 8.43 8,657 15.47 1,992 2.89 
EAST SOUTH CENTRAL........ 259,139 16.88 146,113 17.43 91,204 23.38 21,822 7.11 
NG oi c5- dsc edinkiweedadendeaws 11,167 4.74 6,297 5.58 3,715 6.37 1,155 1.79 
Louisiana............... 000. c cee ceeee 9,783 2.56 2,982 1.19 5,109 6.28 1,692 3.35 
Oklahoma. ..............cccccccccccs 9,390 2.44 4,447 1.80 3,598 4.15 1,345 2.61 
IL Ti neh oncadksusavdeenevancewae 72,086 5.91 29, 966 3.85 29,894 11.38 12,226 6.88 
WEST SOUTH CENTRAL........ 102,426 4.61 43,692 3.15 42,316 8 65 16,418 4.77 
Montana..... 2.0.2... eee cee eee. 27,277 24.42 18,829 32.64 7,673 19.74 775 5.14 
RR tuvinsanee cinepistesnsecnensass 47,259 36.28 31,493 59.37 9,074 23.56 6,692 17.29 
Ravn csesknoaneseseevevesnss 5,575 11.23 3,113 12.25 2,073 11.% 389 5.65 
enccidetatessetineeinenieal 26,411 10.02 17,468 10.56 7,353 11.02 1,590 5.04 
New Mexico.......................... 4,247 5.48 2,526 5.95 944 3.89 777 7.18 
sins sienrrniatatanevneseses 8,672 7.56 1,677 3.04 4,791 9.63 2,204 22.40 
PM nchntinvacisst ovecocsviseabioes 47,292 31.77 38,529 43.93 6,734 17.63 2,029 8.84 
MNS ninin'swg nwo eke eieetadeewaane's: 10,615 34.22 7,003 48.81 3,313 22.54 299 15.19 
MOUNTAIN..................... 177,348 19.12 120, 638 24.07 41,955 14.55 14,755 10.71 
Washington.......................... 197, 165 35.32 155,051 46.74 35,529 23.21 6,585 8.96 
Ss sta aetsarviersprtneciasnuees 126, 183 38.02 96 , 328 52.33 22,751 25.73 7,104 11.97 
iia is and cand ert en ete 153,960 6.40 72,284 4.00 41,338 9.06 40 , 338 28.80 
NON sca teins sad'eed ite wetve’seains 477,308 14.49 323, 663 13.93 99,618 14.27 54,027 19.80 
UNITED STATES................... 4,027,000 12.98 2,242,426 10.56 1,385,336 21.28 __ 399,238 12.17 
———— . al 
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ELECTRIC REFRIGERATOR SATURATION 
N 
Rural Non- Rural Farm 
Total Electri Urban Electri 
Customers with % of State Customers with % of State ees bof Gute Gata et Fate, 
STATE Household Electric Household Urban Electric Household Farm Electric Household Electric 
Electric Customers Electric Customers c Customers Electric Customers 
Refrigerators Jan. 1, 1947 Refrigerators Jan. 1, 1947 Refrigerators Jan. 1, 1947 Refrigerators Jan. 1, 1947 
Jan. 1, 1947 Jan. 1, 1947 Jan. 1, 1947 Jan. 1, 1947 F 
Es ciate wis ena en ak ae Manse eae 97 ,512 42.49 50,823 50.44 37,298 36.04 9,391 37.18 
Mar SINMMONING........ ke cecccececnes 70,753 46.55 44,341 53.33 20,292 38.95 6,120 36.59 
a a6 chia @ hag ede ial oan ola 46,825 48.70 22,799 63.83 17,082 43.32 6,944 33.08 
EE ee ne 832,007 67.57 751,968 70.30 65,645 51.87 14,394 41.01 
60) aS. 8 5 4 Gin ache. dae werk 126 ,679 60.96 114,619 61.61 10,286 55.63 1,774 54.09 
| Sey ey ee eet ee 373,916 73.96 249 ,514 74.44 107,052 71.68 17, 350 82.65 
ey EEE... vce eves otabamen 1,547,692 63.89 1,234,064 68.16 257,655 52.65 55,973 45.75 
IS ina hs sigs & -aiieip lie S emmlaeha wecere 2,760,275 74.23 2,413,032 77.47 280 ,996 59.69 66 , 247 49.75 
EEE eT Tee Tee ee 904 , 400 74.77 749 , 386 77.51 133 , 942 62.14 21,072 77.40 
EE rr here eee 1,911,473 79.83 1,457,498 85.02 380 ,000 69.77 73,975 54.61 
ER sy By 5 rae 5,576,148 76.15 4,619,916 79.71 794,938 .58 161,294 54.52 
NS aa ako biaiws uldh wera wuae 1,397,500 73.03 1,097 ,457 80.07 204,175 61.42 95,868 45.53 
sh a aoa te as al ow coc Slicer MAE 77 ,596 62.49 406 , 859 71.87 109 , 454 54.18 61,283 39.25 
ES ign pie 66d Be ts atts ae Se ee 1,612,676 78.19 1,387,224 84.60 157,720 55.59 67 , 732 48.70 
hime als oad, bale a doin sis ence 1,020,120 67.96 790 ,389 77.54 155,160 50.44 74,571 42.82 
NE aad wipe We eek Rm ebek ’ 433,008 53.29 314,710 64.37 79,197 44.07 39,101 27.15 
EAST NORTH CENTRAL........ 5,040,900 69.88 3,996,639 78.60 705 , 706 54.06 338 , 555 41.09 
EO re rE Een: 456,924 71.17 348 ,176 87.53 73,839 55.51 34,909 31.40 
ian Sida wie teseeee eben 355,308 60.61 227 , 361 79.96 73,869 53.47 54,078 33.04 
SS ny ee reer. 635 , 243 78.78 493,203 89.43 106, 530 68.21 35,510 35.97 
ND se rn kes Ata bao earal 42,800 49.50 24,177 66.75 16,397 38.41 2,226 29.51 
EERE er ares er 53,176 60.96 29 , 704 75.59 18,925 49.69 4,547 46.21 
ET ak ae ew hy aed waieteee ea 175,384 66.53 114,911 81.21 40,514 51.82 19,959 45.41 
0 ea be te ae a ea 228 ,629 57.14 139 ,372 61.05 58,758 49.94 30,499 56.35 
WEST NORTH CENTRAL....... 1,947,464 67.81 1,376,904 82.01 388 , 832 55.23 181,728 37.16 
ee Stee Bice a Ulead» Sasraishn ook Oo ere Bg sed 71.51 29, 854 76.75 - 15,737 71.15 3,206 44.43 
i tc sang co ai aaNG 190 407 } 
District of Columbia.....| 11.12.17: 215,271 83.21 215,271 87.99 82, 985 71.73 17,172 | 55.11 
er ik Sux com eemn Sa 336,173 67.74 197,972 71.87 95,809 66.36 42,392 55.47 
No Ohi ia kno gee park So 237,136 72.13 121,959 88.58 97,653 63.81 17,524 46.06 
a ace cn vveben ecole 369,111 68.79 179, 868 77.40 124,243 72.66 65,000 48.81 
i os rig spin cate. ope a 177,091 68.79 79,850 79.90 68,180 77.52 29,061 41.79 
RIE gas 8 Sg 331,460 72.21 198 ,578 81.17 95,228 83.52 37,654 37.52 
EAE RS Le are 301,708 66.63 218,135 69.03 66, 376 62.62 17,197 55.78 
SOUTH ATLANTIC.............. 2,307,311 71.95 1,431,894 79.28 646,211 70.69 229 , 206 47.09 
EE re 280 , 692 64.64 169,089 71.97 76,881 65.02 34,722 42.86 
et he es ost aegis aglae 343,992 72.97 210,695 73.76 87,718 79.27 45,579 60.68 
i I ig se dee a tee 236, 608 59.14 142,911 67.16 65,753 62.45 27,944 34.08 
RG ee ee. 115,353 50.26 58 , 484 55.88 33,764 60.33 23,105 33.54 
EAST SOUTH CENTRAL........ 976,645 63.62 581,179 69.35 264,116 67.70 131,350 42.78 
ee Sere eee 135,163 57.34 80 , 436 71.29 35,507 60.93 19,220 29. 
Louisiana........... hy ot ess ead 230 , 267 60.36 149,351 59.84 58,764 72.20 22,152 43.86 
ESI RE EES SF 2 | 219,629 57.11 148 ,601 60.31 46,627 53.78 24,401 47.38 
RRS RRS ts TGS 846 , 377 69.44 559,117 71.83 191,450 72.86 95,810 53.89 
WEST SOUTH CENTRAL........ 1,431,436 64.46 937 ,505 67.59 332,348 67.95 161 , 583 46.92 
SS ee ae © 70,923 63.52 42,618 73.88 21,355 54.93 6,950 46.06 
6 ed. kgs ea eee 81,645 62.68 40 , 235 75.86 20 , 534 53.31 20,876 53.94 
A 05 Sidi is « tod onedthaawdiar 28 ,045 56.51 16, 288 64.10 9,140 52.76 2,617 37.99 
Ee ok ene ee ae 156 , 523 59.37 114,403 69.17 29,035 43.50 13,085 41.56 
re eae eee 39,109 50.44 23,872 56.24 10,352 42.66 4,885 45.13 
ee ame 69, 295 60.39 32,804 59.45 28 , 397 57.09 8,094 82.26 
RR SIRE Riera eave 108 ,060 72.59 74,010 84.38 23,211 60.76 10,839 47.21 
I ie Re a a ae 24,616 79.37 12,151 84.70 10,656 72.48 1,809 91.92 
oe nk a eds ee Be 578,216 62.35 356, 381 71.10 152,680 52.95 69, 155 50.20 
EE ee ee en 342,456 61.34 225 , 062 67 .84 79,964 52.25 37,430 50.94 
NAR Nene ee Dee eee hae eee 2 206, 445 62.21 134, 169 72.89 47,317 53.51 24,959 42.04 
IN est os cic dalecal saad 1,485 , 287 61.79 1,135,502 62.83 242,993 53.25 , 106 , 792 76.25 
ee “9 2,034,188 61.76 1,494,733 64.34 370 , 274 53.06 169,181 61.99 
UNITED a a 21,440,000 69.13 16,029,215 75.52 3,912,760 60.11 1,498 ,025 5.67 
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GEOGRAPHIC. AREAS 
AND STATES 





NEW ENGLAND... 


Vermont 


Rhode Island 
Connecticut. . . 


MIDDLE ATLANTIC 


WEST NORTH CENTRAL.... 
Minnesota... .. 
Missouri 
North Dakota. . 
Nebraska. ... 
Kansas. ... 


SOUTH ATLANTIC. 


District of Columbia 
Virginia 

West Virginia. . 
North Carolina. . . 
South Carolina. . 


UNITED STATES TOTAL...........000cceeee 





adio Receivers 








__ RADIO SATURATION, JANUARY 1, 1947 











TOTAL 

% Radio 

Families Radio tamilies 
(2,353 ,000) (96.9) (2,280,000) 
224,100 92.2 206 , 600 
135, 200 94.2 127,400 
88, 600 93.6 82,900 
1, 183,400 97.9 1,158,900 
205 , 100 97.7 200 , 300 
516,600 97.5 503,900 
(7,600 , 000) (96.9) (7,365, 000) 
2,759 ,000 97.6 3,667,000 
1,217,000 97.5 1, 186,000 
2,624,000 95.7 2,512,000 
(7,911 ,000) (95.4) (7,550,000) 
2,085 ,000 96.4 1,989,000 
1,048, 000 93.4 979 ,000 
2,330,000 95.7 2,230,000 
1,596,000 96.4 1,538,000 
852,000 95.5 814,000 
(3,658 , 000) (92.0) (3,365,000) 
723,500 95.2 689 000 
682, 200 94.5 644,700 
1,089, 400 89.0 969,100 
137,700 93.5 128, 800 
150 ,600 91.4 137,700 
350 , 800 91.6 321,200 
523,800 90.6 474,500 
(4,731 ,000) (80.9) (3,829 ,000) 
81,000 92.6 75,000 
563 , 000 93.3 525, 000 
234,000 96.2 225 ,000 
724,000 81.4 589 000 
451,000 85.8 387 ,000 
817 ,000 78.3 640,000 
455 ,000 71.2 324,000 
792,000 72.7 576,000 
614,000 79.5 488 000 
(2,718,000) (75.1) (2,040,000) 
688 000 81.0 557,000 
770,000 79.2 610, 000 
719,000 71.6 615,000 
541,000 66.2 358, 000 
(3,555, 000) (78.8) (2,803 ,000) 
487 ,000 72.5 353 , 000 
651 , 000 73.4 478,000 
571,000 82.7 472,000 
1,846,000 81.3 1,500,000 
(1,211,000) 88.9) (1,077,000) 
148, 400 92.3 137,000 
141,700 92.4 131,000 
73,100 91.4 66, 800 
332,100 91.4 303 , 600 
133,400 73.5 98,000 
168, 800 82.4 139,900 
168,700 95.9 159, 800 
45, 800 9.3 40,900 
(3,883 , 000) (95.5) (3,689 , 000) 
667 000 94.5 630 000 
412,000 93.7 388 000 
2,784,000 %.0 2,673,000 
37,600,000 00.4 33,998,000 





























URBAN RURAL—NONFARM RURAL—FARM 
% Radio % Radio % Radic 

Families Radio Families Families Radio Families Families Familie: 
(1,822,000) (97.9) (1,784,000) (414,000) (94.4) (391 ,000) (117,000) (88.7) (105,000) 
98,700 96.0 94, 800 90,400 90.4 81,700 35,000 98.0 30,100 
79,900 96.1 76, 800 41,400 92.0 38, 100 13,900 $8.9 12,500 
35, 600 97.5 34,700 33,000 92.4 30,500 20,000 88.5 17,700 
1,063,300 98.2 1,044 200 $8,000 96.0 94.100 22,100 93.2 20,600 
187,700 97.9 183 , 800 14,900 95.3 14.200 2,500 92.0 2,300 
356 , 800 98.0 349,700 136,300 97.1 132,400 23,500 92.8 21,800 
(6,022,000) (97.9) (5,897,000) | *, 208,000) (94.4) (1,140,000) (370,000) (88.6) (328,000) 
3,180,000 98.2 3,122,000 422,000 95.5 403 ,000 157,000 90.4 142,000 
1,006 000 97.9 985,000 180,000 95.6 172,000 31,000 $3.5 29,000 
1,836, 000 97.5 1,790,000 606 ,000 93.2 565 , 000 182,000 86.3 157,000 
(5,518,000) (97.4) (5,375,000) | 1,350,000) (92.7) (1,251,000) | (1,043,000) (88.6) (924, 000) 
1,476,000 97.3 1,436 000 362,000 92.5 335,000 247 ,000 88.3 218,000 
635,000 96.2 611,000 220,000 91.4 201,000 193,000 86.5 167,000 
1,785,000 97.4 1,738,000 324,000 91.7 297,000 221,000 88.2 195,000 
1,106,000 98.0 1,084 000 282,000 94.7 287,000 208,000 89.9 187,000 
516,000 98.1 506 000 162,000 93.2 151,000 174,000 90.2 157,000 
(1,916, 000) (95.8) (1,836, 000) (787 ,000) (89.8) (707 ,000) (955 , 000) (86.1) (822,000) 
417,500 97.7 408 000 132,200 92.5 122,300 173,800 91.3 188,700 
343,100 96.4 330,800 153,200 92.6 141,900 185 ,900 92.5 172,000 
637,500 94.7 603 900 203,500 86.1 175,200 248, 400 76.5 130,000 
42,600 96.9 41,300 41,400 91.5 37,900 53,700 92.4 49,600 
51,700 95.7 49, 500 43,900 89.1 39, 100 55,000 89.3 49, 100 
164, 200 95.8 157,300 84,700 89.7 76,000 101,900 86.3 87,900 
259 , 400 94.5 245 , 200 128,100 89.5 114,600 136,300 84.2 114,700 
(2,286,000) (89.0) (2,034,000) | (1,272,000) (80.3) (1,021,000) | (1,173,000) (66.0) (774,000) 
44,000 95.5 42,000 25,000 92.0 23,000 12,000 83.3 10,000 
355,000 96.3 342,000 150,000 90.7 136,000 58,000 81.0 47,000 
234,000 96.2 |g eae ri Sees eet eee: tener cee: 
318,000 90.6 288,000 199,000 80.4 160,000 207,000 68.1 141,008 
162,000 93 8 152 999 192,000 84.9 163.000 97,000 74.2 72,000 
303,000 8.3 263 ,000 221,000 | 90.5 178,000 233,000 67.6 199,000 
160,000 80.6 129 000 129,000 76.0 98, 000 166 , 000 58.4 97,000 
350, 000 81.1 284,000 177,000 74.6 132,000 285,000 60.4 160,000 
360 , 000 85.8 309 000 179,000 73.2 131,000 75,000 64.0 48,000 
(1,116,000) (85.3) (952,000) (589 , 000) (76.1 (448,000) | (1,013,000) (63.2) (640, 000) 
286 , 000 90.9 280 000 172,000 79.7 137,000 230,000 68.6 160,000 
353,000 87.3 308, 000 159,000 79.2 126,000 258,000 68.2 176,000 
298, 000 82.2 245 ,000 164,000 72.6 119,000 257,000 58.8 151,000 
178,000 77.7 139 000 94,000 70.2 66,000 288, 000 57.1 153,000 
(1,751 ,000) (86.9) (1,622, 000) (764,000) (76.8) (587,000) | (1,040,000) (66.7) (694, 000) 
167,000 83.8 140 000 108 , 000 72.6 77,000 214,000 63.6 136,000 
326,000 83.7 273,000 146 ,000 71.2 104, 000 178,000 56.4 101,000 
274,000 90.5 248,000 127,000 78.7 100, 000 170,000 72.9 124,000 
984,000 87.5 881,000 385,000 79.5 306,000 477 ,000 69 8 333,000 
(606 , 000) (93.9) (569 , 000) (362,000) (85.6) (310,000) (243,000) (81.5) (198,000) 
67,600 95.1 64,300 44,400 90.8 40,300 ’ 29.0 32,400 

59 900 95.2 57,000 39,500 90.6 35,800 42,300 90.3 38,200 
32,700 95.4 31,200 23,100 90.0 20,800 17,300 95.5 14,900 

196 400 95.3 187,200 78,900 6.8 68, 500 56,800 4.3 47,900 

56 ,000 83.9 47,000 42,600 68.8 23,300 34,800 62.4 21,700 
70,800 29.8 63, 600 69,700 81.6 56,900 29,300 8.2 19,400 
102,800 97.4 100, 100 42,800 94.2 40,300 21,100 91.9 19,400 
19, 800 93.9 18,600 21,000 96.2 18, 100 5,000 24.0 4,200 
(2,711,000) (96.9) (2,628, 000) (787 ,000) (92.9) (731 ,000) (365,000) (90.4) (330, 000) 
397,000 95.7 380, 000 173,000 93.1 161,000 97,000 91.8 89,000 
227,000 96.0 218,000 111,000 91.9 102,000 74.000 89 2 66, 000 
2,087 ,000 97.3 2,030,000 603, 000 93.0 468,000 194,000 90.2 175,000 
23,748,000 95.2 22,587,000 7,533,000 87.4 6, 686 , 000 6,319,000 78.2 4,815,008 
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(Taken from “Radio Femilies—U. S. A. 1946, published by the Broadcast Measurement Bureau, Inc., New York, N.Y.) _ 
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PERCENTAGE NUMBER OF PERCENTAGE NUMBER OF 
APPLIANCES OF HOMES HOMES ? OF HOMES HOMES 


APPLIANCES 
WITH WITH 4 / WITHOUT WITHOUT 


91.5 28,365,000 j FJ 7 8.5 2,650,000 
Refrigerators 69.1 21,440,000 2: | ie 9 9,575,000 Refrigerators 


Washers (Electric) 60.5 18,768,000 pt i 5 12,247,000 Washers (Electric) 
Washers (Gas Engine) .... 3.5 1,079,000 (a 


Toasters J 17,275,000 2, \ | an 3 13,740,000 Toasters 


Cleaners (Floor) 8 15,130,000 ji 2 Ses 15,885,000 Cleaners (Floor) 
Cleaners (Hand) 3,119,000 OE 27,896,000 - Cleaners (Hand) 


Coffee Makers Sean oe 6 19,415,000 Coffee Makers 


4,027,000 ji a 0 26,988,000 


2,059,000 | Pe 93.4 28,956,000 lroners 


i] 
4 


PERCENTAGE NUMBEROF PERCENTAGE NUMBER OF ~~ - PERCENTAGE NUMBER OF PERCENTAGE NUMBEROF 
‘HOMES OFHOMES HOMES APPLIANCES OFHOMES HOMES ~ ee esAR 
“WITH WITHOUT ~—- WITHOUT . Se 
Be ae, ee PE 
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TOTAL URBAN RURAL—NONFARM RURAL—FARM 
GEOGRAPHIC. AREAS ~ —— 
AND STATES 
% Radio % Radio % Radio % Radic 
Families Radio tamilies Families Radio Families Families Radio Families Families Radio Familie: 
NEW ENGLAND (2,353,000) (96.9) (2,280,000) } (1,822,000) (97.9) (1,784,000) (414,000) (94.4) (391 , 000) (117,000) (8.7) (105 , 000) 
Maine 224,100 92.2 206 , 600 98,700 96.0 94, 800 90,400 90.4 81,700 35,000 98.0 30,100 
New Hampshire. . . 135,200 94.2 127 , 400 79,900 96.1 76,800 41,400 92.0 38,100 13,900 90.9 12,500 
Vermont 88, 600 93.6 82,900 35, 600 97.5 34,700 33,000 92.4 30,500 20,000 88.5 17,700 
Massachusetts 1, 183,400 97.9 1,158,900 1,063,300 | 98.2 1,044,200 98,000 96.0 94.100 22,100 93.2 20,600 
Rhode Island 205 , 100 97.7 200,300 187,700 97.9 183, 800 14,900 95.3 14.200 2,500 92.0 2,300 
Connecticut. . . 516,600 97.5 503, 900 356 , 800 98.0 349,700 136,300 97.1 132,400 23,500 92.8 21,800 
MIDDLE ATLANTIC (7,600 , 000) (96.9) (7,365,000) | (6,022,000) (97.9) (5,897,000) | *,208,000) (94.4) (1,140,000) (370,008) (88.6) (328, 000) 
New York... . 2,758,000 97.6 3,667,000 3,180,000 98.2 3,122,000 422,000 95.5 403 ,000 157,000 90.4 142,000 
New Jersey. . 1,217,000 97.5 1,186,000 1,006,000 97.9 985 000 180,000 95.6 172,000 31,000 $3.5 23,000 
Pennsylvania. 2,624,000 95,7 2,512,000 1,836,000 97.5 1,790,000 606 000 93.2 565, 000 182,000 96.3 157,000 
EAST NORTH CENTRAL (7,911,000) (95.4) (7,550,000) | (5,518,000) (97.4) (5,375,000) | ’1,350,000) (92.7) (1,251,000) | (1,043,000) (88.6) (924, 000) 
Ohlo........ ; 2,085 ,000 95.4 1,989,000 1,476 000 97.3 1,436,000 362,000 $2.5 335,000 247 ,000 88.3 218,000 
Indiana...... 1,048, 000 93.4 979,000 635 , 000 96.2 611,000 220,000 91.4 201,000 193,000 86.5 167,000 
Winols..... 2,330,000 95.7 2,230,000 1,785,000 97.4 1,738,000 324,000 91.7 297,000 221,000 88.2 195,000 
Michigan. .. 1,596,000 96.4 1,538,000 1,106,000 98.0 1,084 000 282,000 94.7 287,000 208,000 89.9 187,000 
Wisconsin... 852, 000 95.5 814,000 516,000 98.1 506,000 162,000 93.2 151,000 174,000 90.2 157,000 
WEST NORTH CENTRAL... (3,658, 000) (92.0) (3,365,000) | (1,916,000) (95.8) (1,836, 000) (787 ,000) (89.8) (707,000) (955, 000) (88.1) (822,000) 
CR ord. ina isngapatcaakes 723, 600 95.2 689 , 000 417,500 97.7 408 , 000 132,200 92.5 122,300 173,800 91.3 158,700 
oa eudegtad 682, 200 94.5 644,700 343,100 96.4 330,800 153,200 92.6 141,900 185,900 92.5 172,008 
Missouri 1,089, 400 89.0 969,100 637,500 94.7 603 900 203,500 86.1 175,200 248, 400 76.5 190,000 
North Dakota. . 137,700 93.5 128, 800 42,600 96.9 41,300 41,400 91.5 37,900 53,700 92.4 43,600 
South Dakota... . 150, 600 91.4 137,700 51,700 95.7 49,500 43,900 89.1 39,100 55,000 89.3 49,100 
ST RS 350, 800 91.6 321,200 164, 200 95.8 157,300 84,700 99.7 76,000 101 ,900 98.3 87,900 
Kansas... 523, 800 90.6 474,500 259 , 400 94.5 245 , 200 128,100 89.5 114,600 136,300 84.2 114,700 
SOUTH ATLANTIC. a (4,731,000) (80.9) (3,829,000) | (2,286,000) (89.0) (2,034,000) | (1,272,000) (80.3) (1,021,000) | (1,173,000) (66.0) (774,000) 
Delaware...... 81,000 92.6 75,000 44,000 95.5 42,000 25,000 92.0 23,000 12,000 83.3 10,000 
Maryland 563 , 000 93.3 525, 000 355,000 96.3 342,000 150, 000 90.7 136,000 58,000 81.0 47,000 
District of Columbia 234,000 96.2 225,000 234,000 96.2 225,000 | .......... Se ey ee SP Ree Secor) Ny aceee 
Virginia 724,000 81.4 589 , 000 318,000 90.6 288 000 199,000 | 80.4 160,000 207,000 68.1 141,000 
West Virginia. .... 451,000 85.8 387,000 162,000 93.8 152 299 192,000 | 84.9 163.000 97,000 74.2 72,000 
North Carolina. . . 817,000 78.3 640, 000 303,000 | 88.8 263 ,000 221,000 | 80.5 178,000 233,000 67.5 199,008 
South Carolina... .. 455 , 000 71.2 324,000 160,000 20.6 129,000 129,000 76.0 98,000 166 , 000 58.4 97,000 
Georgia... 792, 000 72.7 576 , 000 350 , 000 81.1 284 000 177,000 74.6 132,000 285, 000 60.4 160,000 
Florida........ 614,000 79.5 488,000 360 , 000 85.8 309 000 179,000 73.2 131,000 75,000 64.0 48,000 
EAST SOUTH CENTRAL... (2,718,000) (75.1) (2,040,000) | (1,116,000) (85.3) (952,000) (589,000) (76.1 (448,000) | (1,013,000) (63.2) (640, 000) 
ST Mere oe eer 688, 000 81.0 557,000 286 , 000 90.9 280 000 172,000 79.7 137,000 230,000 69 6 160, 000 
III 565 isscsccgusaseesereancs 770,000 79.2 610,000 353, 000 87.3 308 000 159,000 79.2 126,000 258, 000 68.2 176,000 
eo a Na aie cedpeade 719,000 71.6 515,000 298,000 82.2 245 000 164,000 72.6 119,000 257,000 58.8 151,000 
Mississippi... . 541,000 66.2 368,000 179,000 77.7 139 000 94,000 70.2 66,000 288, 000 87.1 153,000 
WEST SOUTH CENTRAL.................... (3,855,000) (78.8) (2,803,000) | (1,751,000) (86.9) (1,622,000) (764,000) (76.8) (887,000) | (1,040,000) (66.7) (694, 000) 
Arkansas........ siveusten keceanathaas 487 , 000 72.5 353 , 000 167,000 83.8 140 000 106,000 72.6 77,000 214,000 63.6 136,000 
1 NESS SEEM ry ee eRe 651 ,000 73.4 478, 000 328,000 83.7 273,000 146,000 71.2 104, 000 178,000 56.4 101,000 
Een Date aan 571,000 82.7 472,000 274,000 90.5 248,000 127,000 78.7 100, 000 170,000 72.9 124,000 
Texas....... 1,846,000 81.3 1,500,000 984 000 87.5 961 000 385,000 79.5 306,000 477,000 69.8 333,000 
Re od od (1,211,000) 88.9) (1,077,000) (606 , 000) (93.9) (569 , 000) (362,000) (85.6) (310,000) (243,000) (81.5) (198, 000) 
Ere se arene 148, 400 92.3 137,000 67,600 95.1 64,300 44,400 90.8 40,300 36,400 29.0 32,400 
SEE REE ae 141,700 92.4 131,000 59 900 95.2 57,000 39,500 90.6 35,800 42,300 90.3 38,200 
EES ee ere 73,100 91.4 66, 800 32,700 95.4 31,200 23,100 90.0 20,800 17,300 85.5 14,900 
Colorado. . ca 332, 100 91.4 303, 600 196 , 400 95.3 187,200 78,900 6.8 68,500 56,800 44.3 47,900 
New Mexico.................. 133,400 73.5 98,000 56,000 83.9 47,000 42,600 68.8 23,300 34,800 62.4 21,700 
ee ode. xtc inatens 168 , 800 82.4 139, 900 70,800 2.8 63,600 69,700 81.6 56,900 29,300 8.2 19,400 
Utah... 166 , 700 95.9 159, 800 102,800 97.4 100, 100 42,800 94.2 40,300 21,100 91.9 19,400 
Nevada...... 45,800 a9 3 40,900 19,800 93.9 18,600 21,000 96.2 18, 100 5,000 4.0 4,200 
PACIFIC......... (3,883, 000) (95.5) (3,689,000) | (2,711,000) (96.9) (2,628, 000) (787 ,000) (92.9) (731,000) (365,000) (90.4) (330,000) 
NN os indesivasaseweixeds 667,000 94.5 630, 000 397,000 95.7 380,000 173,000 93.1 161 ,000 97,000 91.8 99,000 
Oregon. ...... 412,000 93.7 386.000 227,000 96.0 218,000 111,000 91.9 102,000 74.000 99.2 66, 000 
I le ccs dee xelawadaidaseled 2,784,000 96.0 2,673,000 2,087 ,000 97.3 2,030,000 603,000 93.0 468,000 194,000 90.2 175,000 
UNITED STATES TOTAL.................... 37,600,000 90.4 33,998,000 | 23,748,000 95.2 22,587 ,000 7,533,000 87.4 6,586,000 6,319,000 78.2 4,815,000 
(Teken from “Radio Families—U. S. A. 1946, published by the Broadcast M nt Bureau, Inc., New York,N.Y.) 
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Present Use and 1947 Market Base 














Radio Receivers 





RADIO SATURATION, JANUARY 1, 1947 










































































PERCENTAGE NUMBER OF 
OF HOMES HOMES 
WITH WITH 


APPLIANCES 


91.5 28,365,000 
21,440,000 


Refrigerators 


Washers (Electric) 
Washers (Gas Engine) .... 


18,768,000 
1,079,000 


17,275,000 


Toasters 


15,130,000 
3,119,000 


Cleaners (Floor) 
Cleaners (Hand) 


Coffee Makers 11,600,000 


4,027,000 


2,059,000 


PERCENTAGE NUMBER OF PERCENTAGE NUMBER OF 
OF HOMES OMES OFHOMES HOMES — 
WITH | WITH WITHOUT 
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PERCENTAGE 
4 HOMES 
ITHOUT 


NUMBER OF 
HOMES 
WITHOUT 


APPLIANCES 


8.5 2,650,000 


30.9 9,575,000 Refrigerators 


39.5 12,247,000 Washers (Electric) 


443 13,740,000 Toasters 


51.2 15,885,000 
89.9 27,896,000 


Cleaners (Floor) 
Cleaners (Hand) 


62.6 19,415,000 Coffee Makers 


~~ 


87.0 26,988,000 
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The DEALER'S 
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Of the 4,263,000 commercial electric meters in the country, not more than 12 percent of their lighting has 


as yet been converted to fluorescent. Surveys indicate 22 percent of the establishments expect to install new 
or additional fluorescent lighting, with 146 percent still undecided — which points up a tremendous market 


potential for the aggressive dealer. 


now is 
geared for a big year. The 
dealers’ cut in this 
lighting business will hit a new all 


HE lighting industry 


electrical 


time peak. 

Indicative of highly profitable busi- 
ness on the retail-dealer front are the 
following : 


1) Total industry 
conventional lighting equipment—item 
by item, except for large incandescent 
bulbs—will exceed that recorded in 
any past year, with the major portion 
of the production increases in most 
items specifically earmarked for sales 
in the markets considered most import- 
ant to the electrical dealer. 

2) Volume production is well un- 
derway on some comparatively new 
products already having consumer 
acceptance on a narrow sales base, and 
volume production has started on some 
newer products for which manufac- 
immediate consumer 


production of 


turers toresee 
acceptance 

3) The industry today is alert to 
the imperative need of aggressive mer- 
chandising. 

+) Other important factors include: 


the steady rise in lighting standards in 
residential and commercial fields—the 
two markets of most concern to the 
average retail dealer; the wave of 
modernization sweeping through both 


these markets; the 
sockets still in 
upply of extra 
fluorescent 


number of empty 
existence, plus the 
meager incandescent 
tubes in con- 
markets; the 
mushrooming replacement business ih 


bulbs and 
sumers’ hands in these 
the fluorescent divisions of these mar- 
kets; the promise of new home build- 
ing, and the extension of electricity to 


many existing homes; and accelerated 
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research, bringing new 


lighting applications. 


engineering 


The Net Result 


All this adds up to a new high in 
total sales of lighting equipment for 
1947, with the electrical dealer in the 
key position to cut in for far the largest 
share, dollarwise, in his history. 

This represents the considered 
opinion of B. K. Wickstrum, sales 
manager of the Lighting Division of 
Sylvania Electric Products Inc., as 
expressed in an interview covering the 
dealer’s stake in the total lighting 
market this year. The accompanying 
industry tabulations of sales, (see first 
column, page 50) were prepared by 
Sylvania Electric. In each case the 
forecast of sales for this year is based 


NA a NS A —— LASS an a. a, waa fn - a”, 





Te ee, 





upon good business conditions, with 
the Federal Reserve Board index at a 
level of 187, and about 55,000,000 
employed. Last year’s totals are esti- 
mated. 

Accompanying this tabulation, Syl- 
vania notes state: 1932-1937 incandes- 
cent bulb figures from ELectrIcaL 
MERCHANDISING; 1938-1942 figures 
from ELectrRIcCAL MERCHANDISING 
after subtraction for fluorescent tubes 
included in original figures given; and 
1943-1944 figures from Government 
sources after checking with ELectri- 
CAL MERCHANDISING. 

While, as against the forecast for 
this year, this tabulation affirms a 
higher retail value in two other years, 
1944 and 1945, both by a moderate 
amount, retail dealers might do well 





Products, Inc. 





EXPANDING STAKE in 


“TODAY'S 


With the emphasis now on residential and 
commercial lighting—the electrical deal- 


markets—and production 


geared to reach new peaks, the industry 
today is alert to the need of aggressive 
merchandising ... Here's the over-all pic- 
ture for this year, as seen by B. K. Wick- 
strum, sales manager of Sylvania Electric 


By LANSDELL ANDERSON 


to withhold final judgment on their 
personal profit prospects on this item 
for this year until they have studied 
the breakdown of this tabulation by 
separate markets, as detailed later in 
this review-forecast article. 

The figures for fluorescent tubes for 
1938-1942 in the table on page 50 rep- 
resent Sylvania Electric’s sales re- 
search estimates; and 1943-1945 are 
based on Government figures. 

On this item the forecast total of 
sales for the year, considered entirely 
alone, should be sufficient to interest 
retailers. If so, the breakdown of 
this tabulation given on page 192 will 
materially heighten that interest. 

1939-1945 fluorescent fixture figures 
are Sylvania Electric’s sales research 
estimates. 
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The important point to note in this 
tabulation is that the total dollar vol- 
ume forecasted on this item for this 
year is more than 18 percent higher 
than last, year and more than 50 per- 
cent above the total for 1941, the last 
full pre-war year of business. 

The Dealer's Share 

Before proceeding to a _ further 
analysis of the electrical dealer’s stake 
dollarwise in the industry through a 
breakdown by markets of the tabula- 
tions on page 50 over several compara- 
tive years; a glance at some pertinent 
survey results establishing the dealer’s 
relative position in these particular 
markets is in order. First, however, 
so we all will be talking the same 
lighting language, at least so far as 
this one article is concerned, it is 
necessary to agree on terminology. 
The word “lamps,” for instance, with- 
in the industry is used to denote many 
varied items. Herein, therefore: 
“bulbs” are large incandescent bulbs, 
often otherwise called lamps; “tubes” 
mean fluorescent tubes, also often 
called lamps, to the utter confusion 
of the average consumer who, accord- 
ing to actual surveys, prefers “bulbs” 
and “tubes.” And “lamps” herein 
embraces the various types such as 
portable, table, floor, etc., as differen- 
tiated from “fixtures” which are con- 
sidered as being permanent, rather 
than portable. 

Now, as for the dealer’s relative 
position in the commercial market, a 
survey of this field shows: 

Of all fluorescent users interviewed, 
fixtures were purchased from various 
sources as follows: 
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This streamlined kitchen features perimeter lighting, combining direct and indirect fluorescent lightina which creates a cheerful, 
cool effect with a high level of illumination while avoiding brightness contrasts. Tubes recessed in the bottom of cabinets add to 


the direct lighting on work surfaces, and also illuminate the interiors of the cabinets. 


From Percent placed by this survey in retail outlets. 
Electrical wholesaler.......... 30 These retailers are listed as buying 
Electrical retailer............. 27 their bulbs and tubes as follows: 


"aw ew, OC ee we ee ee ee ee ee et et ee eC ee ee eC Ce ee a. 
lat ln ln ll ll lin Ll Ai ll, lit lA lt ll lB My il 


Electrical contractor........... 27 


Of the 4,263,000 commercial electric BUYING HABITS OF RETAILERS 


meters in the country, 1,770,000 are From Bulbs Tubes 
Electrical wholesalers... 9.2% 20.1% 
Electrical stores........ 21.6 27.4 
Hardware stores........ 15.6 9.8 
Electrical contractors.... .... 45 
Public utility....:..... 3.4 3.5 


The. balance are purchased from 
other types of wholesale outlets, drug 
stores, grocery stores, etc., or the 
bulbs and tubes are supplied to branch 
retail outlets through main offices, etc. 

Service establishments, consisting 
of barber shops, beauty parlors, auto 
repair shops, shoe repair shops, clean- 
ing and dyeing shops and plants, etc., 


£-— 


Illustrating a brand new specialty bulb, a 
reflector bulb which provides both direct 
and indirect lighting without, the use of a 
separate bulky diffusing bowl. As shown 
here, adaptors also are available for quick, 
easy conversion of existing portable lamps 
for this new bulb. It combines ideally with 
the circular fluorescent tube. 









ELECTRICAL MERCHANDISING—JANUARY 1, 1947 


with a total of 646,000 meters, repre- 
sent another big sector of this com- 
mercial field. They buy as follows: 


THE SERVICE ESTABLISHMENTS 


From Bulbs Tubes 
Electrical wholesalers. . . 71% 140% 
Electrical stores........ 17.9 33.4 
Hardware stores........ 15.5 12.0 
Public utility.......... 5.6 2.5 
Electrical contractors.... .... 3.7 
The wholesalers, with 200,000 


meters, comprise a small sector of this 
market; and then there are 1,647,000 
meters listed as miscellaneous, consist- 
ing mainly of 260,000 schools, 249,887 
churches, 120,000 railroad terminals, 
100,000 public buildings, 94,740 execu- 
tive offices in large cities, approxi-+- 
mately 50,000 each lawyers, doctors, 
dentists, and insurance and/or real 
estate, plus lesser numbers of such 
others as hotels, banks, hospitals, etc. 
Together, this represents the great un- 
exploited sector of the commercial mar- 
ket, so far as bulbs, tubes, fixtures, and 
additional wiring is concerned. What 
are the buying habits of this group? 
Here’s the survey score: 
(Continued on next page) 
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REVIEW AND FORECAST OF INCANDES- 
CENT AND FLUORESCENT LAMP SALES 
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LARGE INCANDESCENT BULBS 


Quantity 
334,600,000 
339,400,000 
379,700,000 

413,000,000 
462,500,000 
506,700,000 
486,200,000 
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Total Retail Value ~ 
$93,119,000 * 
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The general lighting scheme in this new living room permits one group of people 
to enjoy a television show while others in the same room, employing table and 











Sales of the heat lamp no longer are limited 
to aching-back patients. The dealer can 
sell this specialty for a number of everyday 
uses, such as defrosting a refrigerator, heat- 
ing a bathroom, warming up a cold motor, 
drying paint (as illustrated here) or small 
personal clothing effects, plus a score of 
other uses—which adds up to a big market. 


The new fluorescent wall bracket fixture is a 
compact unit which can be sold for use in 
many places in the home, as well as in the 
commercial field. 





MISCELLANEOUS COMMERCIAL 


From Bulbs = Tubes 
Electrical wholesalers... 21.1% 25.7% 
Electrical stores........ 16.9 28.6 
Hardware stores........ 12.4 9.3 
Public utility.......... 6.0 6.3 
Electrical contractors.... 1.5 3.4 


The balance are purchased from 
other types of wholesale and retail out- 
lets, or supplied by main office, utility, 
building janitor, etc. In any event, 
the electrical dealer’s position in the 
commercial field is clearly established 
by these figures. In the residential 
market, Sylvania surveys reveal these 
facts: 
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THE RESIDENTIAL MARKET 


From Bulbs 
Hardware stores.............. 19% 
PMID. 5 noc so sinnscawe's 17 
Electrical stores.............. 13 


The balance are purchased from such 
outlets as grocery stores, drug stores, 
and variety stores. While the elec- 
trical dealer’s position appears none 





too strong in this particular depart- 
ment, it is of interest to note that the 
survey determined that about half of 
the people in the higher income groups 
patronize public utilities, hardware and 
electric stores for their bulb pur- 
chases—and these well may be the 
people the dealer values most. 

In the fluorescent division of the 
residential market: the electrical dealer 
shows to good advantage. In tube 
sales he leads the public utility by a 
3-to-1 ratio, he leads the hardware 
store by nearly a 5-to-1 ratio, and the 
electrical contractor by slightly more. 
In fluorescent fixture sales in this mar- 
ket he again is far ahead of the com- 
petitive field, with the picture about as 
follows : 
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Floor lamps, may enjoy perfect illumination. 


For television under darkened con- 


ditions, black light units make specially treated carpet glow around edges of room. 


RESIDENTIAL FLUORESCENT 


FIXTURES 
From Percent 
Electrical stores........... 40.7 
Electrical contractors........ 7.0 
Hardware stores.............. 6.0 
Department stores............ 5.6 
Others: mail order, utility, gro- 


cery, furniture, etc.......... 10.9 


In the industrial and government 
markets, the dealer’s cut, at best, is 
distinctly small change. In these two 
markets he may at most come in for 
a minor share of the replacement busi- 
ness. Viewed in the light of the sur- 
vey results showing his _ strong 
standing in the commercial and resi- 
dential markets, however, a_ close 
analysis of the breakdowns of the in- 
dustry tabulations make _ especially 
vood reading because the trends are 





When used as a utility light, this portable 
fluorescent light will prove a great boon 
to the housewife, and it makes an excellent 
trouble light when the man of the house gets 
@ call similar to that shown here. 


Placed on a bedside table, this new nursery 
lamp employs a four-watt fluorescent tube 
which can be burned ten hours a night for a 
month at a cost of about two cents. 


found to be sharply upward for most 
items in these two latter markets. 
The industrial market is defined by 
Sylvania as including sales to manu- 
facturing establishments, railways, 
central stations, street lighting, politi- 
cal bodies; the commercial market in- 
cludes sales for use in stores, offices, 
service establishments, etc.; and the 
special market includes germicidal, 
refrigerator, home freezer, etc.; with 
the residential market consisting of 
sales solely to homes, and the govern- 
ment market including sales to national 
government agencies. Comparison is 
made with sales in 1941, as well as 
1946, because many dealers prefer to 
balance their business prospects today 
against their last good pre-war year, 
which, for a number of.them, so far as 
their total sales in all lines carried was 
concerned, was an all-time peak year. 
Hitting the residential and commer- 
cial markets, the dealer this year can 
anticipate about the same business in 
bulbs as last year, or about 25 per- 
cent more than he did on this item in 
1941. (See tabulation on page 192.) 
The dealer making a play for the 
fluorescent tube market can anticipate 
a 40 percent increase in sales this year 
as against last, or more than three 
(Continued on page 192) 
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A quick picture of the dealer's principal markets —Resi- 
dential and Commercial—for large incandescent bulbs, 
flourescent tubes, and fluorescent fixtures, as forecast 
for this year and compared with 1946 and 1941. Totals 


The Dealer's Expanding Stake in the 
LIGHTING MARKETS 


represent value at retail. 
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$102,480,000 
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The FARM. 
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ees Electrification Job 


to be Finis 


President of Edison Electric Institute 


Believes that 5 Million Farms out of 
Total of 5,400,400 Can Have Electricity 


Within Two years. 


Progressive dairy farmers today would not attempt to get along without a milk cooler 
—one of the first large appliances purchased after electrification. 
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ITH the long-awaited goal of 
rural electrification becoming 
a reality, the appliance in- 
dustry is turning to the job of getting 
electric power efficiently applied to as 
many farms jobs as possible. 

Grover C. Neff, president of the 
Edison Electric Institute, says that 
approximately 5,000,000 farms will be 
either using electric service or located 
within one-quarter mile from an elec- 
tric line by December 31, 1948. At 
that time there will be perhaps 5,400,- 
000 occupied farms, a probable de- 
crease from a present census figure of 
5,950,000. This will mean that the 
job of building lines into unserved 
territory should then be practically 
complete. Remaining scattered farms 
will likely have their own home gen- 
erating plants. 

With the constantly increasing cost 
of labor, and shortage of manpower, 
the farmer during the war has been 
forced to rely more and more on 
machinery and automatic equipment. 
In field work particularly remakable 
progress has been made, and the coun- 
try dweller has been attuned to the 
use of machinery. 


The Farmers’, the Utilities’ and the 
Dealers’ Jobs 


It is around the farm buildings that 
the farmer is still doing many things 
by hand in very much the same way as 
they were done 25 years ago. In these 
jobs, electricity, working through auto- 
matic equipment, can be of great help 
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hed by 48.. Neff 


WW 


to the farmers in carrying on their 
work. 

It is in the promotional and educa- 
tional fields that the utilities of the 
country can do much that the retail 
dealer cannot do. Always the dealer 
is beset by immediate costs. If he 
spends so much money for gasoline 
running out in the country, he must 
quickly count on immediate returns. 
Always the-dealer wonders how much 
travel he can afford per dollar of sales. 

In its ability to do an education job 
without totting up every penny of cost, 
the utility excels. 

Fitted for this effort especially are 
the members of the Edison Electric 
Institute, consisting of electric com- 
panies serving about two thirds of all 
electric customers in the United States. 

The Institute’s activities are built 
around its 50 committees, which are 
composed of 600 representatives of 
member companies. These committees 
have been organized to cover almost 
every phase of the utility business—act 
as media for exchange of information, 
promote standards and uniform prac- 
tices in equipment and methods, and 
continually make studies and investi- 
gations to improve operating practice 
in their specific fields. 

Three jobs being done by the Insti- 
tute stand out: 

Sales promotion — industry wide 
sales programs, sponsored by the In- 
stitute in cooperation with other or- 
ganizations and trade associations, 
unite all branches of the electrical in- 
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Indiana farm boy who made good—Grover 
Neff, president of Edison Electric Institute. 


HORES are the botileneck in the farming 
business, declares Grover C. Neff, president 
of the Wisconsin Power and Light Co. and of the 
Edison Electric Institute. ‘‘They consume a great 
deal of the farmer's time and limit the amount 


of land he can take care of. If we can, by let- 
ting electricity do the work, cut this time 25 to 
50 percent we can permit the farmer to operate 
the same amount of land, with more leisure 
time.” 

Mr. Neff feels the problem is going to be 
solved by the use of smaller appliances that 
can be run longer hours. 

When the tractor first appeared on the horizon, 
it was as big as a house and few farmers could 
afford it. Then came the appreciation that it 
was a small tractor that the farmer needed and 
the machine was scaled down. In the same 
way smaller units can do the work and will not 
be so great a load on the line. 

The attention of Mr. Neff was attracted to Prof. 
F. W. Duffee of the University of Wisconsin who 
several years back perfected a small 1 hp. ham- 
mermill for grinding feed when 8 to 10 hp. was 
common. Professor Duffee has long been aware 
of those chore bottlenecks and a couple of years 
ago the Wisconsin Utilities Association put up 
money for a 160-acre farm near Madison to give 
the farm engineers something to play with. This 
fund for the farm is going to run over a five- 
year period with some seven experts working 
on the job. 

The Duffee idea seems to be one of attacking 
the problem in much the same way as kitchen 
modernization is accomplished. He believes in 
devices that can be started operating and which 
will set free the farmer for other chores. 

For example, there are on the market devices 


E.E.I. PRESIDENT WATCHING STUDY ON FARM CHORES 


that will unload a silo, formerly a slow back- 
breaking task. One machine works from the 
top down, cutting down the quantity of silage 
1 or 2 in., as the case may be. Set the lever 
one or two notches, push a button as on an 
automatic toaster, and the job is done. 

“It isn't all as simple as it may seem,” said 
Mr. Duffee. “Several years ago Harley Earl 
near Whitewater put in a 7% hp. hammermill 
at a cost of $130. He put a meter on his motor 
to see what the electric consumption was and 
discovered that he was saving annually $110 
over custom grinding. This outfit has been run- 
ning for 11 years, and has brought him $1,210 
in savings. One would think that farmers would 
go after this sort of a proposition in swarms. 
The catch has been in the fact that farmers know 
that feeding ground feed alone to cattle is not 
good practice. Other ingredients such+as min- 
erals and gluten are necessary, and because 
they didn’t have the components for a complete 
mixture they didn’t copy the Harley Earl 
example. 

F. W. Duffee is an advocate of using air to 
blow things about a barn as well as the employ- 
ment of machinery that need not be watched. 
He foresees equipment that will run long hours 
and shut itself off, and jobs that can be going 
on simultaneously. 

Telling this much of the story is merely the 
advance on a tale that can best be reported a 
couple of years hence. But it gives a hint at 
which way utility planning is heading. 





dustry in creating acceptance of new 
appliances and greater demand for 
electric service. By increasing use of 
electricity, these programs directly 
help individual companies in maintain- 
ing earnings and accelerating rate re- 
ductions, 

Research — investigations, studies 
and findings of the Institute’s technical __ its. 
committees which cover all phases of 
accounting and engineering work, 
have been made available to the in- 
dustry and to the electrical manufac- 
turers, and have been a powerful force 
in bringing about continued progress 
in the design, production and use of all 
types of electrical equipment. 

Information dissemination—the In- 
stitute collects, compiles and publishes 
information on the operations of the 
industry. The public, business in 
general as well as the utility industry 
itself demand adequate, up-to-date in- 
formation on the activities of the in- 
dustry as a whole which are vital to 
the welfare of the nation. 


Utilities Need More Farm Men 


Each utility is going to need men 
who understand farming in the future, 
says President Neff, and the applica- 
tion of electricity to farm operation. 
They will need men who can talk to 
country people and explain to them the 
advantages of applying electricity to 
their particular farm activities. 

“It seems to me that it requires, as 
a minimum, one man of this type for 
each 1,000 farm customers.” 


Mr. Neff goes on to say that utilities 
have authorized the spending of large 
sums of money to build electric dis- 
tribution lines in rural areas. 
new customers along these lines lack 
knowledge of the methods in which 
electricity can be applied to farming, to 
save time and labor, and increase prof- 
The need now, he says, is for 
trained men who can show the farmer 





Grinding feed the electrical way is a great labor saver—and time 
means as much in dollars to the farmer as to any other business man. 
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But the 


employ it. 


the value of electrical farm equipment 
as applied to every-day farm jobs. 

To get farmers to use large amounts 
of electricity takes selling. They must 
realize it is to their own advantage to 
E. C. Hathaway of the 
Central Vermont Public Service Cor- 
poration tells of cases where customers 
in the country used electricity very 
sparingly, even to the extent of watch- 


ing the meter daily until they had 
used up the minimum charge—then 
they shut it off until the meter was 
ready again the following month. 

This point of view is disappearing. 

Already a start is being made in a 
new direction. Under men_ like 
Herman Gallagher of Consumers 
Power Co., Jackson, Mich.; R. S. 

(Continued on page 56) 
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Two men, using an electric hoist, can fill the hay mow faster than 
four men could do the job—which means more profit. 
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The FARM 
MARKET 


CONTINUED 












:  _s of REA 
AN Market For The SMALL 


Rural customers are connected; but some- 
body will have to sell them on how to use 
electricity profitably, with less waste 





The home freezer is a productive instrument. It helps get a premium for produce. 
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the tailboard of your truck at 

every mailbox along the REA 
line,” one of the officers of an early 
co-op said back in 1935. 

The scene was the start of the 
Rural Electrification Administration. 
Following the William Jennings 
Bryan theme of “A _ million men 
springing to arms overnight,” the 
early thought was to electrify the 
farm in the twinkling of an eye. 

A grumpy group of men returned 
from that mission on this early pro- 
ject. Not one farmer out of ten had 
wanted a water supplier. He was 
apparently satisfied to continue shak- 
ing hands with his pump. Some little 
25-watt light bulbs and a radio were 
enough. It began to look as if the 
co-op would collect nothing but mini- 
mum bills from its customers. 

“What’s wrong with those birds?” 
asked one member. “Why is it they 
would rather pump water than spend 
a few nickels?” 


\ OU can drop a water pump off 


Farmers Not Ready to Buy 


The answer was, of course, that the 
farmers were not ready to buy. In 
the first place, they had just paid 
around a hundred dollars for their 
wiring (it would be more than twice as 
much now), and they had not yet 
learned how much electricity could do 
for them. Nor had the use of electrical 
appliances been made part of their 
lives. This last is hard for city 
people to understand, and is the basic 
fact in regard to the farm market. 
Central stations had been working on 
the city dweller since 1905, educating 
him, teaching him, and gradually lead- 
ing him into dependence on electrical 
equipment. The same drama was 
about to be reenacted on the farm, 


although few were aware of it. 

That factor is why rural trade af- 
fords a market that some people be- 
lieve should be cultivated even be- 
yond city trade. Whereas the urban 
dweller is pretty well stocked with 
equipment now and buys largely for 
replacement (unless something brand 
new is offered), the farmer, like the 
newly-wed, is setting up housekeeping 
from the electrical viewpoint right 
from scratch. He is not a one-time 
customer, and the farm customer a 
dealer makes today will be a cus- 
tomer two years or ten years from now. 

REA lends money to local groups. 
mostly co-ops, to build lines. So far 
about a thousand of these local borrow- 
ers are- in existence; most of the 
older ones are million-dollar busi- 
nesses; the prophecies that they were 
political setups which would go broke 
have not panned out. These local 
co-ops run their own business. So 
long as they pay their bills, REA 
doesn’t have any power over them 
But like any debtor to any banker. 
the co-ops listen carefully when REA 
makes a recommendation. 

The program developed faster than 
anybody expected, so some of the 
older co-ops are embarrassed by power 
shortages and low voltages at the end 
of the lines. Correction of this situ- 
ation is REA’s first job and one which 
it intends to tackle; it is waiting for 
materials. 


R. E. A.’s Future Problems 


But as REA men gaze into their 
crystal ball in Washington, they sce 
two problems for the future: 


(1) Building new lines into unserved areas. 
There still are about 5,000,000 farms and 
rural homes without electric service, but so 
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Pig brooders were all home made before manufacturers started producing them. 


far as farms alone are concerned the half- 
way point was passed in 1946. 

(2) Helping farmers to learn how to use 
power. This, to REA's way of thinking, must 
involve awakening dealer interest in the 
farm market. This awakening should take 
the form of considering the rural market as 
continuing and expanding in magnitude, 
opportunity and responsibility. | Farmers 
need equipment to use electricity benefi- 
cially, which is after all the final goal of 
REA, and dealers will have to provide it. 


To a considerable extent, selling the 
farmer calls for missionary work. The 
salesman must know both his elec- 
trical wares and his farm needs. He 
must be able to talk shop in the farm- 
er’s language. Now this sounds rather 
obvious but only a_ very slender 
minority of dealers have thought 
enough of the lush rural trade to open 
a farm department and put a special 
man in charge of it who knows how to 
talk and sell to farmers. 


Put on a Special Farm Man 


The distributor’s position is almost 
equally as weak as the retailer’s. He 
has not in many cases put a man on his 
staff who specializes on the rural 
market. The distributor fights to get 
the best retail store in the town, the 
best banker, but passes up the rural 
market as something that can be taken 
for granted. It cannot be said, how- 
ever, that Westinghouse, General 
Electric and International Harvester 
are not aware of rural possibilities. 
In fact, International Harvester is de- 
veloping a complete line of electrical 
products for farmers. Its dealers have 
sold machinery in the past and it is 
felt they can come naturally into this 
market. (They have heard only too 
well the prediction by the Air Con- 
ditioning and Refrigeration Machinery 
Association that there is a rural market 
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for 67,000 home freezers from 20 to 
25 ft.) 


Dreaming Up Appliances 


To get electrical equipment out on 


farms, first somebody has to dream . 


them up, then somebody has to make 
them, and finally somebody has to sell 
them. 

REA itself does some of the dream- 
ing up—through men like Joe Schaen- 
zer, who figures out simplifications 
in putting a motor to a corn sheller 
or a sickle grinder, new egg coolers, 
and what not. 

But most of the REA effort in this 
line goes to getting other agencies to 
do this research. Another branch of 
the Agriculture Department (where 
REA was moved in 1939), the Agri- 
cultural Research Administration, is 
doing a considerable amount of this 
work, and almost all the state agricul- 
tural schools have an electrification 
engineer. 

What REA likes to do is to develop 

(Continued on page 57) 
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In milk production especially electrification makes a great labor saving. 




















































































An 8 cu. ft. refrigerator is worth $100 a 
year to a farm family. 
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All over the country co-ops like this are 
eager to get dealers to help them. 
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Farm Electrification Job 
to be Finished by “48... Neff 


Continued from page 53 


cae £ | 


Strike, Mississippi Power & Light Co., 
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Current Consumption 
Growing on Farms 


\ € at the book show that con 
imptic urrent in rural areas is 
steadily ncreasing For 1944 the 
EET states that 1,461 kw-hr. per cus 
nner wer nsumed, with an average 
bill of around $54.50 Chis is better 
than what was done in 1934 when 811 


kw-hr. per customer were used with 
an annual bill of $49.63 Sut it is a 
drop in the bucket when you consider 
the farm as a manufacturing proposi 
tion rather than a home. 


\t an EEI sales conference in 
Chicago in 1944, W. H. Sammis, presi- 
dent of the Ohio Edison Company, 


stated that an annual use of $75 worth 
of electricity was required. G. C. 
Neff, president of the Wisconsin 
Power & Light Company, declared that 
consumption of 3,600 kw.-hr. per farm 
would provide a fair return to the 
utility. 

Delivery of this energy must in 
creasingly grow more dependable 

“The farmer is dealing with life 
processes which cannot wait,” declares 
George W Kable, editor of Electricit 
on the Farm. “lf the brooder element 
burns out the chicks will die, or pile 
up and smother. If the milker stops, 
the cow must be milked by hand—right 
now. If the hen house lights fail the 
hirds may go into a moult and be off 
production for the season. If the 
freezer compressor stops, the year’s 
food supply is spoiled. The farmer 
is no expert electrician or mechanic, 
but his equipment to be satisfactory 

: oat 


must be such that he can care for it 


ind keep it running.” 


Power That Produces Dollars 


Many farms that have long been 
connected to power lines still do not 
use electri equipment that would 
he extre y pl At ible te the farmer 
One expert suggests the reason ma 
lie in the utility’s standards of measur- 


ing results in terms of kilowatt-hours. 

[t is better, he suggests, to work on 
a basis of increasing farm income and 
improving farming and living stand 
rds, which naturally result in in 
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revenue for the utility The 
ver companies that are doing tl 
e found it so effective that the top 
utives of the companies are now 
nking in terms of improving the 
iness through a general increase 
the standards of living and produc- 
t the people in the community. 
arm management takes into consid 
tion many small items that may 
trivial to the appliance industry, 
are important to the farmer. It 
been known that removing the 
ipper mandible of a bird’s beak pre- 
ents feather picking, cannibalism and 
Cutting off the 
end of the beak often caused the bird 
to bleed to death. Burning it off elec- 
trically overcame these drawbacks. 
For birds kept in close contact, the 
electrical de-beaker, something that a 
city man would never dream of, has 
its place. 


some feed wastage. 


Che hottest job on the farm is pitch- 
ing hay in the mow. Hay formerly 
was left to cure in the field until the 
sun dried it out and burned its green 
color to an unappetizing gray. Today 
farm experts have rigged up a fan and 
duct system in the hay mow and 
“finish” the hay by a blast of air which 
tikes out the moisture and yet leaves 
the hay with an appetizing color and 
plenty of vitamins. Hay can become 
No. 1 quality under this treatment 
where it used to be No. 3. Raising its 
value and doing the job this way pays 
off both the farmer and the utility. 

To do these unusual jobs on the 
farm is going to take a lot of equip- 
ment not ordinarily found in appliance 
stores. Roy Robertson of the Eastern 
Kentucky Power & Light Company, 
stated there were 20 items of equip- 
ment which were not in stock or in 
display in the seven counties this 
utility serves. He includes such things 
as motors, blowers for hay dryers, soil 
heating cable, utensil sterilizers, irri- 
gation equipment, hay hoists, and com- 
plete stocks of house wiring mate- 


rials, 
It's Taken a Long, Leng Time 


With half of the nation’s farms esti- 
mated to be electrified at this moment, 
i look back will reveal that this con- 
lition was a long way in coming. 
rom the day when Thomas A. Edison 
opened his first central station in New 
York in 1882, utility men have 
grappled with the formidable problem 
distributing electricity in sparsely 
In the West 
where there was a great deal of irriga- 
tion, naturally rural electrification 
spread first, for purposes of water 
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populated rural areas. 












The first purchase after electricity reaches the farm almost invariably is an electric 
water system. 


pumping. The Committee on the Re- 


lation of Electricity to Agriculture 
showed in 1923 that there were 177,561 
electrified farms. 

What is not generally appreciated is 
the amount of money that has been 
spent by private industries toward the 
development of the science that made 
farm electrification possible. The 
Committee on the Relation of Elec- 
tricity to Agriculture is said to have 
invested $1,000,000 in research and 
experimental work on farm electrifica- 
tion projects. Extensive loans of 
equipment have been made by 226 
manufacturers and the services of 
many agricultural school laboratories 
can also be valued at thousands of dol- 
lars. Frankly, the pioneers had to use 
the by-gosh and by-gorry method to 
find out what the possibilities were. 
More than 30 years ago the General 
Electric Company ran tests to reveal 
that 4,000 bushels of corn could be 
ground for $160 instead of $308, if 
the electric power was used to grind 
the corn at the barn instead of hauling 
it to the mill two miles away. 


Demonstrations the Utilities’ Dish 


The utility has every chance to put 
on shows and demonstrations which 
are much farther-reaching than any- 
thing the dealer can produce. Demon- 
stration farms can show all kinds of 
electrical equipment at work through- 
out the country. One of the most fam- 
ous test projects in the country was set 
up near Red Wing, Minn., by the 
Northern States Power Company. It 
went back as far as 1924, and served 16 
farms. The utility learned what it 
cost to build a farm line, and what was 
the expense of operating. Seventy- 
nine manufacturers of electrical farm 
equipment loaned appliances and 
machinery, making a total expenditure 
of $75,158. This project was one of 
the pioneers and it gave the electrical 
industry records of individual equip- 
ment and complete operating data on 
the farm for a 5-year period. It was 
one of the stepping stones which made 
possible today’s over 50 percent elec- 
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trification of the country’s rural areas. 

At the present moment, the Edison 
Electric Institute is pioneering in an 
other direction—that of encouraging 
the use groups in activities that will 
familiarize them with the practical 
use of electricity on the farm and in 
the farm home. 

In a publication, “Farm Electrifi- 
cation Youth Activities,” Roy W. 
Godley, rural service manager for 
Edison Electric Institute, cites the 
example of what is being done with 
4-H clubs by the Duke Power Com- 
pany at Spartanburg, South Carolina. 
These are the activities: 


Farm equipment demonstrations in county 
encampments 

Electrical repair clinics 

Talks and demonstrations and better meth- 
ods contests 

Wiring demonstrations 

Farmstead equipment demonstrations 

Household equipment demonstrations 

Portable '/4 hp. motor demonstrations 

Farm and home lighting demonstrations. 


They are getting the crowds, too, 
over at Alabama Power Company, 
Birmingham. It was reported by E. C. 
Easter that 2,627 4-H club members 
were reached in 33 meetings and 6,424 
pupils attended the 53 meetings held 
at the Vocational Agricultural School. 

Despite the present scarcity of 
materials, the utility companies are 
continuing aggressive programs of 
line construction. It is estimated that 
a total of 600,000 farms will be con- 
nected by the industry during the 
1946-48 period, which, with those 
farms added to the lines of other power 
suppliers, will practically complete the 
job of building rural power lines. 

The big job ahead, as the industry 
sees it, will be to get electric power 
applied to as many tasks on the farm 
as will prove profitable to the farmer. 
To this end, the utilities are already 
developing research and experi: rental 
programs, in cooperation with agt! 
cultural colleges and extension per- 
sonnel, to develop new applications 0! 
electricity on the farm and improve 
present methods. 
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...A Market For The Small Town Dealer 
Continued from page 55 
an idea to the point where somebody They figured that it should have an for a load builder and usually is a proved, and working drawings been 
) else can take it over, and then help put automatic temperature control ad- perfect nuisance on the line. It can provided for literally dozens of things. 
it into practice. Take farm freezers, justable to hold the temperature of make the voltage go bobbing up and Most of them are pioneers in their 
for example. REA men early found’ the storage compartment at zero, down like a fisherman’s cork. REA field. They include a motor-toter, a 
a demand for a farm freezer. They within 2 degrees plus or minus, except had to figure out a way for farmers to stock tank water heater, a pig brooder, 
saw that it would spread the market, when sharp freezing is being done. use welders without ruining the serv- and a table which can be used for 
because a farmer’s production comes Probably not a single manufactured ice for their neighbors or driving the running a dozen appliances from the 
in bunches. A home freezer was real freezer will meet these functional co-op manager to the bughouse. same motor. 
~ economy for him. Out of the crude specifications exactly. The point is Joe Schaenzer’s associates in REA The point of all this is that these 
home-made coolers that were origin- that REA gave the manufacturers went into a brown study and came up things open up new markets for deal- 
ated has grown an understanding of something to think about. with specifications for welders which ers. Until just recently, nobody even 
the market that has won expression of Welders presented another problem. would do the work and behave like made and sold a pig brooder com- 
interest from some 500 manufacturers. Farmers can use welders very effec- gentlemen. Their recommendations mercially. But REA and the state 
as. One of the things the REA did was _ tively, especially when a vital machine cover some four pages, and are avail- colleges were able to promote enough 
jon to boil down functional specifications breaks right in the middle of harvest- able to anybody who wants them. The home made ones so that almost 1,000 
mm for home freezers and storage chests. ing. Nobody can doubt that welders REA people picked up a hot potato— counties where REA lines go had one 
ng REA worked out tests that a 20-ft. are a good thing for lots of farmers because they had to—and cooled it off. or more of them. And every home- 
se home freezer should measure up to. to have. Yet an arc welder is no good Gadgets have been devised, or im- (Continued on page 200) 
Ca 
in 
ifi- 
“4 HOW FARM WORK EQUIPMENT PAYS FOR HOME APPLIANCES 
vx Prepared by D. W. Teare, April 5, 1944 
the 
ith Column 1 2 3 4 5 6 7 8 9 10 11 
m- Monthly Monthly Cost or Down Monthly Total ap- Total 
na. unit kwhr Monthly sales pay- install- pliance Monthly Monthly Monthly 
Applications estimate total bill price ment ments investment income cost net Accruals 
FIRST-YEAR ACQUISITIONS 
nty Housewiring 30 30 $100.00 $20.00 $6.87 $100.00 $10.37 
: (a) Radio 10 40 $3.50 25.00 5.00 1.72 125.00 12.09 
“ (b) Iron 5 45 3.75 6.00 1.20 Al 161.00 12.75 
| Poultry house wiring 
Lighting (180 kwhr yr) 15 60 4.50 25.00 5.00 1.72 156.00 15.22 
Brooder (500 kwhr yr) 41% 101% 6.15 7.00 1.40 48 163.00 17.35 
Water warmer 
(100 kwhr) 84% 110 6.40 3.60 72 25 166.60 17.85 
Chickens, 250 at 12c 30.00 30.00 16.66 
2 r Feed for chicks 80.00 80.00 
a Portable motor 5 115 6.55 15.00 3.00 1.03 181.60 19.03 
C Pig brooder 12 127 6.91 3.50 Ja 25 185.10 2.00 19.64 
be *350 gal pump and 
O4 kitchen sink 60 187 8.71 75.00 15.00 1.15 260.10 8.33 22.59 
Id Totals, first year 187 8.71 370.10 162.04 13.88 260.10 26.99 22.59 4.40 52.80 
ol. , SECOND-YEAR ACQUISITIONS 
ot First-year carry-over 187 8.71 1.15 260.10 26.99 52.80 
ire Refrigerator, 8 cu ft 50 237 9.84 160.00 32.00 10.98 420.10 35.32 21.97 
ol Washing machine 5 242 9.94 75.00 15.00 5.15 495.10 35.32 27.22 
lat Dehydrator 25 267 10.44 15.00 3.00 1.03 510.10 35.32 28.75 6.57 78.84 
“6 Totals, second year 267 10.44 50.00 18.31 510.10 35.32 28.75 6.57 81.64 
se i THIRD-YEAR ACQUISITIONS 
er Second-year carry-over 267 10.44 1.15 510.10 35.32 81.64 
he Electric range 125 392 12.94 135.00 27.00 9.27 645.10 35.32 23.36 11.96 198.16 
Totals, third year 392 12.94 27.00 10.42 645.10 35.32 23.36 11.96 198.16 
we 
‘a FOURTH-YEAR ACQUISITIONS 
ne Third-year carry-over 392 12.94 1.15 645.10 35.32 198.16 
or. P Bathroom 15 407 13.24 300.00 60.00 20.60 945.10 35.32 34.99 33 142.12 
dv Totals, fourth year 407 13.24 60.00 21.75 945.10 35.32 34.99 33 142.12 
a] 
- FIFTH-YEAR ACQUISITIONS 
ve Fourth-year carry-over 407 13.24 1.15 945.10 35.32 142.12 
- Water heater 300 707 19.24 75.00 15.00 5.15 1020.10 35.32 25.54 3.78 244.48 
nM Totals, fifth year 707 19.24 15.00 6.30 1020.10 35.32 25.54 9.78 244.48 
Rate: First 40 kwhr....... $3.50 Next 120 kwhr...... 3.6L “Calculations on pump and sink are made on the basis of a 20 per cent 
i Next 40 kwhr....... 2.00 All over 120 kwhr... .02 down payment and installments over a 60-month period. 
6 
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No. Cos. 
Reporting 


137 
140 
139 
120 
126 
118 
82 
15 


N the following pages, Exec- 

TRICAL MERCHANDISING pre- 

sents a breakdown of major 
appliance markets and estimated 1947 
sales by the principal regions in the 
country. This is the third year such an 
estimate of sales, complied by respon- 
sible utility executives throughout the 
country, has been presented. 

The survey made this year covers a 
total of 176 utility companies serving 
20,965,659 wired homes, or 67 percent 
of the 31,015,000 total wired homes 
in the country. In addition, three other 
utility companies in British Columbia 
and Hawaii are included. It will be 
seen, therefore, that this is no sampling 
or cross section survey, but one em- 
bracing more than two thirds of the 
total potential wired home market. 


Estimated 1947 Sales 


Utility company estimates for 1947 
on major appliance sales in their re- 
spective territories, reveal increases 
all along the line compared to similar 
figures ELecTRICAL MERCHANDISING 
published in January, 1946. The esti- 
mates are broken down to show the 
estimated appliance sales per 1,000 cus- 
tomers in each region. 

For the nation as a whole, the total 
estimated major appliance sales for 
1947 and the number per thousand 
customers is as follows: 

Sales of 1,816,827 refrigerators, or 
108 per 1,000 customers; sales of 472,- 
038 electric ranges, or 28 per 1,000 
customers ; sales of 229,136 water heat- 
ers, or 14 per 1,000 customers; 
of 166,871 fr 


sales 


ezers, or 11 per 1,000 


PAGE 60 





ESTIMATED MAJOR APPLIANCE | 


NATIONAL FORECAST OF MAJOR APPLIANCE SALES 
1947 Forecast 


Units per 


Total 
_ Units 
1,816,827 108 
472,038 28 
229,136 14 
166871. 11 
1,259,495 85 
220,844 15 
2,188,109 


1,000 


Customers 


Projected to 
31,015,000 
Electric 
Customers 
3,349,620 

868,420 
kT Walt) 
341,165 
2,636,275 
465,225 
6,140,970 
1,984,960 


No. Cos. 
Reporting 
126 
(128 
126 
108 
115 
107 
78 
100 


1946 Forecast 


Total 
Units 
1,439,575 

394,216 
161,741 
160,710 
1,054,408 
181,625 
1,787,012 
778,991 


896,026 64 


customers; sales of 1,259,495 washing 
machines, or 85 per 1,000 customers; 
estimated sales of 2,188,109 radio sets, 
or 198 per 1,000 customers; sales of 
896,026 vacuum cleaners, or 64 per 
1,000 customers. 


Estimating National Sales 


Projecting the 1947 estimated major 
appliance sales as reported by these 
176 utility companies to the total 31,- 
015,000 wired homes in the country, 
gives us the following estimate on 
total national sales for 1947: 

On refrigerators, 3,349,620 units; on 
electric ranges, 868,420 units; on elec- 
tric water heaters, 434,210 units; on 
home freezers, 341,165 units; on wash- 
ing machines, including both automatic 
and conventional, 2,636,275 units; on 
ironing machines, 465,225 units; on 
radio sets, 6,140,970 units; on vacuum 
cleaners, 1,984,960 units. 


The Dealer Picture 


The reporting utility companies 
(150 in number in this instance), esti- 


mate that in 1941, just before the war, 
there were 33,621 electric appliance 
dealers serving their territories. Last 
year this number had increased to 57,- 
112 and for 1947 the companies esti- 
mate an additional increase of 4 per- 
cent, to 59,455. This 1947 dealer figure 
would represent an increase of 76.8% 
for the number of dealers serving the 
territories pre-war. For the benefit of 
those who may compare this year’s 
figures on the number of dealers with 
those published last year, we must point 
out that last year’s figures were based 
on reports from 130 utilities compared 
to 150 this year. The sharp rise in the 
number of retail electrical outlets 
would appear to be slackening off to 
some extent, most of it having taken 
place during the latter years of the 
war and the first full post-war-year. 
There is, however, causes for some 
concern when it is realized that there 
are 76.7 percent more dealers in busi- 
ness as of 1947 than there were in 
1941. Figures for the number of deal- 
ers serving the various states and 





NUMBER OF DEALERS 
(Figures from 150 Utilities) 
Region 1941 1946 

New England ..... 995 2,040 2,179 
Middle Atlantic ... 6,740 9,256 9,326 
East North Central 8,197 12,619 13,099 
West North Central 2,747 4,820 5,008 
South Atlantic .... 3,701 8,451 8,811 
East South Central 1,352 3,030 3,085 
West South Central 2,853 5,286 5,799 
Mountain ........ 2,853 4,086 4,393 
Pacific 7,524 7,755 


33,62! 57,112 59,455 


1947 





UTILITY MERCHANDISING 


"Yes" "No" 

New England ........... 12 a 
Middle Atlantic ......... 12 

East North Central........ 21 9 
West North Central...... 20 I 
South Atlantic ........... 13 4 
East South Central........ 4 5 
West South Central....... 6 9 
NES eras oto nna'dis 5 16 
Ee ne 6 15 





No. companies reporting.. 99 76 
Orr Me | 
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Projected 
29,215,000 
Electric 
Customers 


Units per 
1,000 
Customers 

q7 2,833,855 
26 759,590 — 
11 321,365 

13 ELT 
82 2,395,630 
14 409,010 

5,083,410 
66 1,928,190 





regions of the country, will be found 
in these tables accompanying each re- 
gional survey. 


Utility Merchandising 


Of the 176 utility companies in the 
United States reporting, all except one 
supplied information on their own mer- 
chandising plans. Breakdown of the 
figures for each region, reveals that 99 
of the’ 175 companies plan to mer- 
chandise and 76 will conduct no selling 
operation of their own. Percentage- 
wise, that means that 57 percent will 
merchandise, compared to 62.4 percent 
last year and that 43 percent will do 
no merchandising, compared to last 
year’s figure of 29.5 doing no merchan- 
dising and 8.1 percent undecided. 

Of the 98 utilities planning to mer- 
chandise, 81 or 82.6 percent will sell 
refrigerators; 92 companies or 93.8 
percent will sell ranges; 91 companies 
or 92.8 percent will sell water heaters: 
77 companies or 78.6 percent will sell 
home freezers; 72 companies or 73.5 
percent will sell both washers and 
ironers; 63 companies or 75 percent 
will sell vacuum cleaners; and 81 com- 
panies or 82.6 percent will include 
small appliances in their selling plans. 
The lowest number of companies—!7 
out of the 98 who will merchandise— 
plan to sell radio sets. 

Regardless of their merchandising 
plans, utility companies are in pretty 
general agreement on dealer coopera- 
tive programs. The great majority of 
the 160 companies reporting, have 
definite plans for extending coopera- 
tive selling, advertising, and home 
service activities to their local dealers. 
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ELECTRICAL APPLIANCE MARKET DATA—NATIONAL SUMMARY 
DEALER DO YOU | 
NUMBER OF ESTIMATED UNIT SALES OF A®PLIANCES IN 1947, NUMBER OF DEALERS CO-OPERATIVE PLAN TO 
NUMBER CUSTOMERS PER 1,000 CUSTOMERS SERVING TERRITORY PROGRAM? MERCHANDISE? 
UTILITIES 
REPORTING 
(Urban & (Figures from 150 
Rural) Refrig- Elec. Water Home Radio Vacuum i Utilities) Number Number | Number Number 
Dec. 31,1946 | erators Ranges Heaters Freezers Washers Ironers Sets Cleaners; 1941 1946 1947 Yes No Yes No 
NEW ENGLAND i 
SRE eee Or nor 2 150,100 34 17 7 13 34 5 34 183 403 446 2 2 ee ) 
IN 66 onde dnseniecacds 2 105,075 98 31 11 14 49 8 20 100 215 275 2 2 sais } 
REE ERE A aR ten ee 2 63,050 51 29 a 6 30 6 sonia 26 93 150 150 2 1 1 { 
NS oven vasecbensaancued 6 550,856 104 13 4 7 59 6 126 54 273 711 707 4 5 1 HY 
I oi ace accuckcnbactrs 1 50,000 36 2 1 onus 11 1 eng 7 - . Stak  Saet”> “seebe 1 1 ib A 
ne tind dé naadek wiki tee 3 374,850 109 36 15 13 86 14 112 77 346 561 601 3 1 2 y 
Hh 
TOTAL NEW ENGLAND.......... 16 1,293,931 92 22 8 11 60 8 116 51 995 2040 2179 16 12 4. E 
MIDDLE ATLANTIC f 
; RRs ho kng cae Saibtans tod 9 1,402,079 -| 173 15 7 3 72 12 164 32 655 941 963 8 1 5 4 t 
} i lla cian tichigiai cans 4 1,150,875 107 23 19 5 205 4 772 206 1,351 2,638 2,703 4 Pe 2 2 
i accndantonmeeawuewns 8 1,752,364 150 32 9 13 153 51 312 113 4,734 5,677 5,660 8 5 3 
TOTAL MIDDLE ATLANTIC....... 21 4,305,318 128 27 9 10 128 36 286 95 6,740 9,256 9,326 20 1 12 9 | 
EAST NORTH CENTRAL | 
i RE hain G's ack d-wesna mated eatw an 9 1,446,259 104 24 9 10 74 19 204 72 1,319 2442 2,445 9 4 5 
: Se ae a = 408,248 159 50 16 14 182 14 aria 104 800 1,090 1,265 4 2 2 | 
; Ee ee eee 7 1,778,165 105 19 8 6 53 11 211 68 2,795 4675 4,790 7 5 2 i 
; RESIS a RSIS ae aa 5 1,259,850 90 26 6 6 63 ~ 134 51 1,529 2217 2,374 5 5 I) 
| wine nin ca cwhatime alone s 5 554,906 111 27 20 10 4 12 38 82 1,754 2195 2,995 5 as 5 ae | 
Y 
: TOTAL EAST NORTH CENTRAL.. 30 5,447,428 106 26 10 8 78 13 184 69 8197 12,619 13,099 30 Kaa 21 a 1 
WEST NORTH CENTRAL 7 
5 548,161 109 29 19 12 73 10 200 38 637 895 837 5 5 iba i 
5 225,200 68 18 15 16 44 8 72 24 852 1,301 1,411 A 5 ane P 
5 633,873 87 29 11 11 1 12 118 81 825 1,998 1,988 5 5 a 
1 "92300 | 90 90 45 43 42 © 92@ 1790©«=«(oe “jo 950 «| 395) (4 1. saa 
2 92,440 52 31 31 case 45 -1 “ee 41 3 3 3 2 2 au 
id 3 146,441 99 14 5 5 65 2 77 51 360 443 444 3 2 1 
e- TOTAL WEST NORTH CENTRAL.. 21 1,668,445 93 27 14 11 16 11 149 44 2,747 4,820 5,008 20 19 2 
SOUTH ATLANTIC 
Se A 1 45,100 111 20 13 ae 111 4 133 44 32 50 65 i nile 1 wee 
0 ea eee 3 426,234 104 23 e 14 77 7 105 67 120 262 262 2 ° 3 one 4 
District of Columbia. ..............-- 1 207,395 96 29 12 12 53 19 289 48 100 194 244 1 e — 1 
le inna aiainancciekad 1 317,000 95 38 19 y 56 6 236 95 600 1,500 1,500 1 - 1 Roe 
e a te 3 224,310 140 22 4 7 110 29 147 65 375 550 595 3 ° 3 sais ; 
PING Son cecccnsecnedeereee 3 451,790 58 29 15 4 20 4 104 21 532 837 830 2 2 1 ) 
ag NN ci cha Sesitedawaamatied 2 69,280 152 49 21 17 53 15 330 66 110 267 282 1 1 1 : 
ie I hice toch cx copie aie eibracata-eie ie Wease-acd-e 3 316,000 167 46 27 18 30 11 126 34 518 2,600 2,625 3 2 1 
9 _ SR Rare 4 320,053 116 53 30 33 210 7 268 30 1,314 2,191 2,408 4 1 3 
fe TOTAL SOUTH ATLANTIC........ 21 2,377,162 115 35 17 15 88 10 193 57 3,701 8,451 8,811 18 13 8 
is EAST SOUTH CENTRAL 
p- J _ SERRE 2 232,700 80 13 7 2 67 6 146 17 411 937 937 2 sesh 2 
11 I csi 56 ociawaadxammauahe cake 4 181,370 135 49 39 12 129 14 210 84 275 496 551 4 1 3 
EAE ee ee 2 291,875 70 18 14 10 43 8 127 25 625 1,450 1,450 2 2 ““e 
nt Nk isn ew ccseskansasuase 1 50,175 90 40 20 6 104 8 100 8 41 47 147 1 1 
: ‘ EAST SOUTH CENTRAL........... 3 756,120 90 26 18 6 75 y 151 36 1,352 3,030 3,085 9 4 5 
- WEST SOUTH CENTRAL 4 
MIR oo oak teneeeectusesuns 1 129,300 — een eae seat siete 640 972 1,272 1 aaa 1 
i See ied a a 307,700 134 6 -1 15 137 9 421 23 318 587 580 4 2 2 
r- SN bi pccvonadivecsadkaxakee 2 180,555 48 17 3 7 41 6 144 35 700 1150 1,310 2 “an 2 
1! f __ 3 8 813,581 115 17 5 19 62 7 209 50 1195 2,577 2,637 6 1 4 3 
8 TOTAL WEST SOUTH CENTRAL... 15 1,431,136 105 15 4 15 68 7 229 44 2,853 5,286 5,799 13 1 6 9 
S MOUNTAIN 
52 PUSS oboe suuaiceteneroneee 1 83,500 iii 90 36 eeas pene sain siciel naan 1,102 1,200 1,400 1 as i 
1! | Seas aap 1 74,100 154 86 41 7 107 20 196 35 410 500 520 1 nee 1 how 
= _, SR eee 2 14,325 ee ons aes wane euinah oiene Pe uae 17 34 38 g wen i 1 : 
a eet a ow cain 4 181,327 113 19 28 4a 94 19 nim 38 157 280 305 2 1 2 2 { 
d New Mexico.............. paameuanee 4 29,728 65 6 -1 11 87 4 368 65 i4 29 32 3 1 nat 4 
t RR Sane dp tae se ces® a 86,036 Sbace kines aaa can +260 cnae ean aah 250 355 390 g 1 sae a 
it EEE ee 3 139,154 77 32 20 a 60 8 143 40 832 1,571 1,571 3 wie 1 2 
‘Ke EES eee. 2 23,375 128 719 32 15 95 8 719 48 1 117 137 1 1 hie 2 
le TOTAL MOUNTAIN.............. 21 632,145 107 59 29 7 719 13 161 39 2853 4086 4,393 15 a 5 16 
7 PACIFIC 
5 519,000 128 65 58 35 153 46 209 75 870 1,537 1,450 5 exe 3 2 
— 5 307,504 136 101 72 29 108 24 115 56 _ 614 820 835 3 1 ane 5 
12 2,227,470 107 15 ag 11 84 19 192 77 2699 5,167 5,470 11 Kon 3 8 
ig 22 3,053,974 | 112 30 22 16 92 21 186 15 4183 7,524 17,755 19 1 6 15 
y 
1- TOTAL UNITED STATES.:............. 176 20,965,659 108 28 14 11 85 15 198 64 33,621 57,112 59,455 | 160 7 98 77 
sf (No. Cos, Reporting)................ (176 Cos.) (137 (40 8 (139 8§©(120 (126 (118 (82 (115 (150 Companies) (167 Companies) (175 Companies) 
Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) 
e 
2 British R56 bb dianka eas sousies 2 149,000 52 25 15 —1 41 4 154 23 141 385 415 2 ose eee 2 
OS Sa 1 48,500 206 103 82 21 206 21 82531 75 80 100 1 ° eee 1 
f 
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TONS 


The new Button Bevel Edge of the 
General Mills Tru-Heat Iron is slanted 
all around so that every part of it slips 
easily under buttons. 





147 Stays put on its 
low Safety Side Rest, with little danger 
of falling. Takes 15°; less effort to roll 
it on its side than to lift an iron up 
onto a heel rest or separate stand. Yes, 
it’s safer and easier to use! 





is part of the Tru-Heat Con- 
trol, the most accurate known type of 
iron heat regulator. No dangerous over- 
heating to harm delicate fabrics. No 
cooling off to waste ironing time! 





R 1EAT FOR EVERY FABRIC. Iron 
every fabric at its best temperature. Tru- 
Heat Fabric Selector has both fabric 
and temperature markings. Follows 
recommendations of Good Housekeep- 
ing Institute. 
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EITHER END IS THE “FRONT” The tapered, 
rounded back of the General Mills Tru-Heat 
Iron means less twisting and turning of the 
iron because it reaches into hard-to-iron places 
so easily. This new shape lets the iron glide 
smoothly in any direction with no overhanging 
heel rest “‘bustle” to hide the work. What’s 
more it covers more ironing at every stroke be- 


| 





NOW BEING DISTRIBUTED IN: Minne- 
sota, Nebraska, the Dakotas, Wisconsin, 
Iowa, Michigan, Indiana, Ohio, Montana, 
Wyoming, Utah, Colorado, New Mexico, 
and parts of Idaho, Illinois, Kentucky, 
West Virginia and Pennsylvania. 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT, MINNEAPOLIS 13, MINNESOTA 


Copyright 1947, General Mills, Inc. 
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cause the soleplate is 15.7% larger, 28% longer 
than the average of five other leading irons. 
These are just a few of the exclusive features 
that speed and lighten ironing chores for your 
customers. They’re reading the whole exciting 
story in large newspaper ads. . . hearing it on 
the famous General Mills Radio Hour, wher- 
ever distribution is under way. 
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UR survey of the New England 
QO territory shows 16 electric serv- 

ice companies reporting, serving 
a total of 1,293,931 domestic electric 
customers, compared to 1,252,194 from 
the year previous. The majority of 
these companies supplied information 
on estimated unit sales of major appli- 
ances in 1947, the number of dealers 
serving the territory today compared 
to pre-war and 1946, and their own 
plans for merchandising through their 
own sales forces. 


ESTIMATED 1947 SALES 


The 16 reporting companies estim- 
ated that 118,730 refrigerators will be 
sold in the territory in 1947—92 re- 
frigerators per 1000 customers; 28,450 
electric ranges, or 22 ranges per 1,000 
customers; 10,620 water heaters, or 
8 per 1,000 customers. Estimates were 
provided by 13 companies on home 
freezer sales. These showed a total 
of 8,840 home freezers or 11 freezers 
per 1,000 customers. Washer estimates 
were provided by 15 companies and 
showed potential year estimated sales 
of 71,485 washers or 60 washers per 
1,000 customers. This was broken 

(Continued on page 64) 
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A quiet street in Kennebunkport, Maine, ends in a stately church. 
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Number 
of | Aver. NUMBER pa 
Custom- | Kw.-Hr. DEALERS | MER 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING | cH AN 
(Urban & | sump- TERRITORY | DISE? | 
Rural) tion | 
Electric 
Elec- Water Washers } 
Dec. 31, | 1946 | Refrig- tric Heat- Wash- Ironers Radio Vacuum | Refrig- Water Home ——————_ Radio Vacuum | 1941 1946 1947) Yes No 
1946 erators Ranges ers ers Sets Cleaners| erators Ranges Heaters Freezers Auto- Conven- Ironers Sets Cleaners | 
% % % % % % % (Units) (Units) (Units) (Units) matic tional (Units) (Units) (Units) 
MAINE 
Central Maine Power Co’... .| 147,100 | 1,105 39 16 4 - a oe expense 5,000 2,500 1,000 2000 2,000 3,000 Wee “eneaks 5,000' 175 389 428 x 
Kitterly Electric Light Co... .. 3,000 | 1,200 | 65 40 a 50 5 vin 60 50 Oe asc oke 15 30 40 eee 60 8 14 18/] x 
| 
NEW HAMPSHIRE | 
Public Service Co. of New 
REO 91,075 1,100 50 18 3 soe eee ce 8060 4b eabe 10,000 3,000 1,000 ...... 1,200 3,600 Oe bicvce 2,000 75 #175 225 | x ee 
New Hampshire Gas & Elec- | 
Mdsbodewteeciaes 14,000 | 1,100 65 30 1 55 5 eee 65 300 250 150 200 200 150 seer 125 25 40 50 x 
VERMONT | 
Green Mountain Power Corp.| 22,950 | 1,030 | 65 25 1 60 3 eee 75 700 300 75 50 100 500 ee 150 18 > Wt.un 8 
Central Vermont Public Serv. | 
a pauicvetene awa 40,100 | 1,350 | 70 22 4 . ° —ooree 2,500 1,500 500 300 300 1,000 | ee 1,500, 75 190... x 
MASSACHUSETTS ' : | 
Boston Edison Co........... 360,000 | 1,030 56 5 05 56 con 49 41,300 4,000 1,000 ...... 3,000 18,000 2,000 ...... 21,000' 72 323 323 x 
Brockton Edison Co.........| 42,000 | 1,166) 59 20 5 60 5 28 45 4,000 1,000 400 400 1,000 3,000 200 6,000 3,000/ 50 150 159! x 
Plymouth County Elec. Co... CR Access 70 35 2 40 2 — 38 380 180 100 75 40 175 at. seedee 75; 18 35 23 | x 
Cape & Vineyard Electric Co. 19,000 | 1,100 65 28 5 50 10 150 85 1,000 500 200 250 200 500 SP Muneas 300, 30 35 35 x 
estern Massachusetts Elec | 
Nt sav amine ca cra nia 97,226 | 1,260 | 67 22 . ae aed Re Eo ee 9,700 1,495 450 BRP RGIS BAS IRR ee ote nee iictimn to oteees 7. 75 8i... 2 
Fitchburg Gas & Electric Co,.| 13,340 8 65 15 5 15 10 95 80 1,000 100 25 50 300 400 100 1,000 300! 10 12 14/ x : 
RHODE ISLAND 
Blackstone Valley Gas & Elec. 
Mas ahorl waeroadance: 50,000 780 | 60 4 ose eco 2 95 75 1,800 100 OP ccscas 150 400 OP ccvess Ce Fe xen “<0 x 
| 
CONNECTICUT 
Connecticut Light & Power 
| TRE ORS 178,000 | 1,520 | 78 14 6 65 10 95 75 15,500 7,000 3,000 2,500 3,000 4,000 92,500 20,000 4,000' 230 300 330! x 
Hartford Electric Light Co... 67,850 | 1,640 | 85 22 5 sieih wen i. “eel 10,000 3,000 1,500 1,000 1,500 3,000 1,000 ...... ...... 3% 6195S «6983... «68 
United Hiuminating Co... . .. 129,000 | 1,160 | 75 11 3 60 6 eon 70 15,500 3,500 1,200 1,500 9,200 11,500 ...... ...... 19,500; 80 146 146|... x 
—_—_— 
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lown in 22,220 automatic and 49,265 
conventional washers. 14 of the com- 
panies made estimates on ironing ma- 
chine sales which showed a total of 
8,095 or 8 ironers per 1,000 customers. 
14 of the companies likewise estimated 
vacuum cleaner sales in ’47 at 57,610 
units, or 51 cleaners per 1,000 cus- 
tomers. 

In the New England area, 15 utility 
companies estimated that 2,179 dealers 
will be serving the territory in 1947, 
a slight increase for the 2,040 serving 
the area at the present. This is more 
than double the estimated 905 dealers 
in the territory just prior to the war. 

The majority of the utilities in the 
New England area will actively 
merchandise major appliances in 1947, 
the figures showing that 12 of the 
companies reporting have such plans. 
These companies plan to sell refrig- 
erators, ranges, water heaters, clean- 
ers and small appliances, while 11 of 
the 16 companies also plan to sell 
home freezers, washers and ironers. 
Only one company will sell radio sets. 
An interesting note is that 7 of the 
12 merchandising utilities plan to limit 
their activities during appliance short- 
ages. 


INDIVIDUAL COMPANIES 


Maine 


Central Maine Power Company 
serves 147,100 residential customers 
compared to 141,508 in the previous 
year, has an average annual kw.-hr. 
consumption of 1105 kw.-hrs. accord- 
ing to A. T. Littlefield of the company. 
Central Maine plans to actively merch- 
andise all major and small appliances, 
while limiting their activities during 
the appliance shortages. 

“We will insist,” Mr. Littlefield said, 
“that we give fair proportion of avail- 
able merchandise to dealers. We do 
not display any merchandise which we 
do not have in stock or take any down 
payments to hold future sales.” 

The company will have a full pro- 
gram of dealer co-operative merch- 
andising including advertising, home 
service and news of company sales and 
campaign activities. 

There are 389 dealers serving the 
Central Maine territory, compared to 
the 175 dealers pre-war. Mr. Little- 
field estimates that there will be 10% 
more dealers in the territory in 1947. 

Estimated sales of appliances for 
Central Maine’s area in 1947 shows 
5,000 refrigerators, 2,500 ranges, 1,000 
water heaters, 2,000 home freezers, 
5,000 washers, of which 2,000 will be 
automatic, 750 ironers and 5,000 vacu- 
um cleaners. Saturation on major ap- 
pliances has not been figured since the 
year 1943, but at that time had showed 
refrigerators at 39%, ranges at 16% 
and water heaters at 4.5%. 

The only other reporting company 
from Maine was the Kittery Electric 
Light Company at Kittery, which 
serves 3,000 residential customers. 
According to John W. Hopley, sales 
manager, the company will mer- 
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chandise and co-operatively help the 
14 dealers serving the territory. 


New Hampshire 


The two companies reporting from 
New Hampshire, the Public Service 
Co. of New Hampshire and the New 
Hampshire Gas and Electric Co., 
serve 91,075 and 14,000 residential 
and rural customers respectively. The 
average consumption per customer 
for both concerns is 1,1000 kw.-hrs. 
The two utilities plan to merchandise 
appliances in 1947 and both will have 
dealer help programs. 

The total number of dealers serving 
their territory has jumped from a 
pre-war total of 100 to 215 at the 
present and an additional 60 dealers 
are expected to go into business in 
1947. 

Estimated appliance sales in their 
territory for 1947 are as follows: 
refrigerators, 10,300; ranges, 3,250; 
water heaters, 1,150; automatic wash- 
ers, 1,400; conventional washers, 
3,750; ironers, 850; vacuum cleaners, 
2,125. 

Saturation for the Public Service 
Co. is given as follows: refrigerators, 
50%; ranges, 18%; water heaters, 
3%. John W. Hopley, sales manager 
for N. H. Gas & Electric, quoted satur- 
ation figures for his utility as 65% for 
refrigerators, 30% for ranges; 1% for 
water heaters, 55% for washers, 5% 
for ironers, and 65% for vacuum 
cleaners. 


Vermont 


From Vermont the Central Ver- 
mont Public Service Corp. reported 
that it serves approximately 40,100 
customers who consume an annual 
average of 1,350 kw.-hrs. According 
to sales manager A. H. Allcott, the 
utility plans to merchandise all appli- 
ances plus milk coolers, hay curing 
equipment and dairy water heaters. 
He described his company’s program 
of dealer Cooperation as one that would 
extend a range and water heater in- 
stallation policy to all dealers and 
would provide sales helps. 

The number of dealers serving the 
territory has increased to 120 from a 
pre-war total of 75. 

Estimated appliance sales for 1947 
are as follows: refrigerators, 2,500; 
ranges, 1,500; water heaters, 500; 
home freezers, 300; automatic wash- 
ers, 300; conventional washers, 1,000; 
ironers, 300; vacuum cleaners, 1,500; 
milk coolers, 500; and dairy water 
heaters, 300. 

Present saturation in the territory 
for refrigerators is 70%, for ranges 
22%, and for water heaters, 4%. 


The Green Mountain Power Corp., 
which serves an estimated 22,950 
customers who consume an average 
of 1,030 kw.-hrs., will not merchandise, 
but will maintain close relationships 
with all dealers through a dealer 
representative. The utility, through 
T. H. Butler, assistant to the presi- 

(Continued on page 66) 
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A statement from Deepfreeze 


—TO APPLIANCE DEALERS EVERYWHERE 


1946, in spite of its uncertainties, has been 
a historic year in the home freezer indus- 
try. Great strides forward were made. 


The home freezer business is a mighty 
attractive one. There is a fundamental 
acceptance for home freezers on the part 
of the public which is greater than even 
the optimists’ estimates indicated a cou- 
ple of years ago. This has been proved by 
market tests, surveys, by the thousands of 
inquiries received from consumers, and the 
attention other industries have given this 
market. All this means profit to the dealer. 


DEEPFREEZE continued its pioneering 
of the industry. The new DEEPFREEZE 
factory is in operation, including an as- 
sembly line for mass production of a pre- 
cision-built product, greatly expanded 
research, engineering and product service 
facilities, and a modern home economics 
department. 


Sales, advertising, and all phases of 
DEEPFREEZE activities have kept pace 


with this progress. Strong-merchandis- 
‘ing, independent distributors are located 
at 69 key distributing points throughout 
the country to serve aggressive dealers 
quickly and efficiently. 


What does this mean to*you? 


DEEPFREEZE sincerely believes that 
1947 will be a year of outstanding pro- 
duction with corresponding profits to ap- 
pliance dealers. 


DEEPFREEZE is the leading home 
freezer, the talked-about home freezer. 
Identifying yourself with the leader gives 
you the best brand name, and our great 
plant facilities, engineering, service, and 
sales organizations to back it up. 


We invite you to see the DEEPFREEZE 
distributor near you for further informa- 
tion regarding this valuable franchise—or 

‘write us direct. Just address Department 
EM-17, DEEPFREEZE DIVISION, 
Motor Products Corporation, North 
Chicago, Illinois. 
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Visit our display in Rooms 1447-48, The Merchandise Mart, Chicago, 
during the House Furnishings Market, January 6 through 18, 1947. 
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| 
Home appliances are easier to sell when | 
equipped with Lamb Electric Motors because 
customers know that this name is their assurance | 
of thoroughly dependable motor operation. 


Backed by thirty-one years’ 
the field of special application, Lamb Electric 
Motors are giving satisfactory performance 
not only on home appliances, but such other 
products as: aircraft components, business 
machines, industrial machines, portable de- 


experience in 

| 

vices and portable electric tools. | 
| 

| 

| 


When investigating a line of home appliances, 
remember that Lamb Electric Motors will make 
your retail selling job easier and build cus- 
tomer good will, 


THE LAMB ELECTRIC COMPANY s+ Ohio 


Kent, 








Compactly designed turbine . . . 
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dent, estimates that 1947 sales will 
include 700 refrigerators, 300 ranges, 
75 water heaters, 50 home freezers, 
100 automatic washers, 500 conven- 
tional washers, 150 vacuum cleaners 
and 10 dishwashers. Mr. Butler 
quotes saturation figures at 65% for 
refrigerators, 25% for ranges, 60% 
for washers and 75% for vacuum 
cleaners. 


Massachusetts 


The six companies reporting from 
Massachusetts serve 550,856  cus- 
tomers as compared to 532,709 in 1945. 
Consumption varies between 820 and 
1,166 kw.-hrs. 

Boston Edison Co. alone serves 360,- 
000 domestic customers who consume 
an annual average of 1,030 kw.-hrs. 
The company plans to merchandise all 
appliances but will continue to limit 
its activities so long as appliances are 
in short supply. Its program of dealer 
cooperation will take the form of sales 
helps, dealer contacts, and cooperative 
advertising. 

According to sales manager George 
C. King, there has been a tremendous 
expansion in the number of dealers 
serving the territory. Before the war 
there were only 72; now there are 323. 
However, no additions to the roster 
of retailers are expected in 1947. 

Estimated appliance sales in 1947 
include: 41,300 refrigerators, 4,000 
ranges, 1,000 water heaters, 3,000 
automatic washers, 18,000 conven- 
tional washers, 2,000 ironers, and 
21,000 vacuum cleaners. 

Saturation for refrigerators is esti- 
mated at 56.5%, for washers, 55.7%, 
and for vacuum cleaners, 49%, while 
range saturation is only 5%. 


The Western Mass. Electric Co., 
with 97,226 customers and an annual 
average consumption rate of 1,260 
kw.-hrs., reports that it will not mer- 
chandise appliances in 1947, but will 
have a program of dealer help, as yet 
undetermined. There are 156 dealers 
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serving the territory now as compared 
to 93 before the war and six new 
dealers are expected in 1947. 

J. F. Burt, general sales manager 
for the utility, estimates 1947 sales 
and present saturation figures as fol- 
lows: 9,700 refrigerators (67%); 
1495 ranges (21.6%); 450 water 
heaters (.05%); and 500 home 


freezers. 


The 42,000 customers of the Brock- 
ton Edison Co. consume an average 
1,166 kw.-hrs. annually. The utility 
will merchandise appliances, but for 
the moment is restricting its activities 
to lines carried before the war. Its 
program for dealer cooperation in- 
cludes an allowance for range and 
water heater wiring and a home service 
department. 

Before the war there were 50 
dealers serving in the territory, a 
number which has grown to 150. No 
more dealers are expected to enter 
the field during 1947. 

Sales estimates for 1947 include 4,- 
000 refrigerators, 1,000 ranges, 400 
water heaters, 400 home freezers, 1,000 
automatic washers, 3,000 conventional 
washers, 200 ironers, 6,000 radios, and 
3,000 vacuum cleaners. 

J. E. Averett, sales manager, esti- 
mates saturation as follows: refriger- 
ators, 59%; ranges 20%; water 
heaters, 5%; washers, 60%; ironers, 
5%; radios, 98% and vacuum cleaners, 


45%. 


Two utilities in the Cap Cod region, 
Plymouth County Electric Co. and the 
Cape & Vineyard Electric Co. of 
Hyannis, report 19,290 and 19,000 
customers respectively. Both utilities 
will merchandise appliances, except 
radios, in 1947. The accompanying 
tables may be referred to for data on 
the number of dealers serving the ter- 
ritory and the estimated saturation. 


The Fitchburg Gas & Electric Co. 
(Continued on page 68) 
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DEALERS SAY 














STEWART-WARNER SETS ARE EASIER 10 SELL 


and they'll be 


still easier in ’47 





FASIER to sell! Customers can hear 

the difference! Dealers across 
the country send us the same good 
story. Because people know Stewart- 
Warner and {now what the name 
stands for. 


Now—for 1947—Stewart-Warner 
sets will be easier than ever to sell! 
Look what’s coming— 


Advertising and Promotion 
More Than Doubled 


This year, again, the backbone of 
your Stewart-Warner national ad- 
vertising will be big, hard-selling, 
four-color pages in the country’s 
most popular weekly magazines— 
The Saturday Evening Post, Coll- 
ier’s, Time, and The New Yorker. 


Plus—all-out merchandising sup- 
port, including smashing local news- 
paper ads and sales promoting dis- 
play and identification materials. 


All this . . . more than doubled over 
last year! 


You can hear 
the difference! 








New Popular-Priced Table 
Sets and Combinations 


Stewart-Warner gives you sets for 
every price bracket in ’47—includ- 
ing new, popular-priced models 
that meet all competition in value, 
style, and performance . . . both 
table sets and radio-phonograph 
combinations. 


New AM-FM Table Sets, 


y n ° ° 
= VHSGIC Com tite ions 


The finest in FM, combined with 
the newest advancements in stand- 
ard AM—in striking new table 
models and in console combina- 
tions. All-new sets that are standouts 
for tone, style, and built-in quality. 


i 
new ielevision Console 


with Broadcast Band 


All-new Stewart-Warner television, 





fully proved for outstanding per- 
formance. Sharp, clear pictures ona 
large screen with matching sound. 
Television the whole family can 
enjoy. 


New “Air Pal” Midgets 
with Big-Set Performance 


Sets that will amaze listeners with 
their power, their big performance, 
and their beautiful styling, yet can be 
held in the palm of your hand! Dials 
you can read... controls you can 
get your fingers on! They’re jewels 
of compact design. 


Crenet Aadas fl sles o 
smart, Medern Cabinets -— 
2 ssGetes! Dawl ef Pi, . 
Dedurinul Feriod Pieces 


Again Stewart-Warner gives you fine 
cabinets styled to match all types of 
home design . . . from the ultra- 
modern to the various 18th century 
periods ... painstakingly crafted in 
both wood and plastic. 


FOR ALL THAT’S NEW FOR ’47—LOOK TO 


Stewart -Warner 
mM AA, IM 


aw, 


Ah johon 


optigplet ; Cflevision 


CHICAGO 14, ILLINOIS 


— 
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RHEUMATISM: 
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‘Here ois eat treat 
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CASCO 
BLASTS THE ELECTRIC 
HEATING PAD MARKET 


WIDE OPEN! 


with the only national advertis- 
ing in the industry—a tremendous 
campaign to create customers 
for you among the 8 out of 10 
people who need heating pads 


—appearing every month in 
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has 13,340 customers and an average 
annual consumption of 820 kw.-hrs. It 
will merchandise all appliances and 
expects that 1947 sales will be about 
as follows: 1,000 refrigerators, 100 
ranges, 300 automatic washers, 400 
conventional washers, 1,000 radios, 
and 300 cleaners. Saturation in the 
territory is fairly high, according to 
E. B. Flaherty, sales manager, with 
65% for refrigerators, 15% for ranges, 
73% for washers, 10% for ironers, 
95% for radios, 80% for cleaners, and 
5% for water heaters. 


Rhode Island 


The Blackstone Valley Gas - and 
Electric Co. of Pawtucket boasts 50,- 
000 residential customers who annually 
consume an average of 780 kw.-hrs. 
each. The utility will merchandise 
all appliances in 1947 and plans to 
have a dealer assistance program. No 
figures on dealer expansion are avail- 
able, says R. B. Stuart, general 
merchandising manager, but there 
were 42 dealers serving the territory 
prior to the war. His estimates for 
1947 units sales of appliances are as 
follows: 1,800 refrigerators, 100 
ranges, 20 water heaters, 150 automa- 
tic washers, 400 conventional washers, 
50 ironers, 600 vacuum cleaners, 100 
roasters, 100 blankets, 1,250 lamps, and 
50 driers. Present saturation figures 
for the territory are: refrigerators, 
60% ; ranges, 4% ; ironers, 2%; radios, 
95%: and vacuum cleaners, 75%. 


Connecticut 


J. J. Daly, retail sales manager of 
the Connecticut Light and Power Co., 
which serves an estimated 178,000 
customers with an average annual con- 
sumption rate of 1,520 kw.-hrs., reports 
that his utility will merchandise all 
appliances except radios, but will limit 
its activity so long as merchandise is 
in short supply. 

The utility’s program of dealer co- 
operation will assist dealers with sales 
training ; advertising copy will feature 
the use of electrical equipment; and 
the utility’s personnel will handle 
demorf@rations. 

















“| HAVE A GOOD MIND TO TAKE IT BACK TO 
WHERE WE BOUGHT IT." 


JANUARY I, 
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The number of dealers has grown 
from 230 before the war to 300 at 
present and an additional 30 dealers 
are expected to go into business in 
1947. 

Mr. Daly estimates that 1947 will 
see the following unit sales of appli- 
ances: 15,000 refrigerators, 7,000 
ranges, 3,000 water heaters, 2,500 
home freezers, 3,000 automatic wash- 
ers, 4,000 conventional washers, 20,- 
000-radios, and 4,000 vacuum cleaners, 
He éstimates saturation in the terri- 
tory as: refrigerators, 78%; ranges, 
14%; water heaters, 6%; washers, 
65%; ironers, 10%; radios, 95%; and 
cleaners, 75%. 


In the Bridgeport and New Haven 
area the United Illuminating Co. sup- 
plies power to 129,000 customers at 
an annual average rate of 1,160 
kw.-hrs. Although the utility will not 
merchandise, it has an active plan for 
deajer cooperation and will make home 
demonstrations of all ranges, auto- 
matic washers, ironers, and driers sold 
by dealers. 

Merchandise manager Laurence A. 
Dunn estimates that there are 146 
dealers today in a territory formerly 
served by 80. However, he expects no 
new dealers; in fact, he would not be 
surprised if there were a slight decline. 

Unit sales and saturation are estim- 
ated by United as follows: 15,500 re- 


frigerators (75%); 3,500 ranges 
(11%); 1,200 water heaters (3%); 


9,200 automatic washers; 11,500 con- 
ventional washers (60% for both): 
19,500 vacuum cleaners (70%) ; 1,600 
dishwashers; 1,400 automatic sinks; 
2,000 automatic blankets. 


The 67,850 customers of the Hart- 
ford Electric Light Co, consume an 
average of 1,640 kw.-hrs. annually. 
Carl Delaney, sales promotion spe- 
cialist, said, “We withdrew from mer- 
chandising in 1932. . Since that time 
our efforts have been designed to help 
stimulate dealer sales,” which explains 
why the company will not merchandise 
in 1947. It has a five-point program 
of dealer assistance, however, which 
includes: 1. active selling assistance; 
2. dealer promotional programs; 3. 
dealer cooperative advertising; 4. 
overall advertising and promotions to 
build acceptance; 5. training dealer 
sales personnel. 

The number of dealers has expanded 
to 115 from a pre-war total of 36 
and an additional 10 dealers are ex- 
pected in the coming year. 

Mr. Delaney estimated that dealers 
in the territory would sell in 1947: 
10,000 refrigerators, 3,000 ranges, 
1,500 water heaters, 1,000 home 
freezers, 1,500 automatic washers, and 
3,000 conventional washers. 

Present saturation is as follows: 
refrigerators, 85%; ranges, 22%: 
water heaters, 5%. 
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Steemco was the first iron in the field to combine steam with elec: 
ricity. It brought to the appliance field a revolutionary new princi 





» that gave home ironing undreamed of ease and efficiency. That w. 
Bback in 1936... Now, after those 11 intervening years, Steemco: 


TEAM IRON.. 


intains its leadership. It is still today the most dependable, most 









ely used steam-electric iron; continues to build business fo 
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- “product-wise appliance merchants throughout the land... Steem- 
3 Co., St. Louis, U. S. A, 
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But the thing I like best 
There's no wringing *° do 
The clothes whirl around 
Til your rinsing is through 














With so much water removed 
Qn account of the spin 
The clothes dry much faster 
Outdoors oF in 








Come see it in action 
















‘And after you try €F 
You'll be glad you 3 
For an Easy Spindrier! 
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UBLICITY —Naion®! ads reach every 
market every month. Surveys show they're the 
best read ads in the Post and seven other 
leading magazines. They're selling 49 idea 
today to produce easier sales tomorrow. 





cast =e 





Senne 
































oO oO oO 
\ = | 
ss an 





























a WASHES MORE 
\ CLOTHES FASTER 






























consistently led 


RESTIGE_;.. 70 


cialized in a 
Over ritmo, home laundry equi 
Washing oa 0 enthusiastic us er 
achine Corp., Syracu ers. Easy 
’ se | * N. Y 











ROFITS- &+sy has 


the industry in high-unit selling. Favorable 
discounts together with rapid turnover of 
big-ticket units make your pocket book bulge- 


years Easy has spe- 
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they’re at home in every room of the house 


In 1947 
SELL an EXTRA RADIO 








* 

And this is your golden chance: No customer 
is content with just ove Motorola radio when 
he sees the unbelievably varied range of other 





Motorolas. A cabinet customer is a “portable 
potential” .. . and vice versa. In either case, 
he’s sold ... completely ... on Motorola Radio. 


Feature Radios as Gifte for 


ALL OCCASIONS . ( y 
Motorola is the Perfect Gift. 4x ~ 








Your customer will be best net 
satisfied with the choice of a { 
Motorola . . . whether it’s an the £6 “Ei: 
elaborate console combina- pe Ta +r 


tion or a palm-size portable. G 


GALVIN MFG. CORPORATION + CHICAGO 51, ILLINOIS 
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lantic region of New York, New 

Jersey and Pennsylvania 21 com- 
panies reported that they serve a total 
of 4,305,318 customers, a slight gain 
over the 4,226,210 served in 1945. 


ESTIMATED 1947 SALES 


~-Fourteen of these companies 
mated 1947 unit sales of appliances as 
follows: 323,100 refrigerators, or 128 
per 1,000 customers; 68,400 ranges, 
or 27 per 1,000 customers ; and 23,380 
water heaters, or nine per 1,000 cus- 
tomers. Thirteen firms report expected 
sales of 25,050 freezers, or 10 per 
1,000 customers. Twelve utilities ex- 
pect to sell 234,300 washers (69,900 
automatic and 164,400 conventional), 
or 128 per 1,000 customers, and 64,- 
820 ironers, or 36 per 1,000 customers. 
Eleven of the companies expect to sell 
511,250 radio sets, or 286 per 1,000 
customers. Nine concerns anticipate 
sales of 153,000 cleaners, or 95 per 
1,000 customers. 

Seventeen of the companies in the 
area estimate that there will be 9,326 
dealers in 1947, a slight increase over 
the present 9,256. 

(Continued on page 74) 
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The hustle and bustle of Main Street shows Linden; N. J., during a busy hour. 
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Number . 
of Aver. NUMBER wig 
Custom- | Kw.-Hr. DEALERS MER- 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING CHAN- 
(Urban & | sump- TERRITORY DISE? 
Rural) tion 
Electric 
Elec- Water Washers 
Dec. 31, | 1946 | Refrig- tric Heat- Wash- Radio Vacuum | Refrig- Water Home ————  — Radio Vacuum | 1941 1946 1947 | Yes No 
1946 erators Ranges ers ers troners Sets Cleaners| erators Ranges Heaters Freezers Auto- Conven- Ironers Sets Cleaners 
% % % (Units) (Units) (Units) (Units) matic tional (Units) (Units) (Units) 
NEW YORK 
Central New York Power 
EE ie dao S oan cae 201,400 | 1,100 70 10 3 716 7 100 50 14,000 3,000 1,500 1,000 1,000 12,000 1,000 30,000 5,000| ... 530 580 w- @ 
Long Island Lighting Co.....| 145,000 | 1,150 80 2 1 70 25 100 85 20,000 2,500 1,000 500 6,000 12,000 6,000 50,000 ...... 110 250 275 oe 
Central Hudson Gas & Elec- 
| ETT CTE. xoy <oie .-aa Wel”. 0b abl “otGeuall -skuceG@. MEAMGW genese¢ “Naehea” “Seek camila” Seeuee Ulenkoud Gas 124 146 153... x 
New 4d State Electric & 
heencereresenee 273,000 | 1,360 — eer ° ine - oon JERE SEAR AEE Mabon. GEERSM icdeese: abeeek. “eee” aneek: bonne Geesae vad S see 
edie Niagara Electric ae 276,804 | 1,639 | 70 11 & 12 104 Ee a ee ee RE PE me eee ee Oy renee ene ae as oe 
Staten Island Edison Corp. . 45,275 | 1,205 85 16 1 50 4 100 60 5,600 1,100 480 100 800 2,000 300 10,000 2,000 21 45 45 x wie 
Rockland Light & Power Co. 31,200 960 | 65 3 1 70 2 {105 Me Oo wsanas stbine: Cbemaae Wekseee  udaeen! Neaeee meses douse sane ‘Gus =" x 
prob. 
Rochester Gas & Electric Corp.) 136,000 | 1,120 | 83 5 2 56 4% a | akaaeee) Geeian > dbtmiae dain. iced. eekien>- wade RSet aeeeniie ales Soa 190 300 less ere 
Large New York Utility... .. 218,200 | 1,335 72 14 5 60 1 95 75 5,000 2,500 1,000 300 5,000 5,000 250 10,000 7,500; 210 200 200... x 
NEW JERSEY 
New Jersey Power & Light 
aR 56,775 | 1,590 57 14 5 ° © eececee 1,500 et ME -obwas:.  Sanwed A cnnceus: | eebens) essed | S0keee 102 158 x 
— Service Electric & Gas 
| EERE eee 885,000 988 77 1 ot 8652 3 100 69 <pcbeh @60eed adheae vacden, sevens “seeken 066006 Seated wewecee ee x 
hats City Electric Co.. 97,100 | 1,200 ove 29 5 eee ooo coe 8 8— ee ones 15,000 3,000 2,000 500 15,000 5,000 350 75,000 20,000| 159 250 300 x 
—_ Central Power & Light 
hesccudnaanmanaenn 112,000 | 1,190 | 71 4 4 % oe Ci oe seeds sodlnsgale:. < tupabillad_dnasbesiel— sadeiedenidl. Jilavesiuie’ |-seplamvins, “cmsuece ”". 2olcaia ia nn x 
PENNSYLVANIA 
Pennsylvania Power & Light : 
RS Eesegs 395,000 950; 70 16 2 89 6 128 80 50,000 25,000 4,500 10,000 10,000 35,000 4,000 90,000 35,000/1,800 2,000 2,000 x 
West Penn Power Co...:.... 234,800 | 1,370 72 11 2 71 7 130 41 40,000 7,500 2,500 3,500 6,000 24,000 4,500 50,000 15,000) 861 900 900 x 
jeme County Gas & Elec. 
tae emeeaiedes-e<b-a 35,835 745 37 s 2 eee — easees 2,000 400 200 200 300 62,000 200 6,000 2,500) 45 60 70 x 
Edison Light & Power Co.. 36,900 | 1,450 80 22 3 90 1 TP ss ceeeee 3,000 2,000 2,500 200 300 3,000 WE ‘Seneae weanes 45 50 60 x 
Philadelphia Electric Co. . 636,200 | 1,451 73 9 5 70 3 118 719 Se i eee, eeaeain aka sedinselil 1,500 .:. 1,700 x 
Pennsylvania Power Co...... 52,100 | 1,530 | 65 14 3 60 10 90 55 4,000 1,800 800 500 500 2,000 600 3,250 1,000 150 150/ x 
Northem Pennsylvania Power ; 
OR re iapee 27,529 | 1,171 55 14 7 osé sae e  evonds 3,000 1,500 900 250 5,000 2,400 GS 2600 ..... 719 ane 
Duquesne Light Co......... 334,000 | 1,320 | 77 1 1 «688 20 99 79 60,000 10,000 1,000 5,000 20,000 60,000 47,000 184,000 65,000) 314 617 650/... x i 
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In so far as brick, mortar, steel and modern machinery 
can demonstrate confidence in our country's future— 
and in the future of the electrical appliance industry— 
we have cast our ballot. This is evidenced by the mod- 
ernized expanded plant shown above. 


Our subsidiary plants in other Ohio cities are also 
producing Dominion appliances at top speed—in 
greater volume than ever before. For the implied vote 
of confidence we are grateful. 

Flat Irons, Toasters, Waffle Irons, Sandwich Toasters and Grid- 


A-Bouts, Table Stoves, Heaters, Poppers, Curling Irons, Hair 
Driers, Mixers, Heating Pads, Infra-Red Lamps, Fans. 


DOMINION ELECTRICAL MFG. INC. 


MANSFIELD, OHIO 
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All but one of the companies will 
have dealer cooperative programs in 
1947 and 11 firms will actively mer- 
chandise most appliances. Nine say 
that they will limit their merchandis- 
ing efforts, however, until appliances 
are in better supply. 


INDIVIDUAL COMPANIES 
New York 


The nine companies which replied 
to our questionnaire from New York 
serve 1,402,079 customers as compared 
to 1,372,842 in 1945. The summaries 
on estimated sales of appliances for 
1947 show the following totals for the 
state: refrigerators, 44,600 (4 com- 
panies), or 73 per 1,000 customers; 
ranges, 9,100 (4 companies), or 15 
per 1,000 customers; water heaters, 
3,980 (4 companies), or 7 per 1,000 
customers; home freezers, 1,900 (4 
companies), or 3 per 1,000 customers; 
automatic washers, 12,800 (4 com- 
panies), or 21 per 1,000 customers; 
conventional washers, 31,000 (4 com- 
panies), or 51 per 1,000 customers; 
ironers, 7,500 (4 companies), or 12 per 
1,000 customers; radios, 100,000 (4 
companies), or 164 per 1,000 cus- 
tomers; and vacuum cleaners, 14,500 
(3 companies), or 32 per 1,000 cus- 
tomers. 


In the territory of the Buffalo Nia- 
gara Corp. there are 276,804 customers 
each consuming an average 1,639 
kw-hrs, annually. The utility will not 
merchandise appliances, but does plan 
dealer cooperation. No figures are 
available on estimated unit sales in 
1947 but saturation figures are esti- 
mated as follows: refrigerators, 69.9% ; 
ranges, 11.5%; water heaters, 0.2%: 
conventional washers, 65.9% ; automa- 
tic washers, 5.8%; ironers, 12.2% 
radio, 103.8%; and cleaners, 67.5%. 

A gain of nearly 6,000 customers is 
reported by the New York State Elec- 
tric & Gas Corp. which had 267,390 
customers in 1945 and lists 273,000 this 
year. They use an average annual 
1,360 kw-hrs. each. 

Merchandising activities of the 
utility will be limited to refrigerators, 
ranges, water heaters, home freezers, 
and automatic washers. Estimated 
sales and saturation figures are not 
available. 

A third utility, which serves 218,200 
rural and residential customers who 
use an average of 1,335 kw-hrs. each 
year, will not merchandise appliances 
in 1947. This company reports that 
the number of dealers serving the 
territory has actually dropped from a 
pre-war total of 210 to 200 at present. 
It estimates 1947 sales as follows: 
refrigerators, 5,000 (saturation 72%) ; 
ranges, 2,500 (saturation 14.5%); 
water heaters, 1,000 (saturation 5%) ; 
conventional washers, 5,000 (satura- 
tion for both types 60%); automatic 
washers, 5,000; ironers, 250; radio, 
10,000 (saturation 95%); and clean- 
ers, 7,500 (saturation 75%). 
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One of the larger New York com- 
panies which will not merchandise is 
the Central New York Power Corp. 
of Syracuse. It supplies current to 
201,400 customers with an average 
annual consumption rate of 1,100 
kw.-hrs. Commercial manager J. M. 
Daly hesitates to say how many dealers 
there were in the territory prior to 
the war, but he estimates that there 
are 530 now and he expects an addi- 
tional 50 in 1947. His estimates on 
saturation now and unit sales in 1947 
follow: 14,000 refrigerators (70%); 
3,000 ranges (10%); 1,500 water 
heaters (3%); 1,000 home freezers; 
1,000 automatic washers and 12,000 
conventional washers (76%); 1,000 
ironers (7%) ; 30,000 radios (100%); 
and 5,000 vacuum cleaners (50%). 


The Long Island Lighting Co., 
which will merchandise most appli- 
ances except radio, serves 145,000 cus- 
tomers. Annual consumption aver- 
ages 1,150 kw-hrs. The number of 
dealers serving the territory has 
grown from 110 pre-war to 250 now, 
with a possible 10 per cent gain ex- 
pected in 1947, says W. J. Schmidt, 
general sales manager. His 1947 sales 
estimates and present saturation fig- 
ures are as follows: 20,000 refrigera- 


tors (80%); 2,500 ranges (2%); 
1,000 water heaters (1%); 6,000 


automatic washers and 12,000 conven- 
tional washers (70%); 6,000 ironers 
(25%); 50,000 radios (100%). He 
made no prediction for cleaner sales 
but estimates saturation at 85%. 


The power lines of the Rochester 
Gas & Electric Corp. reach the homes 
of 136,000 customers, 48,800 of which 
are rural. Annual average consump- 
tion is 1,120 kw-hrs. 

This utility will merchandise appli- 
ances in 1947 with the exception of 
vacuum cleaners and small appliances, 
However, it will limit its activities 
about 50% until appliances are in 
better supply. 

According to R. E. Ginna, vice- 
president, the utility has a 13-point 
dealer program which includes: assist- 
ance in dealer training; initiation of 
appliance sales campaigns; refusal of 
all exclusive franchises; use of only 
its regular sales personnel to sell appli- 
ances; aid to dealers in setting up 
financing programs. 

There were 190 dealers in the terri- 
tory before the war and there are 300 
at present. Mr. Ginna hesitated to 
predict 1947 sales but quotes his satur- 
ation estimates as follows: refrigera- 
tors, 83%; ranges, 5.3%; water 
heaters, 2.3%; washers, 56% ; ironers, 
4.5%; radio, 92%. 


Reporting for the Central Hudson 
Gas & Electric Corp., Poughkeepsie, 
Harris E. Dexter, vice-president in 
charge of commercial relations, said 
that 75,200 customers use 1, 
kw.-hrs. each on an annual basis. He 
said that the utility will not merchan- 
dise appliances in 1947, but described 

(Continued on page 78) 
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THE AMAZING NEW GAS-FIRED 


HOT BOY 


FOR HOMES 
STORES - OFFICES 
BUSINESS PLACES — 


It’s Sweeping the Country! 



















It’s a Profit Sensation! 





lay at the 7th Inter- 
ntilating Exposition at Cleve- 
—January 27- 








- ’ 
ican Furniture Mart 
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THE HOT BOY GIVES YOU THESE VITAL FEATURES 


e@ CABINET— Heavy steel of bolted construction. 
e HIGH AIR VOLUME DELIVERY FAN— 


Quiet in operation. Cold air is drawn through a 
fine screen filter and is forced around the Heat 
Exchanger tubes for quick heat. 


e HEAT EXCHANGER — Oval Tubular Type, 
transfers heat more rapidly to the circulating 
air-stream. 


e DE LUXE FINISH—Rich Cordovan brown 
HAMMERLOID baked enamel. . 


e ACCESS DOOR -— Located at side of unit 


which facilitates inspection, lighting and service. 


Tne great new HOT BOY is sweeping 
the country! Its modern design, its rich 
Cordovan-brown finish, its sheer smart- 
ness and beauty make HOT BOY sell 
on sight. Its low cost, its amazing effi- 
ciency and economy, its sound engineer- 
ing, make the new HOT BOY stay sold 


on performance. 


The great new HOT BOY is a profit sen- 
sation! It’s a precision built packaged 
heating and winter air-conditioning unit, 


a circulating gas-fired forced air heater 


@ MOTOR -—1/20 H.P.—built for long hour 
duty and trouble-free operation. 


@ BURNER— Accurately drilled—blue flame, 
raised port type. 


@ SUMMER CIRCULATION — Switch is pro- 


vided for constant fan operation. 


e@ DOWN-DRAFT DIVERTER — A. G. A. Ap- 


proved. 


@ FOR ALL TYPES OF GAS-— Available for use 
with Natural, Manufactured, Mixed and L-P gas. 


@ AIR FILTER—Indestructible—fine wire mesh 
screen—filters dirt and dust—reduces cleaning 
bills and redecorating expense. 


that provides clean, uniform, ample heat for 


homes, stores, offices and business places. 


The new HOT BOY-completely self- 
contained—is easy to sell, easy to install. 
Simply connect to gas and electric outlets, 
vent to a flue and HOT BOY will heat 
3 to 6 rooms in a matter of minutes. The 
vital HOT BOY features above and the 
clear-cut specifications below prove that— 
everywhere you or your salesmen call— 
you'll find a great market, a quick and 
profitable market for the new HOT BOY! 


SPECIFICATIONS 


1. Height 40” 
2. Height to center of flue 36” 
3. Width 261%4”’ 
4. Vent connection size 4” 
5. Depth 18” 
' 6. Depth Vented 24” 


7. Input 55,000 B.T.U. per hour 
8. Motor R.P.M.—700 
9. Fan C.F.M.—1,100 


10. Heating Capacity 5,500 cu. ft. North- 


ern Zone; 6,820 cu. ft. Central Zone; 
9,130 cu. ft. Southern Zone 


11. Shipping weight— 137 Ibs. 


NOTE: Type of gas and B.T.U. content should be specified when placing order. 
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$ Add 
Thermostatic 
Temperature 
Control with 
This #2) HEAT 
REGULATOR SET 


Most new oil heaters, as 
well as heaters sold since 


1939, can be easily 
equipped with this mod- 
ern fuel-saving conven- 
ience! That means extra 
sales and profits for you 
on today's heaters as well 
as a 
come from your old cus- 
And you'll 
make new friends with 
every sale, for every home 
will appreciate the savings in oil, time, effort, and the uniform, 
healthful room temperatures possible at the mere setting of a 
Thermostatic Dial. 

This A-P Heat Regulator Set is easy to install on any Vaporizing 
Burner Oil Heater now using the A-P 240-DR, UR, or YR Con- 
stant Level Oil Control. The ‘Sales Package’’ is complete, in- 
cluding an Electric Conversion Top which mounts on present 
manual control, an accurate Wall Thermostat, a Transformer, 
and all accessories for quick and easy installation. 


Make these extra Winter Profits NOW! 
samples and selling material. 


new source of in- 





A-P Model 240-ED Heat Regulator Set... 
Fits all oil heaters equipped with A-P Model 
240-DR, UR or YR Manual Controls. 


tomer- list. 


Write for prices, 


(Be sure your new Heater Lines use A-P 
DEPENDABLE Oil Controls — for faster sales, 
greater customer satisfaction.) , 


| AUTOMATIC PRODUCTS CompaANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE 
Od Controls 


DESIGNED TO ELIMINATE SERVICING 
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the program of dealer cooperation as 
“complete cooperation, with the com- 
pany providing a course of sales train- 
ing for dealers personnel, and offering 
free trial plans to customers on cer- 
tain appliances. Dealers will make 
all sales.” 

Approximately 124 dealers were 
active before the war; there are 146 
now and 153 are expected to be in 
business at the end of 1947. 


The Staten Island Edison Corp. lists 

45,275 customers with an average an- 
nual consumption of 1,205 kw-hrs. 
‘ Among the appliances which will be 
merchandised by this firm during 1947 
are refrigerators, ranges, water heat- 
ers, home freezers and, possibly elec- 
tric blankets. According to W. G. 
Burrill, manager, there is no 
need for the utility to limit its mer- 
chandising activities as it does not sell 
the same items as dealers and is there- 
fore not in conflict with them. 

There are 45 dealers in the territory 
now as compared to 21 before the war. 
No new ones are expected in 1947. 

Next year’s sales estimates and 
present saturation figures are as fol- 
lows: 5,600 refrigerators (85%); 
1100 ranges (16%); 480 water 
heaters (1%); 100 home freezers; 800 
automatic washers and 2,000 conven- 
tional washers (50%); 300 ironers 
(4%); 10,000 radios (100%); 2,000 
vacuum cleaners (60%); and 360 
electric blankets. 


sales 


About 31,000 customers use an aver- 
age annual rate of 960 kw-hrs. from 
the lines of the Rockland Light & 
Power Co., Nyack. This utility will 
merchandise all appliances except 
radio during 1947 and will not limit 
its activities. 

A. H. Palmatrin, general sales 
manager, has this to say about his 
company’s lack of a definite dealer 
program, “Our policy is to compete 
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fairly with dealers and offer them all 
special subsidies—if any—offered by 
the company in the promotion of any 
appliance.” 

He estimates saturation as follows: 
refrigerators, 65% ; ranges, 3%; water 
heaters, 1%; washers, 70%; ironers, 
3%; radio, 105%; and vacuum 
cleaners, 70%. 


New Jersey 


Four utilities in New Jersey serv- 
ing 1,150,875 urban and rural meters 
reported on appliance marketing in 
their territories. They reported that 
there were 1,351 dealers in the area 
before the war, 2,638 now, and 2,703 
expected by this time next year. All 
of the utilities plan cooperation with 
dealers and two will merchandise appli- 
ances. 


The Public Service Electric & Gas 
Co., Newark, supplies power to 885,000 
customers who register an annual 988 
kw.-hrs. on their meters. 

Public Service will merchandise all 
appliances except radio and plans also 
to sell electric blankets, portable lamps, 
and residential room coolers. In order 
to favor dealers during the period of 
short supply it is taking only token 
quantities of appliances. 

C. A. Stevens, sales manager of the 
electric department, says that dealer 
cooperation will take this form: “All of 
our ads will feature only the customer 
benefits of various appliances and will 
not mention brand names. All ads 
will suggest that the customer see his 
local dealer. We shall also furnish 
display suggestions to dealers and con- 
duct sales training classes for their 
salesmen.” 

The number of dealers in the terri- 
tory has doubled since pre-war with 
2,000 now active. Saturation esti- 
mates are: refrigerators, 77.5%; 
ranges, 1.1%; water heaters, 0.1%; 

(Continued on page 80) 
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"| ASSUME, MRS. GORMLEY, THAT YOU ARE ABOUT TO ASK FOR MY FLOOR MODEL—" 
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Only the 
BLACKSTONE AUTOMATIC WASHER 





——_ S 
A Wat LES 
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@ When you look inside the new Blackstone Auto- downs. Throughout, this new, improved Blackstone 
matic Washer, its superiority from a purely design Automatic is soundly engineered and ruggedly con- 
and construction standpoint, is at once apparent. structed—your assurance that it will bring long-lived 


You find so many of the little hidden details that satisfaction to the user and build customer good 


spell quality, and an impressive absence of those will for the dealer who sells it. 


structural short-cuts that invite trouble and break- BLACKSTONE CORPORATION, JAMESTOWN, NEW YORK 





SEE BLACKSTONE PERMANENT EXHIBIT 
AMERICAN FURNITURE MART 
CHICAGO—SPACE 544A 
























WRINGER WASHERS + PORTABLE IRONERS » CABINET 
IRONERS « AUTOMATIC WASHERS » AUTOMATIC DRYERS 
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Outwardly, it’s a beauty! But that’s not all. Inside, as well as out, the 


Model 18 Quillen Home-Freez has what it takes . 
cost, dependable performance . . 


mum post-sale service! 


. to assure low- 


. to sell and stay sold with mini- 


No mere storage chest, the Home-Freez does double-duty . . . has 
two compartments for freezing and three for storage. It has ample 
capacity for both farm and city homes, many commercial applica- 
tions as well. Ruggedness and dependability are assured because 


it’s built by Quillen . 
refrigeration .. . 


. . specialists in the specialized field of zero 
one of the few manufacturers who had home 


freezers in use and in production on a commercial basis before the 


war! 


So take a look inside the Quillen Home-Freez through the specifi- 
cations below. Consider, compare, and it’s easy to see why the 


Home-Freez is best to buy .. 


. best to sell. Write for full details. 


FEATURES OF THE MODEL 18 QUILLEN HOME-FREEZ 


CAPACITY—Approximately 18 cu. ft. for freez- 
ing and. storage. 


DIMENSIONS—Height, 36”; width, 28 1/2”; 
length, 78”. 


COMPARTMENTATION—Three compart- 
ments for storage and two for freezing. Makes 
segregation and finding of food easy, without 
groping or “fishing.” 


COLD PLATES—Ten exposed freezing sur- 


faces. Hold-over type plates protect food more 
than 24 hours even if electricity fails. 


INSULATION—Efficient insulation and extra- 
wide gaskets seal in the cold. Seam-welded 
construction assures moisture-proof cabinets. 


LID—One-piece, one-lift construction, 
counterbalanced for effortless lifting. 


COMPRESSOR—Ample, 1/3 hp. capacity for 
economical, efficient operation. 


FRAME AND SHELL—All-steel, all-welded 
construction. 


FINISH—Easy-to-clean, mar-resistant white 
enamel. 





ALSO THE MODEL 10 
QUILLEN HOME - FREEZ 
The Model 10 offers all advantages of 
the Model 18 Quillen Home-Freez. Ap- 
proximately 10 cu. ft. capacity ty for both 
storage and freezing. Measures 28” 
wide, 36” high, 54” long. Watch for it! 
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QUILLEN BROTHERS REFRIGERATOR COMPANY | 


1639 LABAYETTE ROAD, 
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washers, 52%; ironers, 
100% ; cleaners, 69%. 


3.2%; radio, 


Located at Asbury Park, the Jersey 
Central Power and Light Co. supplies 
an average annual, 1,190 kw.-hrs. to 
112,000 customers. This utility does 
not merchandise appliances. 

There are 230 dealers now serving 
the area as compared to 90 before the 
war. Perhaps 15 more will open their 
doors during 1947, 

Saturation estimates are: refriger- 
ators, 71.1%; ranges, 9.1%; water 
heaters, 3.9%; washers, 35.9%; 
ironers, 4.4%; and cleaners, 57.2%. 


About 97,100 customers draw power 
from the Atlantic City Electric Co. 
and average a yearly consumption of 
1,200 kw.-hrs. Merchandising by the 
company will be limited to ranges and 
water heaters and, according to E. H. 
Philson, manager of residential sales, 
a dealer cooperative program will in- 
clude cooperative newspaper and 
radio advertising, low finance charges, 
$20 trade-in allowance; and use of 
company display floors by dealers. 

About 250 dealers are in business 
now compared to the pre-war total of 
159. An additional 50 dealers are ex- 
pected in 1947. 

Mr. Philson estimates 1947 sales and 
present saturation like this: 15,000 
refrigerators; 3,000 ranges (28.6%); 
2,000 water heaters (5.3%) ; 500 home 
15,000 automatic washers 
and 5,000 conventional washers; 350 
ironers; 75,000 radio sets; and 20,000 
vacuum cleaners. 


freezers; 


In Dover the New Jersey Power & 
Light Co. supplies to 56,775 customers 
who use about 1,590 kw.-hrs. annually. 
Although the company will not mer- 
chandise, it will cooperate with deal- 
ers through advertising, home service, 
training courses, and personal assist- 
ance. 

The number of dealers swelled to 
158 from 102 during the war years. 
How many more will go into business 
in 1947 is not known. 

Estimated sales for 1947 and present 
saturation figures are as follows: 1,500 
refrigerators (57%): 600 ranges 
(14%); 1,000 water heaters (5%). 


Pennsylvania 


The largest number of customers in 
the Middle Atlantic region, 1,752,364, 
is supplied with power by the eight 
companies reporting from the state of 
Pennsylvania. During 1945 these 
companies supplied power to 1,720,039 
customers, more than 30,000 less than 
they do now. The number of dealers 
in the area has also grown from a 
pre-war total of 4,734 to 5,677 now 
with a total of 5,660 expected in 1947. 
All of the eight utilities reporting will 
have dealer cooperative programs and 
five of them will actively merchandise 
appliances. 


The Philadelphia Electric Co. has 
636,200 customers as compared to 631,- 
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533 in 1945. ‘Lhe average annual 
kw.-hr. consumption per residence 
customer is 1,451. 

The utility will merchandise a com- 
plete line of appliances during the 
coming year, but will limit its activities 
so long as merchandise is in short 
supply by accepting only partial allot- 
ments. A program of dealer assistance 
will include sales helps, promotional 
campaigns, and financing for partic- 
ular appliances. 

John A. Morrison, managing direc- 
tor of the Electrical Association of 
Philadelphia, who filled out the ques- 
tionnaire for the utility, said that, 
“prior to the war we had approxi- 
mately 1,500 retailers of all types sell- 
ing electrical appliances . . . Of course, 
there has been quite a number of new 
dealers opening up this territory ... 
The best guess I can make as to the 
number of dealers we will have in 
this territory (in 1947) is between 
200 and 300 more than we had before 
the war.” 

Mr. Morrison’s estimates of satura- 


tion and 1947 unit sales follow : 100,000 
refrigerators (73%); 7,500 ranges 


(9%); 4,000 water heaters (5%); 
3,000 home freezers. Although he did 
not list estimated sales for other appli- 
ances he figures saturation as follows: 
washers, 70%; ironers, 3%; radio, 
118%; and vacuum cleaners, 79% 


The Pennsylvania Power & Light 
Co., Allentown, which serves 395,000 
customers with an annual consumption 
of 950 kw.-hrs. each, will not mer- 
chandise appliances during the coming 
year. Its dealer program, however, 
will include, “concentrated personal 
coverage of all customers and dealers, 
supported by various types of adver- 
tising and other promotion plans.” 

The area boasts 200 more dealers 
today with 2,000 open for business 
than it did prior to the war. No more 
are looked for in 1947. 

H. H. Brennan, manager of the resi- 
dential sales department estimates cur- 
rent saturation and 1947 sales as fol- 
lows: 50,000 refrigerators (70%); 


(Continued on page 82) 














“YOU'RE SURE JUNIOR WASN'T AROUND THE 
FREEZER LATELY, DEAR?" 
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A really great series of Stromberg-Carlson advertisements . .. with a great 
















list of national magazines ...to pre-sell customers on Stromberg-Carlson 


Al th | S * «-« quality ...to create good business, loyal business for you! 
! plus the finest merchandise you ever heard! 





Several outstanding models illustrated in every ad. Each a revelation in 
modern design... in beauty ...in performance! All backed by the most 
powerful advertising in Stromberg-Carlson history. | ee 








For the main radio in your home... 
THERE IS NOTHING FINER THAN A 


STROMBERG-CARLSON 


ROCHESTER 3, N.Y. 


Radios, Radio-Phonographs, Television, Sound Equipment and Industrial 
Systems, Telephones, Switchboards, and Intercommunication Systeny 
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SMITHway WATER HEATER 


This truly modern water heater 
CANNOT rust or corrode un- 
der any water condition. Its tank 
is mirror-smooth, sparkling blue 
gilass-fused-to-steel . . . sanitary 
as a clean drinking glass! 


It banishes tank rust that ruins 
clean clothes. It banishes the 
corrosion dirt that stains water 
and fixtures. 


There's Only ONE 


“PERMAGLAS” 


A GREAT AID TO SALES 


Its sleek, modern beauty has set 
the new postwar style. Its many 
features add up to the height of 
convenience, dependability, and 
trouble-free service. Gas or 
electric. 


Get the facts now. Ask the 
nearest A. O. Smith office for a 
copy of “The Inside Story of 
Permaglas.” 


Al America is talking — 


THIS NEW 
: DISCOVERY 


tot Water . 





about 


The discovery? It’s hot water that’s 
“packaged-in-glass”...cleaner, purer, 


automatic hot water for every home use, 
including the newest automatic appli- 
. hot water supplied by the 


ances.. 


HOT WATER “Packaged-in-Glass” 


Guardian of the Nation’s Health 


a.o. Smorel 
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25,000 ranges (16%); 4,500 water 
heaters (2%); 10,000 home freezers; 
10,000 automatic washers and 35,000 
conventional washers (89%); 4,000 
ironers (6%) ; 90,000 radios (128%) ; 
35,000 cleaners (80%); 1,000 electric 
sinks, including dishwashers. 


G. A. Gardner, manager of resi- 
dential sales for the Duquesne Light 
Co., Pittsburgh, reports that the utility 
has 334,000 customers who average 
an annual consumption of 1,320 kw.- 
hrs. His company will not merchan- 
dise appliances in 1947. 

The number of dealers has grown 
from 314 pre-war to 617, with an addi- 
tional 33 expected by the end of the 
coming year. 


Present saturation and 1947 sales 


expectancies are as follows: 60,000 
refrigerators (77%); 10,000 water 
heaters (0.1%); 5,000 home freezers; 
20,000 automatic washers and 60,000 
conventional washers (88%); 47,000 
ironers (19.8%); 184,000 radios 
(99%); 65,000 cleaners (79.5%). 

Approximately 234,000 Pittsburgh 
area homes run their appliances with 
power supplied by the West Penn 
Power Co. as compared to 225,826 in 
1945. They consume an annual aver- 
age of 1,370 kw.-hrs. 

Although the company will not mer- 
chandise appliances it has a dealer 
program which involves continuation 
of its dealer contact organization 
which will assist dealers in training, 
advertising, display, service, and spe- 
cial promotions, continuation of home 
economist utilization, and continuation 
of its advertising and promotion pro- 
gram. 

Harry Restofski, sales promotion 
manager for West Penn, believes that 
there are now 900 dealers in a territory 
formerly served by 861. 

Estimates for 1947 sales and present 
saturation are: 40,000 refrigerators 
(72%); 7,500 ranges (11.5%); 2,500 
water heaters (1.7%); 3,500 home 
freezers; 6,000 automatic washers and 
24,000 conventional washers (91%); 
50,000 radios (130%); 4,500 ironers 
(7%); and 15,000 vacuum cleaners 


(47%). 


The Pennsylvania Power Co., New 
Castle, responded to our survey with 
the information that it serves 52,100 
customers who run up an average of 
1,530 kw.-hrs. on their meters during 
the year. 

This company will sell all appliances 
including ‘air conditioning, commercial 
refrigeration and dishwashers. Until 
appliances are plentiful, however, it 
will take steps to make sure that all 
dealers receive proportionate quanti- 
ties of merchandise. 

The program of dealer aid will, ac- 
cording to O. E. Flora, treasurer, pro- 
vide a dealer coordinator to work with 
dealers on sales and service training, 
demonstrations, displays, and coordi- 
nated advertising. A home economist 
will demonstrate ranges after installa- 
tion, 
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There were 90 dealers in the area 
pre-war, 150 now, and no additional 
ones expected in 1947. 

Sales estimates for 1947 and current 
saturation are as follows: 4,000 refrig- 
erators (65%); 1,800 ranges (14%); 
800 water heaters (2.7%); 500 home 
freezers; 500 automatic washers and 
2,000 conventional washers (60%); 
600 ironers (10%); 3,250 radios 
(90%); 1,000 cleaners (55%); and 
200 dishwashers. 


The Edison Light & Power Co, 
York, serves an estimated 36,900 cus- 
tomers who annually use about 1,450 
kw.-hrs. Merchandising activities of 
the utility will exclude vacuum clean- 
ers and radios. 

About 45 dealers served the area 
before the war and there are 50 in the 
territory today. Another 10 are 
anticipated in 1947. 

Current saturation and 1947 sales 
are estimated as follows: 3,000 refrig- 
erators (80%); 2,000 ranges (22%); 
2,500 water heaters (3%); 200 home 
freezers; 300 automatic washers and 
3,000 conventional washers (90%); 
150 ironers (1%); radio (100%). 


The Luzerne County Gas & Electric 
Corp., Wilkes-Barre, serves 35,835 
customers and provides each with 
about 745 kw.-hrs. annually. 

The only appliances to be mer- 
chandised by the company during 1947 
will be refrigerators, ranges, water 
heaters, and, probably, roasters. To 
favor dealers while merchandise is 
short, the company has waived its 
quota of appliances. A program of 
dealer cooperation will include: the 
elimination of outside solicitation; ad- 
vertising directed at the use of appli- 
ances generally rather than at the use 
of specific brands. 

There are 60 dealers in the territory 
today as compared to 45 before the 
war. Another 10 are anticipated in 
1947. 

1947 sales estimates and current 
saturation are as follows: 2,000 refrig- 
erators (37%); 400 ranges (3.7%); 
200 water heaters; 200 home freezers; 
300 automatic washers and 2,000 con- 
ventional washers; 200 ironers; 6,000 
radios; and 2,500 cleaners. 


The Northern Pennsylvania Power 
Co., serving 27,529 customers who use 
1,171 kw.-hrs. each, will merchandise 
refrigerators, ranges, water heaters, 
home freezers, and automatic washers 
during 1947. A dealer cooperation 
program includes wiring allowances, 
advertising, limited merchandising, 
home economist service, and dealer 
personnel education. 

About 130 dealers today serve an 
area covered before the war by 79. 

Sales and saturation estimates are as 
follows: 3,000 refrigerators (55%); 
1,500 ranges (14%) ; 900 water heaters 
(6.7%); 250 home freezers; 5,000 
automatic washers and 2,400 conven- 
tional washers; 470 ironers; 3,000 
radios. 
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Light in weight! 


Developed by Frigidaire Engineers... 


Here’s another Frigidaire first! Another exclusive 
selling point for Frigidaire Dealers to use in demon- 
strating the high quality and dependability of Frigidaire 
Cold-Wall Refrigerators. It’s another first to go with 
the famous Meter-Miser . . . the one-piece, all-steel 
cabinet... the one-piece, porcelain food compartment. 
It’s another first that proves again... you can always 
Depend on Frigidaire To Do Things Right! 








Another Frigtdatre First / 


ONE-PIECE 
ALL-ALUMINUM 
SHELVES 


Each formed from a single sheet of aluminum! 


Rust-proof ! 


Heavily anodized 
to protect beauty of finish! 


Bars closely spaced to 
prevent tipping of containers! 


No welded joints. 
Easy to clean — Shelves are flat, smooth — 


and keep clean! allow dishes to 
slide easily ! 


Ruggedly rigid to 
hold heavy food loads! 


Devend on FRIGIOAIRE 
to do things RU Gf 


- 





You’re twice as sure with two great names 


Frigidaire sc on,+ General Motors 


Se RON De Pn TOT OR ST CO _ 
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Two St ARTLINGLY NEW PRE 


They’re the big surprise news of 1947—two new, sen- 
sational major home appliances by PRESTELINE. 
All we can tell you here is this—never before has 
anyone seen any home appliances as exciting as these. 
These new, dramatic PRESTELINE products will 


be unveiled for the first time—during the January 


STELINE HO 


Phestoline ANNOUNCES 


me, APPLIANCES 





Market, January 6 to 18—in a PRIVATE SHOWING 
at the PRESTELINE Display Rooms. Admission to 
this preview will be by card only—cards which may 
be obtained only from your PRESTELINE distribu- 
tor. If you have not yet received your admission card 
from your PRESTELINE distributor—see him now! 


JANUARY 1, 1947—ELECTRICAL MERCHANDISING 











& 


















You don’t need to be reminded that the electric 
range with the best features is the one that will 
be the best seller. 





That’s why we make this friendly challenge. While 


you're visiting the Show, look over ALL the elec- 





tric ranges being displayed. Compare them criti- 
cally —feature for feature—dollar for dollar—with 
the Presteline electric range. You'll prove to your 
own satisfaction that no other electric range has 
the selling appeal of Presteline’s 21 new and prac- 


tical features—seven of which are exclusive. 


You are cordially invited to visit us during the 





January Market. See the Presteline electric range 
and get the facts about the tremendous Presteline 


national advertising campaign that’s coming in 1947, 


SAFETY TOP Preoteline ELECTRIC RANGE 


TURES! 
EXCLUSIVE PRESTELINE FEA 
ESE 


5 Handy ° 


OFFERS TH 


utensils 
as standard e4 


R RANGE 


ack for kitchen vipment 


NTe) OTHE 


hoice of three ai 
ments 


fr) connection 
r and 3000 wo 


different top 


stinctively ty Pig-tail wirln 


ack positions 7 3000 watt broile 


position rack 


tt baking units 
1A« 
arrange 


y Me biggest ove” ca 
3 Broiler-roaster with a pe 
4 The biggest pot and pan sto 


pacity — nine ' 


djustable 3- 
compartment 


PRESSED STEEL CAR COMPANY, INC. - Domestic Appliance Division - Room 534B - 666 Lake Shore Drive, Chicago 11, Ill. 
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NOW AVAILABLE THE worip’s FINEST 


AND MOST POPULAR ULTRAVIOLET 
LAMPS FOR THE HOME 


cive your LY 
A 

CUSTOMERS 

THE CHOICE OF oe 


\N 


OUTSTANDING MODELS nics way rus 


o ® | HANOVIA 


ALPINE 
QUARTZ LAMP 
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on the Market : 
Da 
HANOVIA TRAVEL = 
ee ee ee — Eat 12 ape age of Sng a 
List Price $79.50 os e ' get taina “A intensi Po ( 
HANOVIA ALPINE Cat. No. S315A Bn Fy = parma —— — . 
HOME F. O. B. Factory yet . INDI. 
ULTRAVIOLET LAMP manne — ¢C.) @ © Requires only a few minutes exposure z 
(Made for A. C. and D. C.) List Price $144.50 ...@ fraction of the time required by ( 
List Price $98.50 Prices Slightly Higher West of For A. C. S319A For D. C. 0302 inferior makes, Sor 
For A. C. S311A For D. C. 0310 the Rockies . ©. B. Factory , 
. ©. B. Factory © © Irradiates the entire body at one time Put 
. not just a small area. 
iLLIN 
Millions of people are becoming more and more mindful © © Lower current consumption. iS 
> . Cer 
of the vast benefits of sunbathing under the ultraviolet rays © © Approved by Underwriters Laboratories ( 
. . . Ce 
of the Hanovia Alpine Lamp. Nationwide publicity on the © © Most widely used source of ultraviolet. ce 
} subject of ultraviolet and an intensive Hanovia advertising wa NOV; A © © Hes long life . . . therefore more conomi- ss 
P . : : CHEMICA:i & MFG. CO. an te Ge feng me. 
ii campaign will help bring these Hanovia customers into your NEWARK 5... J a 
: j . © © Sturdy and dependable construction. De 
establishment. Ride the crest of Hanovia’s vast wave of pub- — ; ta 
li ity! Cc h i th l The world's largest manufact f 7 en ee He 
icity! Cash in on the result i H manufacturer o 
' ultant big business. Make your cash |)... ie: hms tie Ge ania ® © More doctors prescribe Hanovia U. V. « 
registers sing to the tune of “Bigger and better business with Profession, industry ond the home. Manes Se cay eee ms 
. . , . 
Hanovia Alpine Lamps!” Place a stock order with your re M 
distributor today. ‘i S ¥ 
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North Central area 30 utility com- 
panies serving 5,447,428 resi- 
dential and rural customers reported 
on their estimated sales for 1947 and 
their relationships with their dealers. 


ESTIMATED 1947 SALES 


Twenty-four of the utilities provided 
information on sales expectancies for 
refrigerators, ranges, water heaters, 
home freezers, washers, while 22 utili- 
ties estimated cleaner sales, 21 predict- 
ed ironer sales, and only ten had 
estimates on radio sales. 

1947 refrigerator sales were esti- 
mated at 480,750, or 106 per 1,000 
customers; ranges at 119,050, or 26 
per 1,000 customers; water heaters at 
45,750, or 10 per 1,000 customers; 
home freezers at 37,850, or eight per 
1,000 customers; and washers at 355,- 
075, or 78 per 1,000 customers. The 
22 firms which predicted ironer sales 
expected to see sales of 56,400, or 13 

(Continued on page 90) 


Pore the five states of the East 























Downtown Cleveland as seen from under an arch of the Lorain Bridge with the Terminal Tower prominent. 
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No. of | Aver. NUMBER DO YOU 
Custom- | Kw.-Hr. DEALERS PLAN TO 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING | MER. 
(Urban & | sump- TERRITORY | CHAN- 
Rural) tion DISE? 
Elec- Water Washers 
Dec. 31, | 1946 | Refrig- tric Heat- Wash- Radio Vacuum | Refrig- Water Home ———————— Radio — 1941 1946 1947 | Yes No 
1946 erators Ranges ers ers lroners Sets Cleaners| erators Ranges Heaters Freezers Auto- Conven- Ironers Sets Cleaners | | 
% % % % % (Units) (Units) (Units) (Units) matic ional (Units) (Units) (Units) 
OHIO 
Cincinnati Gas & Elec. Co., 
incldg. Union Light, Heat 
& Power, No. Ky......... 305,000 | 1,275 | 86 6 2 73 13 89 72 30,000 2,500 1,000 600 5,000 17,000 4,000 100,000 22,000) 350 620 620/... x 
Ohio Public Service Co... ..| 133,384 | 1,530 | 74 14 3 60 18 98 65 12,000 8,000 4,000 1,500 3,000 6,000 4,000 10,000 8,000| 90 120 120) x : 
Ohio-Midland Light & Power | 
Ee ier alae iii 6,302 | ..... 60 25 7 80 5 90 75 200 300 100 100 25 150 50 200 200 wm . 
Columbus & Southern Ohio 
SEES 157,828 | 1,100 | 83 14 2 87 24 130 85 8,000 2,000 1,000 3,000 3,000 5,000 2,500 10,000 10,000| 47 213 213/... x 
Dayton Power & Light Co....| 142,200 | ..... 85 35 10 70 11 100 72 17,500 2,000 1,000 2,000 3,000 8,500 3,000 19,500 8,500| 118 250 e x 
Toledo Edison Co.......... 122,670 1,500 75 20 2 90 10 120 DR | sececs coves coesse ovsese coeeee eseves ceseee seeves ceenes } 75 200 200; x 
—_ Ohio Light & Power 
Se ee 16,375 | 1,230 | 75 20 5 85 15 85 80 300 100 50 25 100 175 150 200 250; 15 25 ei}... x 
Cention Electric Illuminating | 
ere ae 324,000 | 1400 | 73 11 1 80 9 96 73 52,000 9,000 1,750 3,000 30,000 6,000 81,000 35,000) 383 529 529 . # 
One Bdlcen Co. co cccccess 238,500 | 1,790 | 66 23 5 70 G one 59 17,500 7,300 3,650 2,500 2,000 15,000 5,000 ...... 12,000, 241 485 485 x ; 
INDIANA | 
Indiana Service Corp........ 24,890 | 1,734 30 11 oe eee se ” webams 6,000 4,000 1,500 300 1,000 3,000 1,000 ...... ...... | 50 75 Ol. 8 
Indianapolis Power & ‘Light 
| OS eae 124,601 | 1455 | 75 16 4 75 5 95 70 15,000 3,500 1,000 500 ee 15,000) 49 x 
Southem Indiana Gas & Elec. 

RE ees 42,550 | 1,259 | 65 15 3 nn ae eine emearen 5,000 2,000 1,000 300 500 3,000 S00 ...... 3,000; 5O 185 140; « ... 

Pisin Service Co. of Indiana. | 216,207 990 | 66 ine a 75 6 90 60 39,000 11,000 3,000 4,500 48,300 errr 22,000| 700 8901,040|... x 
LUNOIS @ 

Commonwealth Edison Co...| 880,503 | 1,142 | 76 2 5 56 8 97 75 100,000 15,600 5,500 5,000 25,000 25,000 10, 4 186,000 65,000; 850 1,800 1,800 | x 
Illinois Northern Utilities Co..| 58,412 | ..... 16 20 7 80 3 140 82 1,900 2,500 2,500 1,000 500 ae —_ 2,000; 500 700 800/| x 
— Illinois Elec. & Gas 

Re 47,450 | 1,250 =e = eon mee on vaiaam neat! “aiielteel aeidhdicah— wate earache Wines ade ei Bio eee 60 175 90 | x 
an IMlinois Light Co. . 74,100 | 1,406 | 71 12 4 65 8 oe 62 4,500 1,500 600 200 ee Te abeses. c0cdae 2,000} 150 200 200 x 
— Winois Public Serv. } 

Eee 159,450 922 | 46 13 3 eee ees ee ‘Re ~S5%s6b. Bhdean <Sae>y.  Whke ek. ae eee” Gaeetes . paket” ‘kei das eu cae 924 924 x 
tsi | 212,250 | 1,256 | 65 15 3 a ale adel | cqgein ae pein S) Wipes! ledikie: Magical, <aaee -chadeed. -abaoeLO nN aadeee its eee > Tee ase.) sss. 2 
Large Illinois Utility........ 347,000 | 1,375 | 75 11 3 80 15 100 Re | satess “anases) chante sabia “phawee” Jebeee (Ganesan Abele. cases 735 1,200 1,200 | x... 

MICHIGAN 
Detroit Edison Co.......... 743,800 | 1,510 | 72 20 Ss ® 6 100 60 70,000 20,000 5,000 5,000 50,000 5,000 100,000 35,000) 590 900 950) x 
Edison Sault Electric Co... . . 5,650 | 1,492 es =F aan aie iene ae epaiede 1,000 1,000 100 100 500 1,500 Bt "igcoes 500 8 12 14] x 
Michigan Public Service Co..| 20,700 | 1,160 | 30 20 5 60 10 80 60 1,500 1,000 500 200 500 1,500 eee > 75 125 195 «x 
Houghton County Elec. Light 
Rees 10,700 850 30 15 5 65 eee oe 55 350 250 100 —lUL Oa eee er 100 6 30 35 x 
Consumers Power Co,....... 479,000 | 1,765 | 65 25 a eco ose i nae 40,000 11,000 2,000 2,500 5,000 20,000 5,000 ...... 27,000) 850 1,150 1,250 x 
WISCONSIN ’ 
Wisconsin Public Service| 
ee ey 99,798 | 1,406 | 42 11 7 73 4 100 58 14,000 4,000 5,000 2,000 3,000 7,000 3,000 ...... 11,009) 530 610 610/| x ° 
Madison Gas & Electric Co..| 24,900 | 1,850 | 85 5 3 90 5 100 Oe. 2 - Weegee patie. cessed Macnee nite eck be Eeeean > avcuks ath ae) a! Ae. S ° 
Power & Light Co.| 118,183 | ..... 62 17 8 80 8 ee 18,000 3,500 1,400 500 3,000 10,000 2,000 ...... 5,000; 605 850 850 x ‘ 
Electric Power Co.| 245,750 | 1,550 | 70 12 4 90 10 9 90 25,000 5,000 2,000 1,500 5,000 20,000 1,000 ...... 25,000} 225 275 300/ x oe 
Gas & Electric Co.} 66,275 | 2,707 | 45 21 2 64 3S 199 30 2,000 2,000 2,000 1,500 500 61,000 300 2,500 2,500| 374 418 418) x ° 
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PRUDENTIAL DISTRIBUTORS, INC. 
SPOKANE 8, WASH. 


= 


@.- BILLINGS HARDWARE CO. 


a. BILLINGS, MONT. 
C & H SUPPLY CO 


PORTLAND 5, ORE TEDE AND ETCHINGHAM 
a POCATELLO, IDA. 


COMMERCIAL APPLIANCE CO. SIOUX ELECTRIC APPLIANCE CO, INC. 
BOISE, IDA. SIOUX CITY IOWA as 


APPLIANCE DISTRIBUTORS, INC. 
OMAHA 2, NEB. 


EDWARD F. HALE CO. atime 
SAN FRANCISCO. CALIF. 


aan TOM KILLIAN, INC. & 
@-— DENVER, COLO. 


a ee oe 


rAcGREW DISTRIBUTING, INC. & 


z 


WICHITA, KAN. . 


BAUER-KNAPP COMPANY 
© LOS ANGELES 36, CALIFORNIA 


ALFORD’S & 
ALBUQUERQUE, N. M. 
WAUGH G ROBERTSON REFRIGERA- 
a TION CO. 
& OKLAHOMA CITY, OKLA. 


ARIZONA FROZEN FOODS CORP. 
PHOENIX, ARIZ. ee] 


J. P. BOWLIN CO. 
FORT WORTH, TEX. 


STRAUS-FRANK COMPANY 
SAN ANTONIO, TEXAS 
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MURPHY DISTRIBUTING CO. 
oa a 2, MINN. 


NOTS 


oe ILL 


Mb 


ev ® 


TT 











MID-WEST achic 
- Sa = 





MAJOR HOME saris Co., IN 


CHICAGO, 


os 
« Lz RNG EE 


My || 


tg 


\S HOMES NA 
\\ @ 3, TENN. 


\ 


@\ \e 
SHOBE, INC. 


CROSS G ROGERS 
LITTLE ROCK, s @ 


ALABAMA- me DISTRIBUTING 
CO. BIRMINGHAM 4, ALA. 


\ 


RYAN SUPPLY CO. 
JACKSON, MISS. 


LIGHTING FIXTURE 
SUPPLY CO., 
NEW ORLEANS, LA. 


LANIER EQUIPMENT CO. 
ALEXANDRIA, LA. 


WARRIN REVELL R 
HOUSTQ SEF 
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CENTRAL e . DISTRIBUTING CO. 
DANVILLE, ILL. 
sient CITY PAPER CO. 
SPRINGFIELD, ILL. 
MACO So \ “WAN i 
KANSAS CITY 8, MO. 


MEMPHIS, TENN. 


INC. 


MASON, BROWN & COLVILLE, 


R.T.A. DISTRIBUTORS, IN 
INC 
nee PHILADELPHIA 2, PENN. 


ALBANY, N. Y. 
INC. 


COLUMBUS, OHIO 


nani tle ASSOCIATES, 


EASTERN: DISTRIBUTING CO. 
WASHINGTON, D. C. \ 


APPALACHIAN BROKERAGE CO., IN 
ASHEVILLE, N. C. 


) 
TRI-STATE SUPPLY CO. 
~~ 2, TENN. 


‘@ 
a ELECTRIC SUPPLY CO. 
COLUMBIA, 5S. C. 


MAGA DISTRIBUTORS, LTD. 
MACON, GA. 


INC. 


G ELECTRIC 


DR APPLIANC 
36, FLA. 


MODEL 110 


10 Cu. &. Freezer! A 
unit for fhe medium or 


large® family. 


INC. 


{, 1947 


SERVING 
AMANA 
DEALERS 


From Coast to Coast, this network of 
selected and responsible distributors 
are set up to render full co-operation 
to Amana Freezer Dealers. 

NATIONAL ADVERTISING is creating 
a wide demand for Amana Units. The 
line is complete .. . models from 5 cu. 
ft. to 123 cu. ft. food capacity! You 
have exclusive advantages in selling 
this Amana line, as Amana Freezers are 
the products of long experience in 
LOW TEMPERATURE food preservation. 
With many outstanding features that 
mean unequalled perfermance, and with 
units for small or large families .. . 
for farms, estates, ranches ... for in- 
stitutional and commercial use—you 
have an Amana Freezer that perfectly 
meets the requirements of every 
prospect in your community. 


GET THE AMANA PROPOSITION! CALL 
OR SEE YOUR NEAREST DISTRIBUTOR 
OR WRITE US! 





SEE AMANA AT 
CHICAGO 
FURNITURE MART 
SPACE 536B 
ALL MODELS ON EXHIBITION 
PERMANENT DISPLAY 











REFRIGERATION DIVISION 


AMANA SOCIETY 
Amana lowa 
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It’s acomplete sales pack- 
age — this A-P 4-piece 
Heat Regulator Set. The 
modern thermostat is 
sensitive to 1° temper- 
ature changes, operates 
fast and frequently for 
close control. The com- 
pact and powerful damp- 














er regulator has a ‘‘stok- 
ing safety” feature that 
users appreciate. Separ- 
ate limit controls for 
warm air, steam, or hot 
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Al / Regulator Set you can “forget it.” 


ings in coal help pay for it! 


HEAT REGULATOR SETS 


When you install an A-P Dependable Heat 


Your 


customer needs no “signal light” to know 
when it operates. The comfortable temper- 


ature of his home proves it — and the sav- 


And it keeps 


on serving for many years. 





water systems, avoid dangerous and wasteful overheating for extra 
safety and economy. Transformer is simple to attach. Complete 
Accessories and installation kit permits quick and easy installation, 


4 Be sure your customers benefit by the DEPENDA- 
f BILITY of an A-P Heat Regulator Sef. 
more friends — steadier sales. 
complete sales kit. 


HUTOMATIC PRODUCS COMPANY 


2400C NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE Gxtwt 


FOR HEATING e 


You'll make 
Write for your 


AIR CONDITIONING 
REFRIGERATION 





EAST NORTH CENTRAL 





per 1,000 customers. Cleaner sales 
were estimated at 311,050, or 69 per 
1,000 customers. Radio sales were ex- 
pected to reach 509,400, or 184 per 
1,000 customers, 


THE DEALER PICTURE - 


Every one of the reporting com- 
panies wil! engage in some form of 
dealer cooperation during 1947. Only 
nine of them will not actively merchan- 
dise appliances themselves. Twenty- 
seven of the companies reported on the 
number of dealers serving their terri- 
tory in 1941 and 1946 and estimated 
the number of dealers who would be in 
business during the coming year. Just 
prior to the war there were 8,197 deal- 
ers in the area, a figure which has 
grown to 12,619 at present. By the 
end of 1947 there will be 13,099 deal- 
ers, according to the estimates. 


INDIVIDUAL COMPANIES 
Ohio 


Nine companies serving 1,446,259 
domestic meters reported from Ohio. 

The Cleveland Electric INuminating 
Co. served 324,000 residential and 
rural customers during 1946 as com- 
pared to 318,940 in 1945. These eus- 
tomers consumed an average of 1,400 
kw.-hrs. each during the past year. 

This utility, one of those which will 
not merchandise during 1947, will, 
however, have a program of dealer co- 


| operation which will take the form of 


| cooperative advertising, 


market re- 
search, sales training, demonstrations, 


| exhibits, shows, consumer literature, 


and home service. 
The number of dealers in the area 
before the war was 383 and is now 


| 529 with no additions expected in the 





coming year. 

The company estimates that the fol- 
lowing quantities of goods will be 
sold in 1947 if they are available: 
52,000 refrigerators, 9,000 ranges, 
1,750 water heaters, 3,000 home freez- 
ers, 30,000 washers, 6,000 ironers, 


CONTINUED FROM PAGE 87 












































81,000 radios, 35,000 vacuum cleaners, 
2,000 oil burners, 1,000 stokers, and 
2,500 blower filter units. Saturation 
in the territory is estimated as follows: 
refrigerators, 73%; electric ranges, 
11%; water heaters, 1%; washers, 
80%; ironers, 9% ; radios, 96.3% : and 
cleaners, 73%. 


The Cincinnati Gas & Electric Co., 
which includes the Union Light, Heat 
& Power Co. in northern Kentucky, 
estimates that it serves 305,000 resi- 
dential and rural non-gas customers in 
its area who consume an annual aver- 
age of 1,275 kw.-hrs. 

No merchandising will be carried on 
by the utility, but dealer sales will be 
stimulated by sales contests, home 
service assistance, sales promotions, 
radio and newspaper publicity. 

It is not expected that the 620 deal- 
ers in the area, already nearly doubled 
from the pre-war total of 350, will ex- 
pand further during 1947. 

Ben Kaufman of the utility’s deal- 
ers’ cooperative sales department, 
estimates the following quantities of 
appliances will cross dealers’ counters 
in 1947: 30,000 refrigerators, 2,500 
electric ranges, 1,000 water heaters, 
600 home freezers, 5,000 automatic 
washers, 17,000 conventional washers, 
4,000 ironers, 100,000 radios, and 
22,000 vacuum cleaners. Saturation 
percentages he figures thus: refriger- 
ators, 86%; ranges, 6.4%; water 
heaters, 2.2% ; washers, 73%; ironers, 
13% ; radios 89.4% ; and cleaners, 72%. 

The 238,500 customers of the Ohio 
Edison Co, buy approximately 1,790 
kw-hrs. annually from the Akron 
utility. 

Ohio will merchandise all appliances 
except radio during the year and in 
addition will assist dealers by training 
their salesmen, furnishing home econo- 
mists, contacting dealers through a 
dealer coordinator, and aiding in 
financing through the Reddy Kilowatt 
Bank Plan. In order to further. help 

(Continued on page 92) 











ECECTRICAC 
APPLIANCES 

















on 

















“YOU REALIZE, MR. SMYTHE, THIS WILL FURTHER POSTPONE THE DELIVERY DATE OF YOUR 


NEW REFRIGERATOR!" 
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Now! Sperti switches on the advertising power for you 


























































— . . . ON THE SENSATIONAL SUPER-POWERED 575-WATT 
ers, s ] 
and 
rh -Iil- = uae = 
WS: a 
me MODEL S-200 
and 
% 
leat 
ky, 
esi- 
$ in 
ver- 6 P 
1 on li 1$ 
l be Co 1e1 cents j 
ome : é 
ons, Le 
eal- 
bled a - 
ex- ‘a F ¢ Scmmese onto” 
cab aagpr pom pia a 
leal- 
lent, 
3 of 
iters 
,500 
ters, 
atic 
1ers, 
and USE SPERTI'S GENEROUS COOPERATIVE 
ition 
ee ADVERTISING PLAN TO CASH IN ON THIS 
2% BIG NATIONAL ADVERTISING 
Join the thousands of dealers who are running 
kron local tie-in advertising on this cooperative plan 
. .'. let your customers know your store is 
s local headquarters for this sensational lamp. 
ning 
ono- 
th a 
; in ’ 
watt 
help 
A sure best-seller for the worst-of-winter months ahead. More than 15 million people 
eary will read about it regularly in The Saturday Evening Post, Collier’s and Time 
Big, dramatic advertising in America’s most widely-read weekly maga- 
zines will be selling your customers this sensational Sperti 2-in-1 Lamp Also stock the new super-powered 
that provides ultra-violet or infra-red at the turn of a switch. 600-watt Sperti Sunlamp 
Route those customers into your store by tying- ( Model H-300 ) 
in with this tremendous national advertising cam- One of the fastest-tanning 
paign. Plan your own campaign on the Sperti sunlamps ever made for 
2-in-1 Lamp in your local. newspaper. Use the home use. Operates on 
generous Sperti Cooperative Advertising Plan edie — high- 
that makes your advertising dollars do double Comptnasty Suitable 
duty. For full details, write, wire or phone your stand. Retail $64.50 
distributor. If you don’t know his name, write complete with scien- 
Sperti, Inc., Cincinnati 12, Ohio. tifically-tested gog- 
gles and instruction 
2-IN-1 FEATURES MULTIPLY SALES! book. 
e $ t- red, 575 watts ® Operat AC or DC @ G i . 
PI ae sade or - s tecaniaeel ond adjusts ra or Also disp lay the 
height or position © Designed by a world-famous scientist © Ap- sensational Sperti 
proved by Underwriters’ Laboratories 560-watt Portable 
RETAIL $48.50 complete with scientifically-tested ee a 
oil goggles and instruction book Retails at only $37.50 
UR PRODUCTS OF Sperte CINCINNATI 12, OHIO . RESEARCH - DEVELOPMENT - MANUFACTURING 
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dealers while merchandise is in short 
supply, the company will not maintain 
any sales force of its own and will not 

advertise. 
The number of dealers in the terri- 
me ~“ tory has more than doubled. There 
S tipsy’ re were 241 before the war as compared 

AND "aos Tiel ste" to 485 now. 

“ Estimated unit sales in 1947 are 
listed as follows: 17,500 refrig- 


——- —s erators, 7,300 ranges, 3,650 water 

, ‘ , heaters, 2,500 home freezers, 2,000 au- 
4 tomatic washers, 15,000 conventional 

3 - P | washers, 5,000 ironers, and 12,000 


vacuum cleaners. 

Present saturation is estimated as 
follows: refrigerators, 66%; electric 
ranges, 22%; water heaters 4.6%: 


- when equipped with washers, 70% : ironers, 9.4%: clean- 


ers, 59.5%. 


Stanley A. Dennis, sales promotion 
manager of the Columbus and South- 
ern Ohio Electric Co., reports 157,828 
customers on the company’s meters 
who consume an annual average of 
1,100 kw.-hrs. 

. His utility will not merchandise in 
lo n g ms li fe H 3 AT N G 3 L EM 3 N TS 1947 but will aid dealers by demon- 
strating and servicing electric ranges. 

An almost phenomenal expansion of 
dealers in the area has taken place 
since 1941 with 213 active today as 
compared to 47 pre-war. 

Mr. Dennis’ estimates for 1947 unit 
sales of appliances are: 8,000 refrig- 
erators, 2,000 ranges, 1,000 water heat- 
ers, 3,000 home freezers, 3,000 auto- 
matic washers, 5,000 conventional 
washers, 2,500 ironers, 10,000 radios, 
10,000 vacuum cleaners, and 1,500 
clothes dryers. 

Present saturation estimates are: 
refrigerators, 83%; ranges, 14% 
water heaters, 2%; washers, 87%, 
ironers, 24%; radios, 130% ; vacuum 
cleaners, 85%. 

From headquarters in Dayton, the 
Dayton Power and Light Co. reports 
142,200 residential and rural consum- 
ers as compared to 135,244 last year. 

The utility will merchandise in 1947, 
but only in a limited portion of. its 
territory. Items that it will sell are 
refrigerators, ranges, water heaters, 
conventional washers, ironers, small 
appliances, disposal sinks, and dish- 
washers. 

A complete cooperative program 
will be available to dealers to assist 
them in increasing their sales. Ac- 
cording to L. M. Holmes, commercial 
manager, this program has eight basic 
points. These include appliance dis- 
plays in the utility’s office, newspapert 
advertising, demonstrations to various 
women’s groups, sales training for 
dealers, conduct of appliance shows, 

e e special floor demonstrations by dis- 
+ 20 loo H AAMC tributors and manufacturers, and coop- 
} Zl € } _s 4) } ZS erative sales programs with dealers. 
te The 118 dealers who were active in 
C O M PA NY 1941 liad grown to 250 by the end of 
1946. 
HARRISON NEW JERSEY Mr. Holmes’ estimates for 1947 ap- 
pliance sales follow: 17,500 refrigera- 
tors, 2,00 ranges, 1,000 water heaters, 
2,000 home freezers, 3,000 automatic 
(Continued on page 96) 
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HOME RECORDING _/ (C1 lili AT ITS FUN-LOVING FINEST! 


fj 


J 

@ Here is an instrument to capture your customer's fahcy. RECORDIO 
preserves treasured memories forever in sound, or instantly records and retains historic 
radio programs. Hilarious home parties, children’s carefree laughter, weddings, anniversaries 
...are saved in all their sparkling spontaneity to be re-lived and re-enjoyed down through 
the years. RECORDIO- the world’s finest home recording instrument —-opens an entirely 
new field of entertainment. It is an uncrowded, exceptionally profitable field, sup- 
ported by continuous repeat sales of RECORDIO DISCS and RECORDIOPOINT NEEDLES. 




















Record 
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Coroacre CONSOLE 


A MOUNTAIN OF HEAT IN A CAPSULE 


Ask the authorities, the experts, the men who know—what is the finest, best 
built, most efficient, economical, compact, beautiful—the fastest selling, most 
sought-after heating unit made today in this country or in the world! 




































The immediate reply is—COROAIRE. Why? Because of exclusive, patented 
features found in no other heating unit or equipment—it’s the greatest advance 
in heating in fifty years! 

Here are five reasons for lasting consumer-satisfaction—five exclusive profit- 
points for COROAIRE dealers—exclusive patented Venturi tube heat exchanger, 
made of cast iron, five-to-one wiping surface that heats more economically— 
holds heat longer, patented restricted inside-flue travel that holds gases— 
retards escape of heat, patented adjustable revolving grill, proved economy 
of operation. 


Here’s automatic winter-conditioning, clean filtered humidified heating, posi- 
tive heat-control—positive forced-air distribution—all the proven elements 
that make the COROAIRE Console the perfect heater for homes, stores, 
offices and all kinds of business places—heats a one-floor five to six room space, 
without extreme temperature variations, in a matter of minutes. 


The COROAIRE Console will be on display in the January show at the American Furniture Mart 
—Booth 17-M, January 6 to 17th, 1947 in Chicago. Stop in! Coroaire’s welcome will be cordial. 


i 
o~ 








FLAME TRAVEL AIR TRAVEL 
? ‘ y 
‘() K 7 my 
Uy } 
& 
BURNER The PATENTED Venturi INSIDE OF HEAT EXCHANGER 
Heat Exchanger 

















al cele 
| A MESSAGE 


For automatic winter air conditioning, for clean, filtered, humidi- 
fied heating at high efficiency and low cost, there’s never been 
anything like COROAIRE. Here’s what owners say — 


*“Our service problems have been practically nil. 
| Coroaire is far superior to any heater we know of.” 
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A PACKAGED WINTER-CONDITIONING MIRACLE 


In a great new basement-installed gas-fired heater—COROAIRE engineers have 
made a sensational new stride in heating. In the new COROAIRE HI-BOY— 
sturdily built, beautifully finished in long-lasting blue Hammerloid enamel— 
you get the same remarkable efficiency and economy, the same five exclusive 
performance and profit points that characterize the COROAIRE Console. 


The heart of the COROAIRE HI-BOY is the famous patented Venturi tube heat 
exchanger, made of cast iron. That means greater efficiency, greater distribu- 
tion of heat, greater heating capacity. You get it because of a 5 sq. in. to 1 sq. 
in. wiping surface on the exterior and a 28-foot flue travel—against 6 to 8 foot 
flue travel on other conventional types of heat exchangers. 


Beyond any question—every exclusive feature, every component part of the 
COROAIRE HI-BOY merges. into a superior product that brings new gas 
heater profits to you—brings lasting satisfaction to your customers. It’s the 
dream of every heating engineer, builder, distributor, dealer, and user! 





Write today for Booklet c-802 for full information. and specifications. The 
Coroaire Heater Corporation, Cleveland 15, Ohio. 











SPECIFICATIONS 





COROAIRE HI-BOY— 
Model 85-S-HB 


COROAIRE CONSOLE SPACE 
HEATER—Model 85G 











width overall. . .... 32” height overall . . . . . 40” 
depth overall. . .... 29” width overall. . ... . 26” 
height overall ..... 60”’ depth overall. . . . . 19%” 












intake (coldair). . 16” x 25” 
discharge . . .. 8’ x 25” 


propeller type fan. . . . 18” 





























~ 
E FROM MAaAcTAVISH 
;. *“T’ve installed many types of heating equipment in homes I have 
built, but Coroaire is the most efficient and economical.” 

en ee . P ° ee “ See the Coroaire Hi-Boy on display 

The economy of its operation is astonishing. et the 7th tutennatfoncl tleating, Vou» 
1 *“After two heating seasons, we unqualifiedly recommend Coroaire tilating Exposition in Cleveland 
= equipment. Hope others will profit by our experience.” —Exhibit spaces 763-71 — Janvary 
: *Letters on file. 27-31, 1947. 
— 
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space. Approx. 11 lbs. 


@ STAINLESS STEEL TOP 
© ALUMINUM SIDES 


GILL 
UTILITY TABLE 


Portable, approx. 16 lbs. Top 
by 36 in. 
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@ TWO-WAY HEAT CONTROL 
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».. THEY WILL ALL WANT A 
ELECTRIC STOVE 





Aili the efficiency of a full-sized electric range is packed 
into this conveniently light, portable Gill Electric Stove. 
It cooks a complete meal at once, yet it takes up little 


110-120 volts A.C. (D.C. avail- 


able). 150 to 1650 watts. Write for discount information. 


@ LARGE HEATING ELEMENTS 
@ INSULATED BROILER 
@ TOASTS SIX SANDWICHES 


GILL GRIDDLE 


— — A heavy duty, cast-aluminum 
=—— . griddle that lasts a lifetime. Dis- 
~<S —= SZ tributes heat perfectly. Detachable 
— SS handle permits use in broiler. Sold 


separately or with the Gill Stove. 


Perfect for the Gill Stove anywhere. 
Stainless steel top, aluminum legs. 
Adjustable to 3 convenient heights. 


20 in. 


ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 
REDLANDS, CALIFORNIA 


“Quality electrical products since 1920” 
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washers, 8,500 conventional washers, 
3,000 ironers, 19,500 radios, and 8,500 
vacuum cleaners. 

Present saturation is estimated thus: 
refrigerators, 85%; electric ranges, 
35%; water heaters, 10%; washers, 
70%; ironers, 11%; radios, 100%; 
vacuum cleaners, 72%. 

Almost 30.000 more customers buy 
their power from the Ohio Public 
Service Co., Cleveland, in 1946 than 
did in 1945. The current figure is 
133,384 as compared to 104,768 in 
1945. Average annual consumption is 
1,530 kw.-hrs. 

All appliances will be merchandised 
by Ohio Public Service. A dealer 
cooperative program will include per- 
sonal contact, sales ‘training, and ex- 
change of merchandise. 

There are 120 dealers serving the 


| territory today as compared to 90 in 


1941. C. L. Dunn, vice-president in 
charge of sales, succinctly said that 
“no more” are expected in 1947, 

Probable 1947 sales are predicted as 
follows: 12,000 refrigerators, 8,000 
ranges, 4,000 water heaters, 1,500 
home freezers, 3,000 automatic wash- 
ers, 6,000 conventional washers, 4,000 
ironers, 10,000 radios, and 8,000 
vacuum cleaners. 

Current saturation of appliances is 
estimated by Mr. Dunn as: refrigera- 
tors, 74%; ranges, 14%; water heat- 
ers, 3%; washers, 60% ; ironers, 18%; 
radios, 98% ; and cleaners, 65%. 

The Toledo Edison Co., with 122,- 
670 residential and rural customers 
and an average annual consumption of 
1,530 kw.-hrs., will merchandise all 
appliances except radio. It will devote 
special attention to ranges, water heat- 
ers, freezers, ironers, automatic 
blankets, and roasters. 

This utility’s program of dealer co- 
operation includes limiting of its mer- 
chandising activities while materials 
are scarce, use of a dealer contact man, 
and direction of all its advertising 
toward the selling of electric service. 

While the number of dealers in the 
territory has increased from 75 pre- 


| war to 200 today, the company expects 





no net increase in 1947, 

Charles A. Harrison, vice-president 
in charge of sales, estimates present 
saturation thus: refrigerators, 75% 
electric ranges, 20%; water heaters, 
2%; washers, 90%; ironers, 10%; 
radios, 120%; and cleaners, 70%. 


Reports were also received from the 
Central Ohio Light & Power Co., 
Findlay, and the Ohio-Midland Light 
& Power Co., Canal Winchester, which 
together serve 22,677 customers. Esti- 
mated 1947 sales for both utilities are: 
500 refrigerators, 400 ranges, 150 
water heaters, 125 home freezers, 125 
automatic washers, 325 conventional 
washers, 400 radios, and 450 cleaners. 
Saturation, as reported by Central 
Ohio, is: refrigerators, 75%; ranges, 
20% ; water heaters, 5%; washers, 
85%; ironers, 15%; radios, 85% ; and 
cleaners, 80%. Saturation in the 
Ohio-Midland territory is estimated 
as: refrigerators, 60%; ranges, 25%; 
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water heaters, 7%; washers, 80%; 


ironers, 5%; radios, 90%; and clean- 
ers, 75%. 


Indiana 


From the state of Indiana four com- 
panies responded to the survey. 
Largest of these, the Public Service 
Co. of Indiana, with headquarters in 
Indianapolis, serves 216,207 residential 
and rural customers. Average annual 
consumption is 990 kw.-hrs. 

James A. Alford, the company’s resi- 
dential sales manager, says that al- 
though it will do no merchandising it 
has a complete promotional program 
to help dealers which will include 
sales, home service, sales training, an 
installation bonus, and advertising. 

Mr. Alford does not believe that 
dealer expansion has reached its limits 
in the territory since he estimates that 
perhaps 150 more dealers will enter a 
field already occupied by 890. Before 
the war there were 700 dealers in the 
area. 

Sales of major appliances in 1947 
may well reach the following totals, 
says Mr. Alford: 39,000 refrigerators, 
11,000 ranges, 3,000 water heaters, 
4.500 home freezers, 48,300 washers, 
2,500 ironers, and 22,000 vacuum 
cleaners. 

Present saturation is estimated as 
follows: refrigerators, 66%; water 
heaters, 3.8% ; washers, 75% ; ironers, 
6%; radios, 90%; vacuum cleaners, 


60%. 


A. C. Crandall, vice-president in 
charge of sales, reported for the 
Indianapolis Power & Light Co., which 
serves 124,601 customers with an aver- 
age yearly consumption of 1,455 kw.- 
hrs. 

Mr. Crandall said that the utility 
would merchandise all appliances ex- 
cept radio during 1947, “if volume 
from the manufacturers is adequate.” 
Until merchandise is in adequate sup- 
ply, the company is only selling to its 
employees, Dealer cooperation plans 
include a wiring subsidy, advertising 
allowance, home service assistance, 
and special campaigns, 

Estimates for 1947 sales are: 15,000 
refrigerators, 3,500 ranges, 1,000 water 
heaters, 500 home freezers, 300 auto- 
matic washers, 18,000 conventional 
washers, and 15,000 vacuum cleaners. 

Present saturation is estimated. as 
follows: refrigerators, 75%; ranges, 
16% ; water heaters, 4.5%; washers, 
75%; ironers, 5%; radios, 95%; and 
cleaners, 70%. 


The Southern Indiana Gas and Elec- 
tric Co. supplied power to 42,550 resi- 
dentiail and rural customers in 1946 
who consumed an average of 1,259 
kw.-hrs. 

The company will merchandise all 
appliances except radio and, in addi- 
tion, will have a dealer program which 
will undertake to train dealer salesmen, 
provide installation service, home serv- 
ice, service men’s schools, and conduct 
joint promotions. 

(Continued on page 98) 





JANUARY 1, 1947—ELECTRICAL “MERCHANDISING 











BN Se 4% 22+ 
PA eat 


CLARK AUTOMATIC ELECTRIC WATER HEATERS 


ch Soastmaste: Product 


MCGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. G5th STREET, CHICAGO 38 
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IN WIND, RAIN, SNOW OR HAIL © YOUR FREIGHT GETS THERE BY 


acts Favor Your Future 
in the 


“Union Pacific West’. 


J Of special interest to the | 
IL Electrical Industry { 





Fact 1. Since V-J day, hundreds of industrial and commercial 
concerns have located factories, warehouses and distribution 
facilities on the Union Pacific right-of-way in the western states 


served by the railroad. 


sources, skilled and unskilled workers... with ideal living 
conditions, good schools, and plenty of space for future ex- 


pansion. 


& Fact 2. This vast territory is rich in raw materials, natural re- 

Fact 3. Travel surveys show vacationists favor the western area 
oN by a wide margin. Result— greater interest in the West leading 
to permanent residence .. . growing markets, more manpower 


for industry. 


: Fact 4. Over its Strategic Middle Route, uniting the East with 


the West Coast, Union Pacific provides unexcelled rail trans- 


portation. 


be Specific - 
say Union Pacific’ 


* Union Pacific will gladly furnish confidential in- 
formation regarding available industrial sites hav- 
ing trackage facilities in the territory it serves. 
Address Industrial Dept., Union Pacific Railroad, 
Omaha 2, Nebraska. 










‘UNION PACIFIC RAILROAD 
The Strategic Middle Role 
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Where there were 50 dealers before 
the war there are now 125, with an 
additional 15 expected to go into busi- 
ness in 1947, 

1947 appliance sales estimates are 
as follows: 5,000 refrigerators, 2, 
ranges, 1,000 water heaters, 300 home 
freezers, 500 automatic washers, 3,000 
conventional washers, 500 ironers, and 
3,000 vacuum cleaners. 

Saturation for refrigerators is 65%, 
for ranges is 15%, and for water 
heaters is 3%. 


In Fort Wayne the Indiana Service 
Corp. provides power for the meters 
of 24,890 customers. The annual 
average consumption rate is 1,734 
kw.-hrs. 

The utility will not merchandise, 
but will confine its efforts to helping 
the territory’s 75 dealers. Before the 
war there were 50 dealers and in 1947 
it is anticipated that 10 more will join 
the ranks of appliance retailers. 

Estimated unit sales for 1947 are 
as follows: 6,000 refrigerators, 4,000 
ranges, 1,500 water heaters, 300 home 
freezers, 1,000 automatic washers, 
3,000 conventional washers, and 1,000 
ironers, The company estimates that 
the market for water heaters is 11% 
saturated. 


Seven companies which serve an 
aggregate of 1,778,165 domestic cus- 
tomers, as compared to 1,742,052 cus- 
tomers in 1945 reported from Illinois. 

The 880,503 customers provided 
with power by the Commonwealth Edi- 
son Co., Chicago, consume an average 
of 1,142 kw.-hrs. annually. 

Although Commonwealth will mer- 
chandise all appliances it will limit its 
activities on appliances with a high 
saturation until the supply is sufficient. 
The company is providing dealers with 
ranges and water heaters in order to 
enable them to fill priority orders. A 
program of dealer cooperation will 
include installation and wiring allow- 
ances on ranges and water heaters, 
advertising, sales training, store plan- 
ning, window display assistance, home 
service demonstrations and financing 
of sales. 

(Continued on page 100) 








“THIS IS OUR LATEST MODEL, COMPLETE witH 
BROOM STRAWS FOR TESTING CAKES. 
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‘4 ELECTRIC 

an Model F56PC. Has 16” 

si- oven, three Kloz-Koil or 
Dura-Glaz surface units, 6- 

re qt. ‘*Side-Heet’’ cooker, 

00 - three utensil storage draw- 

me ers. Smokeless, porcelain 

100 broiler pan. Signal light for 

nd surface units — illuminated 
oven dial— appliance recep- 

%, tacle — and combination 

ter timer-notifier clock. Cook- 
ing top is 38 Y2”x22”x 36”. 

ice 

ers 

ual 

734 

ise, 

ing 

the 

947 

join 

are 

000 

yme 

ers, 

000 

that 

1% 

an 

cus- 

cus- 

nois. 

ided 

Edi- 

rage 


ms GAS 


ae Model LN6J6. Has 16” oven with 
ig . 

. dependable automatic control. 
1ent. ; 
with Drop-front, drawer type, broiler. 
“—< “*Hi-lo-reflex’’ burners with 2-po- 


; 2 sition gas cocks and automatic 


will lighter. Two utensil storage draw- 
ers. Modern light and condiment 


— set and notifier. Porcelain enamel 
ters, - cs - 
na exterior finish with chrome and 
on white plastic trim. Cooking top is 
icing 38 ¥2"x2242"x36” 


First Choice of Good Cooks Regardless of your local fuel service or your 

for Three Generations customers’ preferences, this MONARCH twin line 
of gas and electric ranges fills either need. Both 
are equipped with fuel-saving features and prac- 


RANGES AND HEATERS 


tical conveniences. Full porcelain enamel heavy 


conned ~2 steel parts encase the sturdy welded inner body 
P) construction. One-piece cooking tops, large capa- 





city ovens, and modern chrome trimmings add 





plus-quality to these ranges. Both lines are built 
to the same high standard of workmanship that 
MALLEABLE IRON RANGE COMPANY has identified MONARCH-PARAMOUNT wmer- 


E wiTH 3817 Lake Street Beaver Dam, Wisconsin chandise for half a century. 
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ie 

AUTOMATIC | 
z 

- 

LIGHT : 

4 





DOMINION dealers 
find BOTH are right... 


And so do customers! 


Here’s why. Dominion Electri- 
cal Mfg. Inc., Mansfield, O., builds 
their irons to provide long-term 
service. They design each part to 
do more than is expected of it. 


Take the thermostatic contact 
springs in the automatic iron, for 
example. Dominion wouldn’t be 
completely happy if these springs 
were merely good conductors of 
electricity. They want springs 
that are, in addition, rustproof... 
and highly resistant to corrosion. 
They insist on springs that stand 
up despite repeated heating and 
cooling. 

And those are the kind of 
springs you find in the Dominion 


Automatic. We know... because 
we make the nickel alloy that 
Dominion uses. 


In the “Fold-A-Way” traveler’s 
iron, of course, there are no ther- 
mostatic contacts. But Dominion 
specifies Monel* for the handle 
release spring. Strong and shiny, 
this Monel spring stays on the job 
for years... and always remains 
bright and attractive. 


To Dominion irons, as to so 
many nationally advertised elec- 
trical products, Monel and other 
nickel alloys, such as the Nickel- 
chromium alloy, Inconel*, help 
bring performance that keeps 
purchasers pleased — and paves 
the way for additional sales. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK 5, N.Y. 


NICKEL 20, ALLOYS 


MOWEL* ~ "K"* MONE, © “R°* MONEL + “KR* MONEL - “S”* MONEL + INCONEL* + NICKEL - “L'* NICKEL + “Z"* WICKEL 
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Nearly 1,000 dealers have joined the 
ranks of appliance retailers in the 
territory since 1941, bringing the total 
to 1,800 from 850. 

The utility estimates that appliance 
sales in 1947 will attain the following 
totals: 100,000 refrigerators, 15,600 
ranges, 5,500 water heaters, 5,000 
home freezers, 25,000 automatic wash- 
ers, 25,000 conventional washers, 10,- 
000 ironers, 186,000 radios, 65,000 
vacuum cleaners, 2,000 clothes dryers, 
7,500 electric blankets, and 2,500 dish- 
washers. 

William Reace, vice-president of the 
utility, estimates that present satura- 
tion is: refrigerators, 76%; ranges, 
1.8%; water heaters, 0.5%; washers, 
56% ; ironers, 8%; radios, 97%; and 
cleaners, 75%. 


The second largest Illinois utility 
with respect to customers has 347,000 
residential and rural meters consuming 
an annual average of 1,375 kw.-hrs. 

Although this utility plans to mer- 
chandise appliances in 1947 it is turn- 
ing over its entire quota from manu- 
facturers to dealers until such time as 
shortages are relieved. It also plans 
full cooperation and assistance to deal- 
ers through advertising and other 
types of promotion. 

There are 1,200 dealers now in a 
territory formerly served by 735. Few, 
if any additions are expected in 1947. 

No estimates are available for 1947 
sales, but saturation is as follows: 
refrigerators, 75%; ranges, 10.6%; 
water heaters, 2.8%; washers, 80%; 
ironers, 15%; radios, 100%; and 
cleaners, 85%. 


In Decatur the Illinois Power Co. 
serves 212,250 customers. The resi- 
dential users annually consume an 
average of 1,200 kw.-hrs., while the 
rural homes use 1,800 kw.-hrs. 

This company will not merchan- 
dise, but will have a program of dealer 
cooperation. 

The number of dealers in the terri- 
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tory now stands at 700 as compared to 
a 1941 total of 500. 

Present saturation is estimated at 
65% for refrigerators, 15% for ranges 
and 3% for water heaters. 

Some 159,450 meters are connected 
to the lines of the Central Illinois Pub- 
lic Service Co. of Springfield. These 
meters clock off an average annual 
consumption of 922 kw.-hrs. 

No appliances will be sold by Cen- 
tral. However, a program of dealer 
help will work informally through per- 
sonal contact. At present there are 
924 dealers in the territory. 

Because of a feeling that appliances 
will not be in abundant supply during 
the year, the company declined to esti- 
mate sales, but did estimate saturation 
as follows: refrigerators, 46% ; ranges, 
12.8% ; and water heaters, 2.7%. 


The Central Illinois Light Co.,, 
Peoria, reports that during 1946 it 
has provided power for 73,100 resi- 
dential and rural consumers who used 
an average of 1,606 kw.-hrs. 

Central Illinois will merchandise all 
appliances except radio and will have 
a dealer policy of assisting in sales 
training and cooperating in advertis- 
ing. The territory boasts 200 dealers 
today as against 150 in 1941. 

Sales estimates for appliances in 
1947 are as follows: 4,500 refrigerators, 
1,500 ranges, 600 water heaters, 200 
home freezers, 300 automatic washers, 
3,200 conventional washers, and 2,000 
ironers. Saturation at present is: 
refrigerators, 71%; ranges, 12%; 
water heaters, 4%; washers, 65%; 
ironers, 8%; and cleaners, 62%. 


The Illinois Northern Utilities Ce. 
with headquarters in Dixon reports 
that it served 58,442 customers during 
1946. 

J. R. Nix, manager of dealer sales 
for the company, said that all appli- 
ances except radio would be merchan- 
dised by the utility during 1947, but 

(Continued on page 104) 











“JUST WATCH THIS TECHNIQUE—HE PAYS ATTENTION TO NO ONE BUT THE BABY FOR 
THE FIRST FIVE MINUTES—THEN HE JUST WRITES THEIR ORDERS!" 
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Year, all the worry, pi 
and striving of pre 


months are forgogt 





joyous anticipation @ 


things tocome. | 





No finer wish f@ 








could we extend € 








dealers than a just mé 








of success for all their eff 


loyalty, and confidence. 


J Og7 sf 42647 


+. 


U° Conlon Corporation - 1824 So. 52nd Ave. - Chicago 50, III. 
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—a deluxe model with extra 
capacity (nine pounds), extra 
washing efficiency, extra op- 


erator convenience. 
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to drop in during the Furniture Show. The 1900 
WHIRL-MATIC, a different and better automatic 


washer, will be in the background for you to preview. 


January 6-18 


- WHIRLPOOL combination of top quality—high 
production —low unit cost. 


"NINETEEN HUNDRED CORPORATION 


ST. JOSEPH World’s Largest Manufacturer of Home Laundry Equipment MICHIGAN, U.S.A. 
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They're HERE VA 


_.. The FIRST 
Really Foolproof. 





WETor DRY IRONS 


The New 


‘iid dt tthidi tte 





See these entirely new electric 
steam irons at the ATLANTIC 
CITY NATIONAL HOUSE- 
WARES SHOW, January 5-10. 
BOOTH 588 





ae The MERMAID Wet or Dry Irons are something 
entirely new in the appliance field. New design, 
new engineering will make the MERMAID the 


outstanding iron in 1947. 


Mer 


WET or 
HOPE PRODUCTS, Incorporated 





¢ 





SAINT LOUIS e New York 





+ 
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that until such time as appliances be- 
come plentiful it will not stock its own 
stores. A dealer cooperative program 
will offer retailers the use of the com- 
pany’s home service department and 
will cooperate on advertising, 

Prior to the war there were 500 
dealers in the area, a number which 
has increased to 700 with an expect- 
ancy for 100 more during the coming 
year. 

Mr. Nix feels that sales in 1947 may 
attain the following quantities: 1,900 
refrigerators, 2,500 ranges, 2,500 water 
heaters, 1,000 home freezers, 500 auto- 
matic washers, 500 conventional wash- 
ers, 700 ironers, and 2,000 vacuum 
cleaners. 

Present saturation he estimates as 
follows: refrigerators, 76%; ranges, 
20% ; water heaters, 7%; washers, 
80%; ironers, 3%; radios, 140%; 
vacuum cleaners, 82%. 

Last of the Illinois utilities, the 
Central Illinois Electric and Gas Co. 
serves 47,450 residential and rural 
meters with an average annual con- 
sumption of 1,250 kw.-hrs. ° 

This utility plans to merchandise 
small appliances only during 1947. 
All major appliances are sold through 
dealers and such sales are aided by 


advertising and other forms of sales_ 


promotion. 

About 75 dealers now serve an area 
formerly covered by 60 and it is antic- 
ipated that 15 more will open their 
doors this year. 


Michigan 


All of the four utilities reporting 
from the state of Michigan plan to 
merchandise appliances in 1947. 

The Detroit Edison Co., with 743,- 
800 residential and rural customers and 
1,510 kw.-hrs. average consumption, 
will merchandise ranges, water heat- 
ers, ironers, dryers, and small appli- 
ances. For the present its activities 
are limited to selling to company em- 
ployee’s only. The 900 dealers in the 
company’s area will receive assistance 
in the form of dealer advertising, pub- 
lic demonstrations, and salesmen train- 
ing. Before the war there were 500 
dealers ‘operating in the sphere of De- 
troit Edison and 50 new businesses are 
expected to open this year. 

Charles R. Landrigen, assistant con- 
troller of the company, has estimated 
1947 unit sales as follows: 70,000 re- 
frigerators, 20,000 ranges, 5,000 water 
heaters, 5,000 home freezers, 50,000 
washers, 5,000 ironers, 100,000 radios, 
and 35,000 cleaners. 

Present saturation in the territory is 
estimated as follows: refrigerators, 
72%; ranges, 20%; water heaters, 
1.5%; washers, 50%; ironers, 6.5%; 
radios, 100%; cleaners, 60%. 

In the area around Jackson the Con- 
sumers Power Co. provides current for 
479,000 meters which use an average 
of 1,765 kw.-hrs, annually. 

Radios will not be sold by the utility ; 
all other appliances will be merchan- 
dised but for the present only to volun- 
tary back order lists as merchandise 
becomes available. The company has 
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channeled many of its small appliance 
allotments to dealers. The company 
assists dealers through financing and 
subsidies on advertising. Full time 
men in each division are provided to 
help the 1,150 dealers who now are 
in business as compared ‘to a pre-war 
total of 850. Cooperation will also be 
extended to the 100 new dealers ex- 
pected in 1947, 4 * 

M. W. Arthur, vice-president, esti- 
mates 1947 sales will approximate 
these totals: 40,000 refrigerators, 11,- 
000 ranges, 2,000 water heaters, 2,500 
home freezers, 5,000 automatic wash- 
ers, 20,000 conventional washers, 5,000 
ironers, and 27,000 vacuum cleaners, 


The Michigan Public Service Co’s. 
lines run to 20,700 residential, rural 
and resort meters which annually clock 
off 1,160 kw.-hrs. 

This utility, which will merchandise 
all appliances except radio and vacuum 
cleaners, takes only what merchandise 
is available from distributors after 
dealers’ needs have been filled. Its 
dealer cooperation program will in- 
clude advertising and actual selling to 
cash and carry customers only. Thér& 
were 75 dealers active in 1941 and 1254 
active now with few additions expected 
in 1947. 


H. E. Davis, estimated 1947 sales for ae 
the utility as follows: 1,500 refrigera- 


tors, 1,000 ranges, 500 water heaters, 
200 home freezers, 500 automatic 
washers, 1,500 conventional washers, 
and 500 ironers. Saturation estimates 
as of today are: refrigerators, 30%; 
ranges 20% ; water heaters, 5% ; wash- 
ers, 60%; ironers, 10% radios, 80%; 
and cleaners, 60%. 


Also reporting from Michigan were 
the Houghton County Electric Light 
Co., Houghton, and the Edison Sault 
Electric Co., Sault Ste. Marie. More 
detailed information on both these 
utilities can be found in the accom- 
panying table. 


Wisconsin 


The five companies reporting from 
Wisconsin serve 554,906 residential 
and rural customers. All oi these will 
have dealer cooperative programs and 
will merchandise during 1947. 

The Wisconsin Electric Power Co. 
of Milwaukee provides current for 
245,750 residential and rural meters 
which consume an annual average of 
1,550 kw.-hrs. 

The utility will merchandise all 
major appliances except radios and 
it will assist its 275 dealers in much 
the same manner as it served the 225 
in the area before the war. Another 
25 dealers are expected to go into busi- 
ness in 1947. 

F. A. Coffin, vice-president and sales 
manager of the company, estimates unit 
sales in 1947 will attain the following 
totals: .25,000 refrigerators, 5 
ranges, 2,000 water heaters, 1, 
home freezers, 5,000 automatic wash- 
ers, 20,000 conventional washers, 1, 
ironers, and 25,000 vacuum cleaners. 

(Continued on page 106) 
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BRILLIANT NEW 


REFRESHING ) 
NEW DESIGNS 
Inspiringly conceived, skillfully 


planned, the new 1947 Roper 


ful. Put chem on your deply GAS RANGES FOR 1947 


floor and listen to the ‘“Ohs 


and Ahs”. FEATURING 
JEWELS OF 
EXCLUSIVE 
Bie Mien ee sug. COOKING PERFORMANCE 


gered” cooking tops .. . “Glo” 
broilers . . . “Scientific” cooking 
charts . . . “Simmer-Speed” 
top burners. These and other 
“Jeweled” features will prove 
popular with your customers. 











UNEXCELLED 
PERFORMANCE 


Cooking results without a peer. 
Cooking ease that makes meal 
preparation loads of fun. Roper 
performance will earn a warm 
spot in the heart of every house- 
wife. That’s for sure. 








2 an me | EXTRA 


ma-| CONSUMER APPEAL 


~~ .-| Roper’s beauty .. . features... 
performance .. . economy... 
reputation . . . all add up to the 

most desirable range in America 
a —a range that is saleable and 
profitable for you. 














GAS If you have not yet received the 1947 Roper Catalogs and 
A NG ES complete promotional plans, write us about them today. 
4 Here is a top line of merchandise, backed by more than 


60 years of manufacturing “know how”. 


pNDARDS GEO. D. ROPER CORPORATION, Rockford, Illinois 


Offices in Principal Distribution Centers 


st 
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Immediate Shipment I 


That’s something you don’t often hear these days. 
But it’s true that these new DAYTON Water 
Softeners—easy to install, easy to regenerate and 
efficient in household use, durable in construction 
—are ready now for your orders. Don’t miss the 
profitable market now waiting for Life-Long 
DAYTON Water Softeners. 


Double tank, brine storage, Single tank, direct salting, 


single-valve control type. multiple-valve type. 


sy 
Day ton 


< surely BIZ 
m)) 
ar Toriee> 


THE DAYTON PUMP & MFG. CO. * DAYTON, OHIO 
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Public acceptance Of appliances Mr. 
Coffin estimates‘as follows: refrigera- 
tors, 70% ; ranges, 12% ; water heaters, 
4%: washers, 90%; ironers, 10%; 
radios, 99% ; and cleaners, 90%. 

With headquarters in Madison, the 
Wisconsin Power and Light Co. pro- 
vides power for some 118,183 residen- 
tial and rural users. Although this 
company plans to merchandise appli- 
ances in 1947 it has instructed its dis- 
tributors to supply dealers first until 
merchandise is no longer in short sup- 
ply. It will help its 805 dealers (there 
were 605 before the war) with educa- 
tion, sales training, home service, and 
cooperative advertising. 

Estimated sales for 1947, according 
to J. D. Howard, sales manager, are as 
follows: 18,000 refrigerators, 3,500 
ranges, 1,400 water heaters, 500 home 
freezers, 3,000 automatic washers, 
10,000 conventional washers, 2,000 
ironers, and 5,000 vacuum cleaners. 
He estimates present saturation ac- 
cording to the following percentages: 
refrigerators, 62%; ranges, 17%; 
water heaters, 8%; washers, 80%; 
ironers, 8%; radios, 98%. 

The 99,798 residential and rural cus- 
tomers of the Wisconsin Public Serv- 
ice Corp. of Green Bay use an average 
of 1,406 kw.-hrs. annually. In addi- 
tion to appliances, the company will 
merchandise farm equipment during 
the coming year, but in order to assist 
dealers while appliances are few it is 
building up its sales force slowly and 
keeping salesmen on a salary basis. 
Its program of dealer help involves 
active participation in advertising, 
sales training, service, engineering 
advice, and home service. 

There were 530 dealers in the Public 
Service Corp’s. area prior to the war, 
a number which has grown to 610 in 
the past five years. 

Sales for 1947 should approximate 
the figures reported by A. G. Blitz, 
manager of dealer sales: 14,000 refrig- 
erators; 4,000 ranges, 5,000 water 
heaters, 2,000 home freezers, 3,000 
automatic washers, 7,000 conventional 
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washers, 3,000 ironers, and 11,000 
vacuum cleaners, Public acceptance 
estimates are as follows: refrigerators, 
42.1%; ranges, 11.3%; water heaters, 
6.9%; washers, 73.2%; ironers, 4%; 
radios, 100%; vacuum cleaners, 
58.3%. 

Asking suppliers to give dealers the 
bulk of available merchandise is the 
method used by the Wisconsin Gas & 
Electric Co., Racine, to limit its mer- 
chandising activities during a period 
of shortages. However, when avail- 
able, this utility, which serves 66,275 
meters consuming an average of 1,525 
kw.-hrs, in homes and 3,100on farms, 
will sell all appliances except radio 
sets, devoting extra attention to elec- 
tric sinks and clothes dryers. 

Its dealer program includes general 
advertising, home service assistance, 
dealer meetings, adequate wiring ad- 
vertising, and youth training. 

There are 418 dealers now in an 
area formerly covered by 374. No 
blessed events in the family of dealers 
are expected in 1947, 

J. H. Dunham, promotional direc- 
tor, estimated 1947 sales as follows: 
2,000 refrigerators, 2,000 ranges, 2,000 
water heaters, 1,500 home freezers, 500 
automatic washers, 1,000 conventional 
washers, 300 ironers, 2,500 radio re- 
ceivers, and 2,500 vacuum cleaners. 
His estimates of public acceptance are: 
refrigerators, 45%; ranges, 21%; 
water heaters, 2.6%; washers, 64%; 
ironers, 15%; radios, 120% ; and clean- 
ers, 30%. 

An annual average of 1,850 kw.-hrs. 
is purchased by the 24,900 customers 
of the Madison Gas and Electric Co., 
Madison, a utility which will merchan- 
dise all appliances including driers. 
There are 42 dealers in the territory 
today as compared with 20 in 1941. 
Five additions are expected this year. 

No figures are available on 1947 
sales expectancies, but current satura- 
tion is as follows: refrigerators, 85%; 
ranges, 5%; water heaters, 3% ; wash- 
ers, 90%; ironers, 5%; radios, 100%; 
vacuum cleaners, 85%. 











“IF YOU MUST SHAVE ON MY TIME—!?&i¢xr!|—USE AN ELECTRIC RAZOR!” 
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Mo double talk... 


ZENITH’S POLICY IS 




















" laa eet abies mins lear ae Sai tae, 1 
1 
1 
! , a 
- ' | 
The Radio Dealer’s | 
, @ A D ; re) we i Cc hy Declaration of Independence! = 
, 1 i 
, 1 - 
; ! : 
>» 1 t 
0 
“ ' 1 
' 
al t's the famous Zenith tranchise—o ‘decloration of independence that gives 
you complete freedom to choose the top name in every oppliance field 
e, Wt is @ franchise made possible by Zenith’s sound, thirty-yeor policy of : 
t 
in ! 
lo 
rs , 1 
c- ! ! 
S$! ! I 
0 7 . ' eager 0+ ether opphonces ep to the meme factory 1 
0 More than a year ago, Zenith made history in Sooty eagttenh wat yw anche tae coaronaon, Cmca Pm 
al a a . . 66 : I - 1 
= the radio industry when it published the “Dec Keep eH EMITM ares 
rs. laration of Independence” advertisement re- ' A NO Tee ! 
ec: fr FM TELEVISION PADAR SHORT WAVE R&A WOGRAPKS WEARIY 
i produced above. 
fo; ; 
om For 30 years we have concentrated our activ- 1 
, ! 1 
iat ities in the field of Radionics . . . we have not U---------------------------------- ‘ 
- “spread ourselves thin” over such unrelated 
wed fields as refrigerators, washing machines, vac- 
rs, : ) ; 
“{ uum cleaners, or other items. We have not You aren’t forced 
~ traded on the Zenith name and reputation to to stock other items to 
ried force dealers to handle products of unproved th F hi 
% saaiili get a Zenith Franchise... 


Today, more than ever, we are firmly convinced That is why 
of the soundness of this policy of Radionics — a oe 


Exclusively. Never in our history have we been 
4 a 9 
represented by so many outstanding dealers in is the radio dealer’s 


every city and town throughout the country. *“‘Declaration of Independence” 
These dealers, proud of their Zenith franchise 


and of the leading products in other lines this 





franchise permits them to carry, testify to the 


value of the radio dealer’s “Declaration of In- 






dependence”—the Zenith franchise. 








@LONG DISTANCE® RADIO 
ZENITH RADIO CORPORATION 


’ 6001 W. Dickens Ave. Chicago 39, Ill. 
30 YEARS Oo F RADIONICS > a ee ee 
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The Best Dealer in 
Town Sells Norge! 


BUILT TO BE THE 


_ GRAIET 
VALUES 
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COMBINATION REFRIGERATOR and frozen ELECTRIC RANGE. Combines every practical improve- 


food “locker.” Safe-keeps 31 pounds of frozen food. ment in electric cookery. Automatic controls, deep-well 
Lots of bottle space, six storage zones, automatic cooker and three surface units, two-element oven, smokeless 
defrosting, “Rollator”* economy. Four other models. broiler, utensil and warming drawers. Two models. 





“RO-TA-TOR” WASHER. It washes, rinses, dries for the HOME HEATER. Here’s low-cost, controllable oil heat. 
line. Splashproof tub, steam-seal cover, eight-position pres- Exclusive features, such as L-shaped heat exchanger with 
sure cleanser and damp drier. Clothes last longer because porcelain-enamel finish, downdraft “Whirlator” tube. Four ” 
of the glass-smooth plastic “Ro-ta-tor.” Four models. models, wide price range. 


> 














DIVIDED-TOP GAS RANGE. Large work space, large HOME FREEZER. New vertical type freezes and stores more 
slide-out. broiler, two large utensil compartments, large, than six cubic feet or 200 pounds of food—extending the - 
a oven with temperature control and inside light. Effectively season of abundance, low cost and top quality. Larger chest 
insulated. Two other models. models also available. 
*Trade-mark registered U. S. Patent Office and foreign countries. 
) A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner 
Corporation, Detroit 26, Michigan. In Canada: Addison 
Industries, Ltd., Toronto, Ontario 
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PLUS ALL THE MAGIC OF GENERAL ELECTRIC Fi q 


Competitive demonstration proves Model 417 
of," out-performs any known comparable set. 
« 
Never before has the radio trade seen or heard an FM Radio like 
| this superb Model 417. Into it has gone all the scientific research 
a ; ; ae 
of G-E engineers—the experience of the organization that built 
| the first FM commercial receivers for Major Armstrong, the dis. 
coverer of FM. Tests in the field have demonstrated better all 


around performance than any known comparable set. Its FM 
reception (genuine Armstrong FM) measures up to the highest 
standards. AM and short-wave are greatly improved. With the 
G-E Electronic Reproducer, record reproduction is the finest you 

J a have ever heard. The cabinet is outstanding in craftsmanship. 
o For full details see your G-E Radio Distributor, or write Electron- 
j ics Department, General Electric Company, Bridgeport, Conn, 





SUPERB GENERAL ELECTRIC FM-AM RADIO-PHONOGRAPH MODEL 417 


Five Bands—AM, spread-band Short Wave and genuine Armstrong FM. 
9 tubes plus rectifier. G-E Electronic Reproducer, G-E Guillotine Tuner. 
Oversized (12") Dynapower Speaker with G-E Alnico 5. Beautiful 
18th Century-inspired mahogany cabinet. Storage space for 120 records. 


KAY KYSER, professor of the 

“College of Musical Knowledge” SENSATIONAL G-E ELECTRONIC REPRO- 

heard each Wednesday over NBC. DUCER ... for the most beautiful 
record reproduction you ever heard! 
No needles to change. Self-protect- 
ing genuine sapphire jewelled stylus 
normally is unharmed by accidental 
dropping or sliding across record. 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL @ ELECTRIC 


PORTABLES - TABLE MODELS - CONSOLES - FARM SETS - AUTOMATIC PHONOGRAPH COMBINATIONS - TELEVISION 
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Central region of the nation re- 

sponded to our survey through 
21 utility companies serving a total of 
1,668,445 customers in 1946 as com- 
pared to 1,609,117 in 1945. The states. 
Minnesota, Iowa, Missouri, South Da- 
kota, Nebraska, and Kansas, were rep- 
resented in last year’s survey by very 
nearly the same group of power com- 
panies, the only exceptions being the 
addition of the St. Joseph Power & 
Light Co., Missouri, to this year’s ros- 
ter and the loss of the Interstate Power 
Co., Iowa. 


ESTIMATED 1947 SALES 


Of the 21 reporting companies, any- 
where from nine to 20 of them re- 
ported on estimated 1947 appliance 
sales. As is usual, radio sales expec- 
tancies were the least frequently re- 

(Continued on page 112) 


T= six states of the West North 




























A sea of grain confronts the southern Minnesota farmer at harvest time. 





ELECTRICAL APPLIANCE MARKET DATA—WEST NORTH CENTRAL REGION 





























Number 
of | Aver NUMBER LON OY 
Custom- | Kw.-Hr. DEALERS MER. 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING CHAN- 
(Urban & sump- TERRITORY DISE? 
Rural) tion 
Electric 
Elec- Water Washers 
Dec. 31, | 1946 | Refrig- tric Heat- Wash- Radio Vacuum | Refrig- Water Home ——————_ Radio Vacuum | 1941 1946 1947 | Yes No 
1946 erators Ranges ers ers roners Sets Cleaners; erators Ranges Heaters Freezers Auto- Conven- lroners Sets Cleaners 
% % % % % % % (Units) (Units) (Units) (Units) matic tional (Units) (Units) (Units) 
MINNESOTA 
Otter Tail Power Co........| 57,000 | 1,250 | 45 25 x re si fee. deceit 1,500 1,000 500 500 Ee BW ay OE ae rod ie 
Montana-Dakota Utilities Co.) 32,386 | 1,200 | 85 30 5 80 1 100 15 4,000 2,500 2,000 500 1,000 3,000 Ee 3,000, 75 75 .../ x 
Northern States Power Co... .| 401,000 | 1,610 | 68 17 9 80 15 ee 75 | 50,000 10,000 6,500 5,000 2,500 30,000 3,500 80,000 15,000} 350 500 500| x 
Eastern Minnesota Power } 

MR cacidsscccctscosss MTC ... ees tei. sae aie” ince oat 300 175 175 25 50 200 Erg errr 7 2 29) x ‘ 
Minnesota Power & Light Co.} 52,700 | 1,375 52 25 7 89 6 100 63 4,000 2,000 1,000 800 2,000 1,000 1,000 ...... 2,000; 205 291 233 x 
lOWA 
lowa Electric Light & Power 

eee 53,000 | 1,268 | 66 9 2 Se Saas 1,000 600 700 30 25 200 er 150} 75 125 195| x * 
Nebraska Power Co.........| 11,000 | 1,200} 68 5 2 10 100 90 400 300 200 100 200 500 200 1,000 300; 16 45 45! x ’ 
lowa Public Service Co......| 34,300 | 1,050 | 70 12 6 15 y 80 25 4,000 1,000 1,500 1,000 600 2,000 200 4,000 1,000) 660 9001,000| x : 
lowa Southern Utilities Co....| 52,100 ..... 55 18 3 38 2 80 35 2,000 1,000 600 ...... 100 — at aay 500 50 150 1 * “* 
lowa-lilinois Ges & Electric | 

MGs. susan thas aisvee 74,800 | 1,175 81 5 a @ 8 110 68 7,900 1,050 375 1,650 2,000 3,600 1,300 3,600 3,550 51 81 +a | x 
MISSOURI 
Empire District Electric Co....| 42,800| 846 | 72 1 3 40 @ 70 60 a en, ee ees eae eee 50 242 242! x 
Missouri Power & Light Co..| 39,898 | 800 65 10 1 50 6 85 55 6,000 3,000 3,000 2,500 2,000 3,000 2,500 4,000 2,500, 90 206 216 x 
Kansas City Power aLight Co.| 140,500 | 1,397 | 71 16 2 55 10 100 65 12,000 3,000 700 1,500 5,000 14,000 1,500 15,000 12,000) 55 225 275 x . 
St Joseph Light & Power Co.| 22475 | 1,140 | 70 7 $ @ 2 95 50 4000 1,500 600 400 750 4,000 1,000 5,000 2,000) 30 55 55) x ... 
Union Elec. Co. of Missouri & ‘ 

diaries............. 388,000 | 1,360 | 84 10 ... 7 5 100 67 | 30,000 10,000 2,000 2,000 5,000 20,000 2,000 ...... selina 600 1,200 1,200, x ... 
SOUTH DAKOTA 
Northwestern Public Service| 
_penatreeieaaee 22,330 | 1,300) 60 22 8 9 1 see  seeves| 2000 2000 1,000 300 500 2000 500 4000 500) 70 250 325) x 
| 
NEBRASKA | 

Central Electric & Gas Co....| 4,840 | 1,000/ 59 93 9 a ee 250 Sai eéaisies SB BF BI R ove 

Nebraska Power Co......... 87,600|14295| 72 10 - wa a xéees Bes P ~ = Pos .. nine a Roose 
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the New Year Right! ) 






~ 


$4750 VN 





The time is here when you need additional sales and 
profits. Get started today with TWO-WAY TALKIE— 
sales are spreading now from coast to coast! Get 
your share of profits from the country's most success- 
ful, fastest-moving, inexpensive intercommunication 
system! 


@ A continuous program of point-of-sale displays sup- 
plied through the year. 


@ Comes complete with 2 instruments, batteries, wire 
. . . @ wrap-up sale once you've demonstrated via 
the display. 


@ Order through your wholesaler today. 


N t |, SOME DISTRIBUTING TERRITORIES STILL OPEN. 
0 e e WRITE FOR INFORMATION IF INTERESTED. 


Dictograph Products, Inc. 


580 Fifth Avenue, New York 19, N. Y. 
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frigerators, or 93 per 1,000 customers; 
42,125 ranges, or 27 per 1,000 cus- 
tomers; 22,150 water heaters, or 14 
per 1,000 customers. Nineteen com- 
panies estimated that in their terri- 
tories 116,145 washers, or 76 per 1,000 
customers, will be sold. Eighteen com- 
panies reported on home freezers and 
ironers, with estimated sales of 17,305, 
or 11 per 1,000 customers, for the 
former, and 15,755, or 11 per 1,000 
customers, for the latter. Vacuum 
cleaner sales will reach 49,200, or 44 
per 1,000 customers, according to the 
reports of 16 companies. The nine 
firms which reported on radio sales 
expect a volume of 122,600 sets, or 148 
per 1,000 customers. 


TO MERCHANDISE OR NOT TO 
MERCHANDISE 


Appliance sales in 1947 will be pro- 
moted through their own sales staffs by 
20 of the surveyed companies ; only one 
concern said definitely that it will not 
merchandise. Twenty of the utilities 
will also have dealer cooperative pro- 
grams, while the last company failed 
to give information. In response to our 
question about the present and future 
number of dealers in their territories, 
19 companies reported that there were 
2,747 in 1941, 4,820 as of the end of 
1946, and 5,008 expected to be in busi- 
ness by the end of- 1947. 


INDIVIDUAL COMPANIES 


Minnesota 


The Northern States Power Co., 
Minneapolis, and its subsidiary firms 
showed a gain of almost 15,000 cus- 
tomers during the year with 401,000 
served in 1946 as compared to 386,157 
served in 1945. Average consumption 
on the company’s residential and rural 
meters is 1,610 kw.-hrs. Although this 
utility will merchandise all appliances 
except radios during the coming year 
it will not employ any salesmen until 
supplies are more adequate, thus favor- 
ing the 500 dealers now covering an 





area served before the war by 350. 

H. E. Young estimated 1947 appli- 
ance sales for the company as follows: 
50,000 refrigerators, 10,000 ranges, 
6,500 water heaters, 5,000 home freez- 
ers, 2,500 automatic washers, 30,000 
conventional washers, 3,500 ironers, 
80,000 radio sets, and 15,000 vacuum 
cleaners. His estimates on public ac- 
ceptance put refrigerators at 68%, 
ranges at 17%, water heaters at 9%, 
washers at 80%, ironers at 15%, and 
cleaners at 75%. 


The Otter Tail Power Co., Fergus 
Falls, serves 57,000 residential and 
rural meters with an average annual 
consumption of 1,250 kw.-hrs. This 
company will not merchandise conven- 
tional washers, radios, and small appli- 
ances. Its program of dealer coopera- 
tion will take the form of contracts 
with specific dealers to sell to its cus- 
tomers. 

Estimated 1947 appliance sales are 
as follows: 1,500 refrigerators, 1,000 
ranges, 500 water heaters, 500 home 
freezers, 500 automatic washers, and 
500 vacuum cleaners. The saturation 
of refrigerators was reported at 45%, 
ranges at 25%, and water heaters 


at 5%. 


In Duluth the Minnesota Power & 
Light Co. serves 52,700 meters with 
an average annual consumption of 1,375 
kw.-hrs. Like most of the other utilities, 
this company will merchandise in 1947. 
For the present it is limiting its activi- 
ties to favor dealers and its dealer co- 
operative program will coordinate sales 
efforts and arrange sales campaigns 
through dealer coordinators. The com- 
pany estimates that there were 205 
dealers serving the territory before the 
war, 291 at present, and predicts a 10 
percent drop by the end of 1947. 

Estimates for 1947 unit sales and 
present saturation (given in parenthe- 
ses) are as follows: 4,000 refrigera- 
tors (52%); 2,000 ranges (25%); 

(Continued on page 116) 

















“YES, IT DOES SHINE LIKE A MIRROR, DEAR, BUT... .” 
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Footpower was tine 


TO TURN A SHAFT TODAY... 


Aren’t these the qualities you want in 
a modern appliance motor: compact- 
ness, efficiency, economy, smooth- 
ness, quietness and dependability? 
These same qualities—plus individ- 
ual engineering for the specific appli- 
cation—distinguish the Delco motors 
used in leading makes of refrigera- 
tors, washers, ironers, stokers, oil 
burners, air conditioners and other 
appliances. Delco Products’ long 
association and fine record with the 
appliance industry are behind the 
Delco motors you specify today. Built 
in sizes from 1% to 50 h.p. Delco 
Products Division, General Motors 
Corporation, Dayton, Ohio. 
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PRODUCTS 
DAYTON, OHIO 





PROOF iN COLOR For full justice to the glamorous, new Universal 
appliances, full color advertisements will put the 


accent on beauty... the emphasis on smart, new 
design and features. 


PROOP iN VOLUME Terrific advertising impact not just for one 
month... not just in one magazine but in 20 
magazines month after month delivets 307 mil- 


lion consumer messages for the biggest advertis- 
ing impact ever scheduled. 


PROOF IN CONTINUI Life, Good Housekeeping and Farm 
’ y Journal, three of the biggest names in 


publishing, spearhead the campaign, 
to tell Universal’s vital, colorful story, not in a 
single shot, but with a constant barrage of big, 
dominant color pages. 


PROOF ik COVER AGE Big volume circulation reaches every mat- 
ket... aims the message at every type of 


consumer . . . blankets your market for full 
impact... focusses on your point-of-sale. 







PAGE i114 JANUARY 1, 1947—ELECTRICAL MERCHANDISING 














BUILDS YOUR DEALERSHIP 


.| ZONATIONAL MAGAZINES 
| (ON CONSUMER MESSAGES 








i N ‘47, each Universal dealership will be backed by the biggest national 
advertising campaign in the history of the Company. Dramatic full page 












color advertisements appearing regularly in twenty national magazines 
will feature sensational new Universal products. 


Life, Good Housekeeping and Farm Journal will spearhead this tre- 
mendous merchandising effort. Each a leader in its field is scheduled for 
Universal advertising continuity throughout the year. The great, new 
Universal Product Parade is on the march. 


Universal’s 47 Program has been planned especially for top effective- 
ness at the point-of-sale. Plan now to tie in locally 
for ‘Leadership that Builds Your Dealership.’ 
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LANDERS, FRARY & CLARK «+ NEW BRITAIN, CONN. 
Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, Ltd. 
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Just look at these sales features and then think 
what you could do with them! 


The First successful oil fired floor furnace. 


The First oil floor furnace with electric ignition. 
(And still the ONLY one). 


The First oil floor furnace to be listed by the 
Underwriters’ Laboratories. 


The First to be listed for low cost #3 furnace oil. 


Direct Factory Representa- 
tives in Baltimore, Belmont 
(Mass.), Boise, Chicago, East 
Orange (N. J.), Fayetteville 
(N. C.), Kansas City (Mo.), 
Pasadena (Calif.), Portland 
(Ore.), Reno, St. Louis, St. 
Petersburg, Salt Lake City 
and Seattle. 


SAM RATAEL 
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MATCHLESS 


WOOL 


BURNERCO. 
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Lolitte Oil Burning Floor Furnace 


First Choice With Dealers 
And Small-Home Owners for Over 15 Years 


The First complete oil floor furnace unit to be 
granted a U. S. Patent. (No. 2,226,313). 


The First with the patented H. C. Little Thermo 
Limit safety feature. (And still the ONLY one.) 


So, it is only natural that the H. C. Little oil 
burning floor furnace —which is MATCHLESS in 
quality, performance and exclusive features —should 
also be unequalled as a source of high net profit. 


We've worked hard for two 
decades to earn and keep 
the reputation of “The 
Greatest Name in Low-Cost 
Automatic Oil Heat for 


CaLiroanmta 


Small Homes.” 


AN ESPECIALLY GOOD PROFIT BUILDER FOR APPLIANCE DEALERS 


H. C. Little oil burning floor furnaces are an ideal heating unit with which 
to build up sales volume in appliance stores. The units are completely 
assembled at the factory in a compact heating package —including all controls. 
Therefore, you can readily see why they are merchandised just like many other 
major appliances—and quite often at a much higher NET PROFIT. Hundreds 
of electric appliance dealers sell H. C. Little equipment—to our mutual benefit. 
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1,000 water heaters (7%) ; 2,000 auto- 
matic and 1,000 conventional washers 
(89%); 1,000 ironers (6%); and 
2,000 vacuum cleaners (63%). Radio 
saturation is estimated at 100%, but no 
sales prediction is made. 


Montana-Dakota Utilities Co. oper- 
ates from headquarters in Minneapolis 
and serves 32,386 residential and rural] 
customers who annually consume an 
average of 1,200 kw.-hrs. This com- 
pany, which still has 75 dealers, the 
same number as before the war, plans 
to include them in sales contests and 
campaigns. 

General sales manager W. L. Hayes 
estimates that sales in 1947 will be 
about as follows: 4,000 refrigerators, 
2,500 ranges, 2,000 water heaters, 500 
home freezers, 1,000 automatic wash- 
ers, 3,000 conventional washers, 500 
ironers, and 3,000 vacuum cleaners, 
Present saturation percentages are: re- 
frigerators, 85%; ranges, 30%; water 
heaters, 5%; washers, 80%; ironers, 
1%; radios, 100%; vacuum cleaners, 
75%. 


Eastern Minnesota Power Corp. at 
Pine City serves 5,075 customers with 
an average annual consumption of 
1,400 kw.-hrs. During the coming year 
it plans to merchandise refrigerators, 
ranges, water heaters, ironers, and 
small appliances. The last named, how- 
ever, will be held back until merchan- 
dise is no longer in short supply. Addi- 
tional assistance to its 29 dealers will 
be provided by advertising, promotion 
and demonstrations. This company esti- 
mates 1947 sales as follows : 300 refrig- 
erators, 175 ranges, 175 water heaters, 
25 home freezers, 50 automatic wash- 
ers, 200 conventional washers, and 50 
ironers. 


lowa 


The five companies reporting from 
Iowa included the Iowa-Illinois Gas 
and* Electric Co. at Davenport which 
supplies an annual average of 1,175 
kw.-hrs. to 74,800 residential and rural 
customers, a gain of slightly more than 
10,000 over the 63,920 served in 1945. 
Towa-Illinois will merchandise appli- 
ances in 1947, but for the present is 
confining its equipment purchases to 
established pre-war connections as an 
aid to dealers while merchandise is in 
short supply. It will assist its 81 dealers 
with an as yet undetermined program 
of cooperation. Before the war there 
were 51 dealers in the area and 10 
more are expected to be added to to 
day’s 81 before the end of 1947. 

The company’s manager of sales pro- 
motion, J. M. Hollingsworth, provided 
these estimates of 1947 sales: 7,900 re- 
frigerators, 1,050 ranges, 375 water 
heaters, 1,650 home freezers, 2,000 
automatic washers, 3,600 conventional 
washers, 1,300 ironers, 3,600 radio 
receiving sets, and 3,550 vacuum clean- 
ers. Present saturation, according to 
Mr. Hollingsworth, approximates the 
following percentages: refrigerators, 
81%; ranges, 5%; water heaters, 
0.2%; washers, 80%; ironers, 8%; 
(Continued on page 118) 
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: ERVOoi[) 


@ There’s an unlimited, untapped market for the new AerVoiD, 
the most versatile of all water heaters, right in your own back 
yard. The AerVoiD can be installed wherever there is a water 
system and a 110-volt A. C. circuit. It fits under a sink or on a 
shelf. Its compact, rust-proof, stainless steel tank is amazingly 
adaptable to installations in all cramped quarters where hot 
water is needed. Its fast re-heating power compensates for its 
small size and continuously maintains an adequate hot water 
supply. Because of its many features, the AerVoiD practically 
sells itself. Display the AerVoiD in your store and have your 
trade stop, look and buy. 





these SIX Big AerVoiD features. a 


Mean More Satisfaction To Your Customers, 
More Sales, More Friends, More Profits For You 
. RUST-PROOF STAINLESS STEEL. AerVoiD bodies, tubes, inner and outer tanks are 


all stainless steel, nothing to rust or corrode. 


2. COMPLETELY AUTOMATIC. New type, more accurate, more dependable Thermostat 
Control automatically maintains water at 170° F. 


3. COMPACT, SPACE SAVING SIZE. Even the large 7-gallon AerVoiD fits easily under- 
neath a sink or wash bowl, or in small out-of-the way nooks in bath rooms, trailer homes, 


° e doctor's offices or bars, or hundreds of other tight spots. 
Three AerVoiD Sizes 
4, QUICK HEATING, The AerVoiD twin band heating element insures fast heating with 









3-Gallon minimum current consumption. 
UJ 5-Gallon 5. VERMICULITE INSULATION. The Vermiculite insulation is moisture-proof, fire-proof, 
7-Gallon vermin and rot-proof. It is vibrated into position between the AerVoiD double walls so 


that it will not settle. 


6. EASILY INSTALLED, LOW IN PRICE, The AerVoiD Water heater is quickly, easily, 
inexpensively installed at a point of use. Its low price puts it within easy range of the 
most limited home budget. 


Listed under Reexamination Service of 
Underwriters’ Laboratories, Inc. 





QUICK DELIVERY on your AerVoiD order is now possible due to rapidly 
expanding production. Your inquiry will bring complete price and discount 
information as well as name of nearest distributor. 


Vacuum Can Co. 


Manufacturer of the World's Famous AerVoiD Food and Liquid Carriers 
25 South Hoyne Avenue, Chicago 12, Illinois 
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QUALITY STEEL CABINETS 
ee 


Elgin Steel Kitchen Cabinets have always been a quality prod- 
uct. Greatly enlarged factory — greater capacity—mew modern 
machinery—improved methods of fabricating and finishing 
combined with the knowledge gained from 19 years of experi- 
ence manufacturing steel kitchen cabinets . 

make Elgin Steel Kitchens better, finer 
and more beautiful. Constant planning 
and design make these the finest Cabinets 
ever made, Material shortages, etc., pre- 
vent meeting the demand, right now, but 
Elgin is making and shipping an increased 
number of cabinets every week. 








CONTACT YOUR Elgin DISTRIBUTOR FOR THESE SALES HELPS 1 


The value of an Elgin dealer franchise 
is further enhanced by the selling co- 
operation which Elgin extends to 
distributors and dealers. Generous 
newspaper cooperative advertising 
allowances—Dealer instruction books 


—c literature——-Store Dis- 
plays — Telephone Directory Trade ogi tee 
Mark Listings are included, it _poys 
to sell Elgin Steel Kitchen Cabinets! 
Customer satisfaction is always 
greater when quality is the highest! 





ELGIN STEEL KITCHENS 


>  ELGIN, ILLINOIS 
a 
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radios, 110%; 
68%. 


and vacuum cleaners, 


From Cedar Rapids the Iowa Elec- 
tric Light & Power Co. reports that 
during 1946 it served 53,000 residential 
and rural customers with an average 
annual consumption of 1,286 kw.-hrs. 
for the non-rural customers. In addi- 
tion to the usually listed appliances, 


| Iowa Electric will merchandise “lamps 


and other load building devices.” Be- 
fore the war there were 75 dealers in 
the territory; now there are 125 who 
will receive cooperation from the utility 
in the form of partial payments of the 
cost of large load building equipment 
such as ranges and water heaters. 

J. P. Walters, the firm’s general sales 
manager, estimates 1947 sales like this: 
1,000 refrigerators, 600 ranges, 700 
water heaters, 30 home freezers, 25 
automatic washers, 200 conventional 
washers, 150 vacuum cleaners, and 
2,000 lamps. He estimates present pub- 
lic acceptance as follows: refrigerators, 
66.2%; ranges, 9.25%; and water 
heaters, 8.3%. 


The Iowa Southern Utilities Co., 
Centerville, with 52,100 customers, 
plans to merchandise all appliances ex- 
cept radio in 1947 but will not use any 
salesmen in an effort to favor dealers 
while merchandise is in short supply. 
There are 150 dealers today in a terri- 
tory served pre-war by 50. Estimated 
sales for the coming year are: 2,000 
refrigerators, 1,000 ranges, 600 water 
heaters, 100 automatic washers, 600 
conventional washers, 100 ironers, and 
500 vacuum cleaners. Present satura- 
tion: refrigerators, 55% ; ranges, 18%; 
water heaters, 3%; washers, 38%; 
ironers, 2%; radios, 80%; and clean- 
ers, 35%. 


The West Division of the lowa Pub- 
lic Service Co., located in Sioux City, 
serves 34,300 residential and rural me- 
ters with an annual average consump- 








tion of 1,050 kw.-hrs. This utility plans 
to merchandise only ranges and water 
heaters and turns all the merchandise 
it can obtain over to dealers. There 
are 900 dealers today in an area occu- 
pied by 600 prior to the war. Another 
100 dealers are expected to go into 
business during 1947. 

Sales estimates for 1947 and present 
saturation (in parentheses) are as fol- 
lows: 4,000 refrigerators (70%) ; 1,000 
ranges (12%); 1,500 water heaters 
(6%) ; 1,000 home freezers; 600 auto- 
matic and 2,000 conventional washers 
(75%); 200 ironers (2%); 4,000 ra- 
dios (80%); 1,000 cleaners (25%). 


The Nebraska Power Co., Council 
Bluffs, is an Iowa utility with 11,000 
customers and an average annual con- 
sumption of 1,200 kw.-hrs. It will mer- 
chandise most appliances except vac- 
uum cleaners and radios and possibly 
conventional washers and ironers dur- 
ing 1947. However, until there are 
plenty of appliances on the market it is 
abstaining completely from selling any 
appliances itself. According to William 
R. Foster, merchandise manager, a pro- 
gram of dealer cooperation will en- 
deavor to, “direct as many sales of 
major appliances through dealer out- 
lets as possible,” and will include a full 
scale promotion program. Now there 
are 45 dealers in the area; before the 
war there were 16. 

Mr. Foster’s estimates of 1947 sales 
and present saturation (in parenthe- 
ses) are: 400 refrigerators (68%); 
300 ranges (5%); 200 water heaters 
(2%); 100 home freezers; 200 auto- 
matic and 500 conventional washers 
(98%); 200 ironers (10%); 1,000 
radios (100%) ; and 300 vacuum clean- 
ers (90%). 


Missouri 


Of the five utilities reporting from 
President Truman’s home state, the 
Union Electric Co. of Missouri & Sub- 

(Continued on page 122) 








“ONE LITTLE CONK ON HIS NOGGIN AND IT WAS KAPUTI" 
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Tiny toon-in ... cigarette case size radio 
that fits blouse pocket, handbag . . . 
' 


Sentinel ) 


Guess where GADGETS... 


such as the few shown on this page . . . are regularly pictured, described, explained 


. . . as editorial matter of prime interest and service? 

In issue after issue of SucCcEsSsFUL FARMING . . . which serves more than 1,100,000 
farm families in the 13 Heart states plus Pennsylvania and New York .. . 
families which own, work, improve and enjoy living on the best farms in the 
nation! With the largest investments, highest yields and cash incomes, best 
diversified and most mechanized farm factories and homes . . . with six prosperous 
years, billions in savings, want lists for every electric labor saver and domestic 
appliance—the best electrical market in the world today! And SucceEssFuL FARMING 
is the quickest short cut! ... If your products have kept pace with farm 
progress, find out about this medium which delivers the most of the best of the 
farm market! .. . SuccessrFuL FARMING, Des Moines, New York, Chicago, Detroit, 


Cleveland, Atlanta, San Francisco, Los Angeles. 


SUCCESSFUL FARMING 


« 
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The same inspiration that created the famous Model A-1 Sun-Kraft 
Quartz Ultraviolet Ray Lamp is responsible for two new lamps... 
Sun-Kraft Jr. and Sun-Kraft Dual-Ray. . . and again the amazing 
Sun-Kraft principle of generating ultraviolet rays in a burn-out- 
proof quartz tube is employed. 


Sun-Kraft Jr. is a portable ultraviolet ray lamp...economical... 
streamlined . . . specifically designed for modern’ living . . . for 
homemakers and globe-trotters . . . weighs approximately six 


pounds... extremely flexible to use . . . can be stored in dresser. 
drawer or suitcase. 


Sun-Kraft Dual-Ray emits cold: ultraviolet rays or infra-red 
heat rays . . . or both combined. Both the ultraviolet and the 


infra-red tubes are made of quartz and both are housed in the 
same reflector. 


Thousands of satisfied Sun-Kraft users recognize Sun-Kraft’ s 
Model A-1 as the most efficient ultraviolet ray lamp on the market 
... follow this trend of consumer preference ... Chalk up extra 


sales volume . . . be the first in your Gs al sake 
and Sun-Kraft Dual-Ray. | 


~~» *Reg, U.S. Pat. Off. 
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G Ultraviolet ray quartz tube guaranteed 


& (except in case of breakage) against burning 


& 
es 


ae 


m2) Built-in avtomatic timer. 


2 


out or weakening in ultraviolet ray intensity. 


, 3 Removable reflector for use as hand instru- 
~. ment. 


To Retail For 


4050 
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lto Retail For 


589° 


Complete with carry- 
ing cose and goggles 


Cross-section of 
Ovoal-Ray reflector 
showing separate 
vitraviolet and 
infro-red ray tubes 


Pat. and Pat Pend 


1947 


ee) Ultraviolet ray quartz tube guaranteed (except 
in case of breakage) against burning out or 
weakening in ultraviolet ray intensity. 


Quartz tube which houses infra-red element 
guaranteed (except in case of breakage) not 


to burn out. Infra-red element guaranteed for 
one year. 


"y Built-in automatic timer. ° 


Q Separate on-and-off switches for both infra-red 
and ultraviolet rays. 


Bakelite handle and knob on reflector to facili- 
tate use as hand instrument. 


6) Automatic neon light indicates that infra-red 
heat rays are turned on. 


43 Stainless steel body. 
8) Operates on AC or DC current. 


Uses 120 watts—35 for ultraviolet rays—85 for 
infra-red. 
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Jiffy Cube 
<>? 0p SOUT 


with only slight 


| ae PRESSURE 






WATER MUsSs , 






O S 
ef 5 
STRUGGLING * 

COMPLETELY SANITARY ~ MUCH HANDIER 


ORDER NOW-—10 DAY DELIVERY 
Name and Number “JIFFY CUBE,” Model “A” 
Materials Anodised (Blue) Aluminum trays containing 


12 Ethyl cellulose plastic cups. 
List Price, F.O.B. Detroit Pe 


USUAL TRADE DISCOUNTS 


Packaged 1 tray complete with 12 cups per box, 72 boxes 
“4 case weighing 31 Ibs. 
LASTIC CUPS ONLY — per dozen — List ee 
















FIT MOST 
REFRIGERATORS 


PATENTED ANO 
PATENTS PEND. 





1F YOUR JOBBER DOES NOT STOCK 


PLASTRAY CORP. 


FISHER BLDG., DETROIT, MICHIGAN 





MAIL ORDER 





PAGE 122 





| WEST NORTH CENTRAL 





sidiaries, St. Louis, is the largest with 
388,000 rural and residential customers 
who pay for an annual 1,360 kw.-hrs. 
While this company plans to sell appli- 
ances during 1947, it will limit washers 
and ironers and small appliances to 
the rural areas. It will also merchan- 
dise certified, portable and incandes- 
cent lamps, but not until merchandise 
is in better supply, thus favoring its 
1,200 dealers, 600 more than it had 
pre-war. Dealers will receive addition- 
al assistance in the form of promotions 
on ranges and water heaters and ex- 
tensive publicity combined with sales 
assistance, 

M. E. Skinner, Union’s director of 
sales, predicts that 1947 sales will ap- 
proximate the following totals: 30,000 
refrigerators, 10,000 electric ranges, 
2,000 water heaters, 2,000 home freez- 
ers, 5,000 automatic washers, 20,000 
conventional washers, 2,000 ironers. 
Present saturation in the territory is 
about as follows: refrigerators, 84%; 
ranges, 10%; washers, 73%; ironers, 
5%; radio sets, 100%; and vacuum 
cleaners, 67%. 


Some 140,500 customers of the Kan- 
sas City Power & Light Co. consume 
an annual average of 1,397 kw.-hrs. 
The company will merchandise all ap- 
pliances, “when appliances become 
plentiful or when the law of supply and 
demand takes over the sales picture.” 
Meanwhile the utility is not taking any 
orders or displaying any appliances. 
In order to aid dealers, the company 
will, in the words of John A. Kramer, 
residential sales manager, “maintain 
dealer contact personnel and assist in 
sales training. Also will afford dealers 
same terms and customer billing priv- 
ileges on sale of appliances as we offer 
on the electric service bill.” Before 
Pearl Harbor there were 55 dealers in 
an area now covered by 225. An addi- 
tional 50 are looked for in 1947. 

Mr. Kramer’s estimate of 1947 sales 
is as follows: 12,000 refrigerators, 
3,000 ranges, 700 water heaters, 1,500 
home freezers, 5,000 automatic wash- 
ers, 14,000 conventional washers, 
1,500 ironers, 15,000 radio sets, and 
12,000 vacuum cleaners. Present sat- 
uration he estimates thus: refrigera- 
tors, 71%; ranges, 16%; water heat- 
ers, 2%; washers, 55%;  ironers, 
10%; radios, 100%; and cleaners, 
65%. 

The Empire District Electric Co., 
with headquarters in Joplin, has 42,- 
800 residential and rural customers 
and an annual average consumption of 
846 kw.-hrs. Empire will merchandise 
only refrigerators, ranges, water heat- 
ters, and home freezers during the year 
and until quantities improve is alloting 
about 75 percent of its merchandise to 
dealers. G. B. Barnett, manager of the 
merchandise sales department, de- 
scribes the company’s program of 
dealer aid with the simple words, “We 
do bce. bela we can—advertising, 
di§glays,. bulletins, ‘egc,” The my 

‘fe dealers in the Fi. grown WEIN. 
mendously with 242 now as compared 
to 50 before the war. 
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If appliances are available during 
the year, Mr. Barnett expects the fol- 
lowing quantities of appliances to be 
sold: 3,000 refrigerators, 750 ranges, 
400 water heaters, 300 home freezers, 
Saturation he estimates as: refrigera- 
tors, 72%; ranges, 1%; water heaters, 
0.34%; washers, 40%; ironers, 25%; 
radios, 70%; and cleaners, 60%. 


The 39,898 customers of the Mis- 
souri Power & Light Co., Jefferson 
City, consume an annual average of 
800 kw.-hrs. Plans for dealer coopera- 
tion have not yet been completed for 
this utility. All appliances except radio 
will be merchandised in 1947. During 
the coming year perhaps 10 new deal- 
ers will be added to the present roster 
of 206, a total already much larger 
than the pre-war 90. 

Charles B. Gillespie, general com- 
mercial manager, estimates 1947 sales 
about as follows: 6,000 refrigerators, 
3,000 ranges, 3,000 water heaters, 2,500 
home freezers, 2,000 automatic wash- 
ers, 3,000 conventional washers, 2,500 
ironers, 4,000 radio receivers, and 2,500 
vacuum cleaners. These are his fig- 
ures on present public acceptance: re- 
frigerators, 65%; ranges, 10%; water 
heaters, 1%; washers, 50%; ironers, 
6%; radios, 85%; and cleaners, 55%. 


The St. Joseph Light & Power Co., 
St. Joseph, served 22,675 customers in 
1946 who consumed an average of 
1,140 kw.-hrs. Although the company 
will merchandise during the coming 
year it is at present accepting only 
merchandise which was handled before 
the war and this on a pro-rated basis 
with dealers. As an aid to dealers, it 
will not aggressively merchandise 
accepted appliances, particularly con- 
ventional refrigerators, conventional 
washers, radios, and vacuum cleaners. 
The company also plans a certain 
amount of cooperation in advertising 
and sales training programs. Thirty 
dealers earned a living in the terri- 
tory before the war as compared to 
55 today. 

R. E. Taylor, vice-president, pre- 
dicted that 1947 appliance sales will 
attain the following totals: 4,000 re- 
frigerators, 1,500 ranges, 600 water 
heaters, 400 home freezers, 750 auto- 
matic washers, 4,000 conventional 
washers, 1,000 ironers, 5,000 radio 
sets, and 2,000 vacuum cleaners. His 
estimates of present saturation are: 
refrigerators, 70%; ranges, 7%; water 
heaters, 1%; washers, 70%; ironers, 
2%; radios, 95%; and cleaners, 50%. 


South Dakota 


In addition to the usual appliances, 
the Northwestern Public Service Co., 
Huron, will merchandise air condition 
ing during 1947. This utility, with 22,- 
330 residential and rural customers and 
an average consumption of 1,300 kw.- 
hrs., will cooperate with dealers 
through advertising, home service, 
. dealer training, electric range and 


éwater heater wiring. The numer of 


“dealers i in the area has almost quadru- 
pled since the beginning of the wat 
(Continued on page 124) 
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YOUR 





YOUR 


Each Sentinel radio you sell represents 
more than just another sale. It represents 
unqualified customer satisfaction and good 
will, for every Sentinel set is Life-Tested* 
to insure longer radio life, fidelity of tone 
and elimination of service costs, thereby as- 
suring that your first profit is your net profit. 

Sentinel makes a radio for every cus- 
tomer that walks into your store . . . for 
every purse and purpose, for every room 
in every home. AM and FM, AC and DC, 
battery and electric, table models and port- 
ables, consoles and combinations. . . Sen- 
tinel radios are Life-Tested* . . . for utmost 
customer satisfaction, for maximum dealer 
profits. 


SENTINEL RADIO CORPORATION 
EVANSTON, ILLINOIS 























LIFE TESTED* TO ASSURE THAT 





PROFIT IS 


PROFIT! 





*K Life Testing of every part in advance 
ascertains that every Sentinel radio set 
will prove superior to any stress or strain, 
7 wear or tear to which they will be 
subjected short of absolute abuse. This 
testing and retesting is applied, not alone 
to the complete radio but to all electrical 
and mechanical parts, to cabinets as well 
—even to tuning knobs! 
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JANUARY 6th to 18th... 


514-B AMERICAN FURNITURE 
MART... 


1475 MERCHANDISE MART 





“Come up and see us—not just sometime— but while you’re 
at the Market! 

“We've got a lot to show you at the White Cross Display 
—we’'ll take you back to the days of button shoes and 
mustache cups. Would you believe they had irons that 
were powered by gasoline in the good old days? Well, they 
did, and we made ’em. We'll have them on exhibition— 
and lots more. 

“We'll have the entire White Cross line of wonder- 
workers representing fifty-five years of steady progress. 
We'll show you all the White Cross stand-outs that insure 
customer satisfaction. Notice the design of each appliance 
—functional in itself, matched to the others in style and 

uality through and through. Eachis a triumph of farsighted 
y sr boards and strict standards of wen) AA 
“And, remember, come up and see us at the Market!” 


There'll be a White Carnation for your lapel 
waiting for you at 
@® 514-B Furniture Mart, 1475 Merchandise Mart 


WHITE 
CROSS 


AWouschold 
APPLIANCES 





PY amceg STAMPING AND ELECTRIC WORKS. 
3 


PAGE 


224 W. LAKE STREET - CHICAGO 24, ILLINOIS 
SUBSIDIARY EUREKA WILLIAMS ‘CORPORATION 
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with 250 dealers today as compared 
with 70 then. And, apparently, the 
number hasn’t yet finished growing, 
since 75 more are expected to go into 
business this year. 

Estimated 1947 sales and present 
saturation (in parentheses) are as fol- 
lows: 2,000 refrigerators (60% ) ; 2,000 
ranges (22%); 1,000 water heaters 
(8%); 300 home freezers; 500 auto- 
matic and 2,000 conventional washers 
(90%); 500 ironers (1%); 4,000 ra- 
dios; and 500 vacuum cleaners. 


Nebraska 


Two power companies in Nebraska, 
serving the Omaha and Lincoln areas, 
reported combined domestic customers 
of over 92,000. 

In Omaha, the Nebraska Power Co., 
with 87,600 customers supplied an aver- 
age of 1,425 kw.-hrs. to each. This 
company will merchandise in 1947, 
but until greater quantities of appli- 
ances are available is giving all avail- 
able material to dealers with the excep- 
tion that it tries to satisfy the needs of 
its own ex-service employees. Present 
saturation in the company’s territory is 
as follows: refrigerators, 72% ; ranges, 
9.8%; water heaters, 3.7%. 


The Central Electric and Gas Co. 
in Lincoln supplies power to 4,840 do- 
mestic customers with an annual aver- 
age consumption of 1,000 kw.-hrs. and 
will merchandise a full line of appli- 
ances except radio sets. There are only 
three dealers in the territory, but the 
company nevertheless will do coopera- 
tive advertising and provide a home 
service department which will do as 
much for dealers’ customers as for the 
utility’s. Predicted sales for 1947 and 


| present saturation (in parentheses) are 





as follows: 250 refrigerators, (59%) ; 
150 ranges (23%) ; 150 water heaters 
(9%); 70 automatic and 150 conven- 
tional washers; 25 ironers; and 200 
vacuum cleaners. 


Three power companies reported 
this year from Kansas. Together they 
serve 146,441 customers. All have 
dealer cooperative programs and two 
will merchandise during the year. 

Largest of the three is the Kansas 
Gas and Electric Co. with 78,240 resi- 
dential and rural meters and an annual 
average consumption of 1,211 kw.-hrs. 
Merchandising activities will be lim- 
ited to small towns and rural areas and 
will include only refrigerators, ranges, 
water heaters, dishwashers, and dis- 
posals. Dealer cooperation will involve 
promotion, .advertising and home serv- 
ice. Strangely enough, there are actu- 
ally less dealers in the area today, 207, 
than there were before the war, 210. 
This should be balanced out, however, 
with the expected addition of six more 
in 1947, 

Appliance sales estimates for 1947, 
as given by H. W. Hobson, assistant 
general sales manager, are as follows: 
6,000 refrigerators, 1,000 ranges, 500 
water heaters, 100 home freezers, 500 
automatic and 3,000 conventional 








“YES, DEAR, YOU'RE RIGHT, SHE'S A BEAUTY— 
SHE HAS EVERYTHING THE SALESMAN SAYS." 





washers, 1,000 ironers, 6,000 radio sets, 
and 1,000 vacuum cleaners. His satura- 
tion estimates are: refrigerators, 75%; 
ranges, 10% ; water heaters, 1% ; wash- 
ers, 60%; ironers, 10%; radios, 90%; 
and cleaners, 80%. 


The only Kansas company which will 
not merchandise in 1947 is the Board 
of Public Utilities, Kansas City, which 
serves 39,000 residential customers 
who consume an average of 1,200 kw.- 
hrs. plus. Dealer cooperation will in- 
clude range and water heater wiring 
allowances, installation service, install- 
ment collection service on monthly 
bills, home economist calls on every 
range customer, and advertising pro- 
motion. There were 50 dealers in the 
area before the war and there are 61 
now. 

Estimated 1947 sales are as follows: 
5,000 refrigerators, 500 ranges, 100 
water heaters, 100 home freezers, 100 
automatic and 5,000 conventional wash- 
ers, 100 ironers, and 5,000 vacuum 
cleaners. Present saturation is esti- 
mated thus: refrigerators, 65%; 
ranges, 12%; water heaters, 1.3%; 
washers, 50%; ironers, 5%; radios, 
100% ; and vacuum cleaners, 50%. 


In Lawrence the Kansas Electric 
Power Co. serves 29,201 residential 
and rural customers who consume an 
average of 1,010 kw.-hrs. annually. 
All appliances including lighting, but 
excepting radios, will be sold by the 
company during the coming year. Aid 
to dealers will include installation of 
ranges and water heaters and adver- 
tising and sales training. Although 
there are 175 dealers in the territory 
now as compared to 100 pre-war, the 
company expects to see a drop before 
the end of 1947, 

Estimated 1947 sales, as given by 
F. H. Elvig, general commercial man- 
ager, are: 3,500 refrigerators, 600 
ranges, 150 water heaters, 500 home 
freezers, 300 automatic and 700 con- 
ventional washers, 250 ironers. Mr. 
Elvig figures present public acceptance 
thus: refrigerators, 72%; ranges, 
11%; water heaters, 2%; ‘washers, 
60% ; ironers, 5%; radios, 100%; and 
cleaners. 60%. 
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VISIT BOOTH 540-B AMERICAN FURNITURE MART 
January 6-18, 1947 


EVANS welcomes you to a representative showing of America’s 
most beautiful and salable oil-burning merchandise—designed 
for modern living, priced for mass markets and backed by sub- 
stantial advertising, sales promotion, sales training. A com- 
plete line, planned for today—and tomorrow. 


hibit B ae - Exhibit 


: sbeoutitas America’s most beautiful 
inPletely 5 i oe Oil-Burning Space Heater 
‘ng, tug. | . featuring that greatest of 

Mos} : all advantages—3-Direc- 
hang. : tional FLOOR LEVEL HEAT 
Slisten_ —an exclusive EVANS 
name; | feature. Low-Boy Console 

3 30 : Cabinet designed by Walter 

“*Pacitieg ‘ Dorwin Teague. Most ad- 

vanced heater on the market. 
75,000, 55,000 and 45,000 
B.T.U. capacities. Fully ap- 
proved. 





x . 

& la 
Crhibit C 
America’s handsomest con- 
ventional type Space Heater. 
Furniture steel cabinet, fin- 
ished in two-tone baked 
enamel. Three-Stage Flame, 
Automatic Draft Regulator, 
Finger-Tip Controls, big fuel 
tank. A fast, thrifty heater 
for the mass market. 50,000 
and 31,000 B.T.U. capaci- 
ties. Fully approved. 


All Products Listed as Standard by Underwriters La 


Heating and Appliance Division 


EVANS PRODUCTS COMPANY -—Plymouth, Michigan 
WESTINGHOUSE ELECTRIC SUPPLY CO. 


AND INDEPENDENT DISTRIBUTORS 








THE POPULAR Westinghouse 


IT’S METAL! Light in weight and sturdily constructed. 
IT’S AN EYE-CATCHER! Colorfully finished in orange and blue. 


IT’S A SPACE+SAVER! 46 inches long, 18 inches high, 7Y% inches 
wide, it’s ideal where counter space is limited. 


IT’S A COMPLETE SELLING UNIT! tt displays 38 lamps in 
the popular, 15-, 20-, and 40-watt sizes and comes equipped with 
price tickets. ~ °°”: 4 


IT’S PRICED RIGHT! only $2 each. Immediate delivery out of 
stock now on hand. 


*S ~e ce Be 
Westinghouse ; 


LAMPS’ FOR SHE -ABILITY 
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FLUORESCENT LAMP MERCHANDISER 





It displays. . . it reminds . . . it SELLS. This famous ss” 
Westinghouse merchandiser will help you get a larger 


volume of high-profit fluorescent lamp sales. Its effec- 


tiveness has been proved by a year’s selling experience 
in stores all over the country. Use the coupon below and 
send for the new Westinghouse Fluorescent Lamp mer- 
chandiser today. 


6 ET you B ORDE R Westinghouse Electric Corp. 


Lamp Division, Bloomfield, N. J. 
Date 














/ N 70D AY eee Please ship me at once the Westinghouse Fluorescent Lamp merchandiser at 
the price of $2. 
Name 
: Firm 
Immediate delivery from Address 
stock now on hand. City State 
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Here's the kind of selling help 
that counts and it's all for you and your line 
of Rheem home equipment! Full page ads in color! 
Coast to coast! In these five leading national maga- 
zines! Pre-selling an audience of more than ten million 


month! / 


If you're not already lined up to handle these 
pre-sold Rheem products, call your local plumb- 
ing and heating jobber today. Get ready now to 
cash in on this great, money-making selling 
support. And for full information on the com- 
plete Rheem line of home heating, home cool- 
ing, hot water, and soft water equipment, write 
Rheem, 570 Lexington Ave., New York 22, N.Y. 


*} 
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N the South Atlantic region, em- 
] bracing the states of Delaware, 
Maryland, District of Columbia. 
Virginia, West Virginia, North and 
South Carolina, Georgia, and Florida, 
ELECTRICAL MERCHANDISING received 
reports from .21 utility companies 
serving 2,377,162 residential and rural 
customers. This represents roughly 
asix percent increase in the number of 
wired homes served over last year. 


ESTIMATED APPLIANCE SALES 


Of the 21 reporting companies, 20 
utilities estimated that a total of 241,- 
878 refrigerators would be sold in the 
area, or 115 per 1,000 customers: 
range sales were estimated at 73,390 
units or 35 per 1,000 customers ; water 
heaters were estimated at 35,845 units 
or 17 per 1,000 customers. Of the 21 
companies, 16 estimated home freezer 
sales in 1947 in the South Atlantic 
area at 24,796 units, or 15 per 1,000 
customers; washing machines were 
estimated by 18 utilities to total 155,629 
sales, or 88 per 1,000 customers; iron- 

(Continued on pave 130) 
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Every American knows this scene—George Washington's home at Mt. Vernon, Va. 
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— | Aver. NUMBER DO YOU 
c | Kw.-Hr. DEALERS PLAN TO 
ustom- | Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING | MER- 
v two sump- TERRITORY | CHAN- 
(Urban & | tion DISE? 
Rural) 
Electric 
Elec- Water Washers 
Dec 31, 1946 | Refrig- tric Heat- Wash- Radio Vacuum | Refrig- Water Home ———_ Radio Vacuum | 1941 1946 1947 | Yes No 
1946 | | erators Ranges ers ers lroners Sets Cleaners| erators Ranges Heaters Freezers Auto- Conven- Ironers Sets Cleaners 
} } | & Z % % B % (Units) (Units) (Units) (Units) matic tional (Units) (Units) (Units) 
| 
DELAWARE 
Delaware Power & Light Co. | 
8 SS eee 45,100 | 1,300 75 8 1 70 7 88 55 5,000 900 Se tance 750 4,250 200 6,000 2,000 32 50 65 x 
MARYLAND | 
Eastem Shore Pub. Service Co. 37,609 | 1,055 70 12 2 6 1 95 65 1500 12000 MOD nccece 800 1,500 350 3,000 1,500 x 
Consolidated Gas Elec. Lt. & 
SNS csi caicene cre 3 297,000 | 1,140 68 7 2 62 3 94 49 27,800 3,730 1,950 4,750 22,000 2,000 32,000 20,800 ... ae a x 
Potomac Edison Co......... 91,625 | 1,230 69 19 3 one oes apie adios 15,000 5,000 1,500 500 1,000 7,500 WE, Gtceck reeks 120 262 262 x 
DISTRICT OF COLUMBIA 
Potomac Electric Power Co.. | 207,395 | 1,675 86 13 1 42 11 138 58 20,00 6,000 2,500 2,500 11,000 4,000 60,000 10,000; 100 194 244 x 
VIRGINIA 
Virginia Etect-ic & Power Co.| 317,000 | 1,440 72 15 3 15 98 40 30,000 12,000 6,000 3,000 8,000 10,000 2,000 75,000 30,000) 600 1,500 1,500 x 
WEST VIRGINIA 
Appalachian Electric Power 
Co., (Charleston, W. Va.).. | 74,810 | 1,035 80 5 7 6 8 90 48 18,000 2,500 500 900 1,000 12,000 2,000 20,000 9,000| 175 225 245 x e 
Monongahela Power Co... ..| 120,000 970 60 3 8 66 8 88 46 8,500 1,500 150 100 1,300 8,000 ...... 12,000 4.500| 175 250 275 x ° 
Appalachian Electric Power . 
Co., (Huntington, W. Va.) 29,500 975 75 3 1 75 80 80 60 5,000 1,000 150 500 500 2,000 1,000 1,000 1,000) 25 75 75 x 
NORTH CAROLINA ; 
Tide Water Power Co... .... 27,650 | 1,235 | 50 6 3 16 1 ain 32 5,000 1,000 500 400 250 400 CR i. 1400; 32 $C tes | 8... 
Power & Light Co...| 144,140 | 1,826 72 26 8 40 1 100 25 5,000 4,000 2,000 350 750 2,000 500 15,000 2,500, 500 750 750/... x 
S/S 280,000 | ..... 80 25 3 “or a" +e oteved ceshee eghsaW Shaded “Webabe “WEkpees caeekd. eed Uebukee! asek 8 ot a ee ~ a Pee 
SOUTH CAROLINA 
South Caroiina Electric & Gas 
Rear 28,780 | 1,437 75 6 1 3 2 98 35 7,500 2,800 1,200 500 400° 2,100 800 9,500 4,200/ 70 138 153/|... x 
South Carolina Power Co....| 40,500 | 2,209 68 23 14 3 1 oon 5 3,000 600 ae 300 900 WU casas 40 129 129 Rr. che 
GEORGIA 
Georgia Power & Light Co.:.| 15,000 | 1,620 60 24 20 10 1 90 15 2,000 1,500 1,200 500 300 500 306 «= 2,500 SOG; ... one ten ae 
eee 272,500 | 1,974 70 25 13 aie oes 1m  everen ll rr re ee eee 500 2,500 2,500 S iose 
Electric & PowerCo.| 28,500 | 1,625 | 65 25 8 Pe en 2,500 1,000 750 300 200 300 200 3,000 1,000/ 18 100 125/ x ° 
FLORIDA 
Florida Power & Light Co....| 170,787 | ..... 68 27 16 eee ons a Ty ey 23,278 9,360 4,245 17,396 50,829 975 50,829 ~ 4,024/1,100 2,000 ... x 
PRE ES 55,600 | 1,300 60 25 10 eee o08 Sa: beawed 5,000 2,500 1,000 BE a6 +Sibe sxeway “Wesead  osawen ” eeboue 24 #101 113 a 
less 
Gull Power Co... 5.2... 28,666 | 1,701 60 20 10 15 2 95 ay 3,300 1,500 950 300 600 1,200 200 10,000 1,500| 30 90 prob. x m 
Florida Power a 65,000 | 1,554 65 23 23 30 3 95 50 5,500 3,500 3,500 2,500 1,500 1,500 750 10,000 2,500| 160 ... @210/... x 
‘ce: 
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FLLEXIFONE 


Has a Million Prospects 
On Main Street 





6-STATION MASTER 





SUGGESTED 
CONSUMER 
PRICE 


WALL TYPE BAFFLE 
Plus steady profits with the complete 


Operadio sound equipment line! 
Here’s the complete line that cuts down 


selling time and doubles each profit-oppor- 





tunity! FLEXIFONE gives you prospects 
20-WATT AMPLIFIER in countless plants and every office building 
...and, once the door is open, you can 
follow-through with added sales from 
Operadio’s top-quality sound equipment 
line. And Operadio backs your sales cam- 
paign with consistent advertising in leading 


national magazines. 


oPERADIo 
~~ fi Sond Cgugjamnenl 


mY SN ee onl 
2 Hite OPERADIO MANUFACTURING CO., DEPT. EM-1, ST. CHARLES, ILL. 
SEND Gentlemen: 


Please send us information on the items checked: 


couPo N ( ) Flexifone Intercommunication 





( ) Operadio’s complete sound equipment line 














SOUTH ATLANTIC 





ing machines were estimated at 16,375 
units, or 10 per 1,000 customers. Radio 
sales were estimated by 15 of the 
companies for a total of 309,829 units, 
or 193 per 1,000 customers. Hand 
vacuum cleaners were estimated at 
96,624 potential 1947 sales in the area, 
or 57 per 1,000 customers. 


THE DEALER PICTURE 


Of the 21 companies reporting for 
the South Atlantic, 17 made an esti- 
mate of the number of dealers serving 
the territory. Figures show that in 
1941 there were 3,701, a number 
which had more than doubled to 8,451 
in 1946 and which is expected to in- 
crease further to 8,811 in 1947. Prac- 
tically all the companies are planning 
some form of dealer cooperation pro- 
gram. 

Of the 21 reporting utilities, 13 an- 
nounced their intention of engaging in 
major appliance merchandising, while 
eight have decided to do no selling 
through their own sales forces. 


INDIVIDUAL COMPANIES 


Delaware 


Delaware Power & Light Co., at 
Wilmington, serving 45,100 residen- 
tial customers with an annual average 
consumption of 1,300 kw.-hrs. per cus- 
tomer, plans to merchandise in 1947, 
according to Lloyd R. Leslie, commer- 
cial sales manager. Their activities 
will be restricted, however, to sharing 
approximately 50 percent of their ap- 
pliance allotment with the 50 dealers 
serving the territory today. Mr. 
Leslie estimates the following sales for 
1947: 5,000 refrigerators, 900 ranges, 
600 water heaters, 750 automatic 
washers, 4,250 conventional washers, 
200 ironers, 6,000 radios and 2,000 
vacuum cleaners. Saturation in the 
territory of the company is estimated 
at 75% on refrigerators; 8% on 
ranges; 1.5% on water heaters; 70% 


CONTINUED FROM PAGE 129 








on washers; 7% on ironers; 88% on 
radios and 55% on vacuum cleaners, 


Maryland 


Consolidated Gas Electric Light & 
Power Co. of Baltimore serves 297. 
000 residential customers in their area, 
whose annual average consuniption js 
estimated at 1,140 kw.-hrs. The com- 
pany will merchandise a full line of 
appliances as they have in the past but 
will put no aggressive force behind 
their sales until goods are in fair 
supply. Sales of major appliances jn 
the territory for 1947 are estimated 
as follows: refrigerators, 27,800: 
ranges, 3,730; water heaters, 1,950: 
home freezers, 4,750; automatic wash- 
ers, 22,000; ironers, 2,000; radio sets, 
32,000; vacuum cleaners, 20,800, 
Saturation in the territory is figured 
as follows: refrigerators, 68.4%; 
ranges, 6.7%; water heaters, 2.2%; 
washers, 62.2%; ironers, 3.1%; 
radios, 94.2%; vacuum cleaners, 
49.5%. 


The Potomac Edison Co., at Hagers- 
town, serves 91,625 domestic customers 
and an estimated average consumption 
of 1,230 kw.-hrs. per customer. Ac- 
cording to Mr. S. S. Bradford, pro- 
motional manager, the company will 
merchandise appliances but will assist 
dealers with range and water heater 
installations, home service and adver- 
tising assistance. Mr. Bradford esti- 
mates that 262 dealers are serving the 
territory today compared to 120 be- 
fore the war. Major appliance sales 
in 1947 are estimated as follows: 
refrigerators, 15,000; ranges, 5,000; 
water heaters, 1,500; home freezers, 
500; automatic washers, 1,000; con- 
ventional washers, 7,500; ironers, 800. 
Present saturation in the territory is 
as follows: refrigerators, 69% ; electric 
ranges, 19.3%; water heaters, 3%. 


(Continued on page. 132) 
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“MIXING CEMENT 1S A SNAP SINCE | BORROWED THAT DISPLAY MODEL FROM 


ACROSS THE STREET." 
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FOR IMMEDIATE DELIVERY 















950; 
wash- 
| Sets, 
0,800. 
sured 
3.4% ; 
2.2%; 
3.1%; 
aners, 


d Pure 
Virgin Copper Tank. Re- 
frigerant lines soldered on 
five sides to copper tank and 
concealéd in walls. 





agers- 
omers 
uption 
Ac- 

|, pro- 
y will 
assist 
heater - 
otuets Cabinet 


d esti- Dimensions 
=’ 6534" x 38l/." x 291/." 
e sales 
ollows: 


nS St ae! . 


7h int ra A 
mee sed So SEITE im 


Rene 









Total Capacity 
14 Cubic Feet 
5,000; 


Central District Chicago Distributor 
eezers, Artkraft 


); con- : 
E BEV-FOOD 
7 SPACE 

; e COMBINATION FOOD AND BEVERAGE COOLER 


FO °o o This self-contained "plug-in" unit engineered for outstanding performance 
° in any type of store or institution is A MUST wherever foods or beverages 
P RO r 1 T Ss are served. Can be used as both beverage cooler and food refrigerator. 
Has compartment for both wet or dry chilling of bottled and canned 

ONLY COOLER beverages. BEV-FOOD is the ONLY COOLER THAT CAN BE OPERATED 

OPERATED EITHER WET OR DRY. Can be used entirely for dry refrigeration from bottom 

WET OR DRY! to top of each compartment. Top opening prevents spill-out of cold. 






‘ DIVISION OF ST. NICK'S WORKSHOP INC. 

nN AND 

" 2421 WEST DIVISION STREET 

j 

Ne DEALERS! While attending the Housewares and Appliance Market .. . January 6th to 
~ I8th . . . make arrangements for immediate delivery. Be ready for the coming season: 
FROM 


This Cooler, the only one of its kind, shown at 2421 W. Division St., Chicago 22, Illinois. 
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them. 


Make Money out 


of thin Air! 


When sales are endangered be- 

cause of production difficulties, 

get materials, replacement parts, 

tools, dies, and needed machin- 

: ery the fastest way! Specify 
\ir Express! 

No supplier or wholesaler is more 


than a matter of hours away when flowing 


and profits up! 


: The first dealer in your town to 
get increased deliveries of new 
appliances and radios should re- 
ceive valuable publicity. Why not 
be that dealer? Arrange your 
initial shipments by Air Express 
... Show your customers they have 
a livewire merchant to serve 





you specify Air Express delivery. 
And the costs are surprisingly low 
— drastically reduced from pre-war 
rates. Let Air Express solve your 
shipping problem — how to get it or 
deliver it quickly! Use this high- 
speed service to keep production 


Specify Air Express-a Good Business Buy 















































Shipments go everywhere at the epost @f [one tune emenaae 
flight between principal u.&. towns and t —" 
cities, with cost including special pick-up | mes}? | 5'*|?5"*|40"* | cents per tb. 
and delivery. Same-day delivery between [| 149 |s100] $1.00] $1.00] $1.23] s.07e 
many airport towns and cities. Fastest air- 2 ue = 7 — 
rail service to and from 23,000 off-airline Ee Coe 

i communities in the United States. Service HL y5-7asbasal ives] oea0| 7001 
: direct by air to and from scores of foreign [ore T\ a] ses] 1s02| 2007 | 7200 
countries in the world’s best planes, giving i RATES ALSO REDUCED 








the world’s best service. 
. 2 





Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 


Representing the AIRLINES of the United Stat 
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GETS THERE FIRST——— 


Write Today for the Time and Rate 
Schedule on Air Express. It contains 
illuminating facts to help you solve 
many a shipping problem. Air Express 
Division, Railway Express Agency, 230 
Park Ave., New York 17. Or ask for it 
at any Airline or Railway Express office. 
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The Eastern Shore Public Service 
Co., with headquarters at Salisbury, 
serves 37,609 domestic and rural cus- 
tomers whose annual average consump- 
tion is estimated at 1,055 kw-hrs. The 
company will merchandise major appli- 
ances, according to Mr. J. Stewart 
Flannery, assistant commercial sales 
manager, but will help dealers by re- 
fusing allotments when dealers are 
receiving no share or sharing allot- 
ments with them. Estimated major 
sales for 1947 are as follows: refrig- 
erators, 1,500; ranges, 1,000; water 
heaters, 400; automatic washers, 800; 
conventional washers, 1,500; ironers, 
350; radios, 3,000; vacuum cleaners, 


1,500. Saturation is estimated as fol- 
lows: refrigerators, 70%; ranges, 
12%; water heaters, 2.5%; washers, 
6%; ironers, 1%; radios, 95%, 


cleaners, 65%. 
District of Columbia 


The Potomac Electric Power Co. is 
now serving 207,395 -residential cus- 
tomers with an estimated annual con- 
sumption of 1,675 kw.-hrs. As in the 
past, Potomac Electric Power, accord- 
ing to Mr. J. S. Bartlett,-commercial 
manager, will do no merchandising 
but will have an active program of 
dealer cooperation which is adminis- 
tered through the Electric Institute of 
Washington, now under the direction 
of W. G. Hills. There are 194 dealers 
in the territory today—almost 100 
more than served the territory prior 
to the war. It is estimated that an 
additional 50 dealers will join the 
ranks in 1947. Major appliance sales 
for 1947 in the territory are estimated 
as follows: refrigerators, 20,000; 
ranges, 6,000; water heaters, 2,500; 
home freezers, 2,500; washers, 11,000; 
ironers, 4,000; radios, 60,000; clean- 
ers, 10,000. Saturation in the territory 
follows: refrigerators, 86.5%; 
ranges, 13.4%: water heaters, 1%; 
washers, 42.1% ; ironers, 11%; radios, 
138% and cleaners, 58.5%. 


1S as 


Virginia 


Virginia Electric & Power Co. at 
Richmond serves 317,000 domestic cus- 
tomers with an annual average con- 
sumption of 1,440 kw.-hrs. The com- 
pany, according to Mr. T. D. Fulford, 
will do no merchandising but will have 
a comprehensive program of dealer co- 
operation. There are now 1,500 dealers 
in the Virginia Electric & Power ter- 
ritory, Mr. Fulford estimates compared 
to the 600 serving the area before the 
war. Major appliance sales for 1947 are 
estimated as follows: refrigerators, 


3,000; automatic washers, 8,000; con- 
ventional washers, 10,000; ironers, 
2,000 ; radios, 75,000; cleaners, 30,000. 
Saturation is estimated as follows; 
refrigerators, 72%; ranges, 15%; 
water heaters, 3.5%; washers, 15%; 
radios, 98% ; cleaners, 40%. 


West Virginia 


Monongahela Power Co. at Fair- 
mont, serves 120,000 rural and resi- 
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30,000; ranges, 12,000; home freezers, : 





dential customers with an annual aver- 
age consumption of 970 kw.-hrs, ac- 
cording to Mr. H. A. Stroud, promo- 
tion manager. The company will 
merchandise all major appliances and 
electrical farm equipment, but will 
limit their activities in favor of deal- 
ers. The company is accepting only a 
pro-rata share of the same line of ap- 
pliances sold pre-war, according to Mr, 
Stroud, and will take on no new 
appliances. Dealer cooperation pro- 
gram will include sales training, co- 
operative advertising, home service 
assistance and intensive promotion of 
electrical services. The 175 dealers 
that served the territory before the 
war have grown to 250 today, Mr. 
Stroud estimates, and another 25 deal- 
ers are expected to join up in 1947. 
Major appliance sales for the com- 
pany in their area are estimated as 
follows: refrigerators, 8,500; ranges, 


1.500: water heaters, 150: home 
freezers, 100: automatic washers, 
1,300: conventional washers, 8,000: 


radios, 12,000; vacuum cleaners, 4,500. 
Present saturation is estimated at: 
refrigerators, 60% ; ranges, 3% ; water 
heaters. .8%: washers, 60%: ironers, 
8%: radio 88%; vacuum cleaners, 
46%. 


The Appalachian Electric Power 
Company at Charleston, serves 74,810 
domestic and rural customers with an 
annual average consumption of 1035 
kw.-hrs. per customer. The company 
will merchandise only ranges and 
water heaters and are helping dealers 
by not insisting in their allotment of 
merchandise. This is being left to the 
discretion of the distributors who can 
supply his other dealers. Dealer co- 
operation will include financing dealer 
contracts, assistance in service work, 
$20.00 wiring allowance, advertising 
and home service assistance. There 
are now 235 dealers in the territory 
compared to the 175 before the war. 
Major appliance sales are estimated 
as follows: refrigerators, 18,000; 
ranges, 2,500; water heaters, 500; 
home freezers, 900; automatic washers, 
1,000: conventional washers, 12,000; 
ironers, 2,000; radio sets, 20,000; 
vacuum cleaners, 9,000. Present 
saturation is estimated at: refrigera- 
tors, 80%; ranges 4.65%; water heat- 
ers, 10.73%; washers, 60%; ironers, 
8% ; radios, 90% and vacuum cleaners, 
48%. 


“The Appalachian Electric Power 
Company at Huntington serves 29,500 
rural and resjdgntial customers, whose 
anntal averpgé.consumption is 975 
kw.-hrs. The company’s’ merchandis- 
ing policy is the same as in Charleston. 
Estimated sales for 1947 are as fol- 
lows: refrigerators, 5,000; ranges, 
1,000; water heaters, 150; automatic 
washers, 500; conventional washers, 
2,000: ironers, 1,000; radios, 1,000 
and cleaners, 1,000. Present satura- 
tion is estimated as follows: refriget- 
ators, 75%; ranges, 3%; water heat- 

(Continued on page 134) 
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‘Gee, Lad y- darned if ( know! 


When customers start asking about features again—will you you know and the more you show appliances, the more 
know the answers? The time to brush up on salesmanship is you'll sell. For instance, look at all the merchandising fea- 
now—for here’s one forecast you can bank on: The more tures of the Manning-Bowman Toaster-With-The-Tester... 





«, Set the dial. Tell the customer: Snap down starting lever, then Stress appearance. “Note the 
“This toaster makes toast the way O/ raise it. Point out—“This handy } chrome finish, rich, bakelite trim. 

« you like it—from light, golden e device lets you inspect or remove ® It’s the only toaster with all these 
brown to crisp, dark, and crunchy-’ toast while toaster is operating.’ features—M-B quality all through” 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. * 


THE LINE THAT'S ALWAYS IN DEMAND 
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Smart dealers all over the country are ordering 
BAR-BROOK Fans now for the summer season 
ahead. They know that Breezebuilder Attic Fans 
and Windo-Wind Window Fans are proven 
profit-makers, enjoy established customer ac- 
ceptance, and sell as simple, easy-to-handle 
package units. 


If you haven't ordered YOUR fans, write our 
nearest representative. He'll tell you about sell- 
ing dependable, silent, economical BAR-BROOK 
Fans—cooling breezes for your customers and 
profit for you! 


BAR-BROOK 
FANS 


Manufactured by BAR-BROOK MFG CO., Shreveport, La. 


(Formerly Shreveport Engineering Co.) 


Midwestern Representative: Sou‘heastern Represen ative: Southwestern Representative 
EARL GOETZE CO. FJ \/ILER & CHAPMAN CO. GEO. E. ANDERSON CO. 
Mdse. Mart 314 Luckie St. 1901 Griffin St. 
Kansas City, Mo. Atlanta, Ga. Dallas, Tex. 





SOUTH ATLANTIC 


ees CONTINUED FROM PAGE |32=emmme 


ers, 1%; washers, 75% ; ironers, 80%; 
radios, 80% and cleaners, 60%. 


North Carol:na 


The Duke Power Company, sery- 
ing 280,000 urban and rural customers, 
with. headquarters at Charlotte, will 
merchandise all major appliances ac- 
cording to Mr. Roy A. Palmer, merch- 
andising and advertising manager, ex- 
cept washers, ironers, and radios. 
Present saturation is as follows: re- 
frigerators, 80%; ranges, 25% ; water 
heaters, 3%. 


The Carolina Power & Light Com- 
pany, over at Raleigh, serves 144,140 
residential and rural customers with 


.an average annual consumption of 


1,826 kw.-hrs. The company will do 
no merchandising, according to Mr. 
T. B. Smiley, residential and rural 
sales manager. There are 750 dealers 
serving the territory today as com- 
pared to 500 pre-war. Estimated 
major appliances sales for 1947 are as 
follows: refrigerators, 5,000; ranges, 
4,000; water heaters, 2,000; automatic 
washers, 750; conventional washers, 
2,000; radios, 15,000; cleaners, 2,500; 
water pumps, 600; farm devices, 1,500; 
table appliances, 18,000. Present sat- 
uration is estimated as follows: re- 
frigerators, 72.4%; ranges, 25.7%; 
water heaters, 8.1%; washers, 40%; 
ironers, 1%; radio, 100% and cleaners, 


| 25%. 





At Wilmington, the Tide Water 
Power Company serves 27,650 resi- 
dential and rural customers, whose an- 
nual average consumption is estimated 
at 1,235 kw.-hrs. The company will 
merchandise all appliances except 
radio. There are 87 dealers in the 
territory today compared to 32 pre-war 
but this number is expected to drop in 
1947. Major appliance sales for 1947 
are estimated as follows: refrigerators, 
5.000: -ranges, 1,000; water heaters, 
5(0; home freezers, 400; automatic 
washers, 250; conventional washers, 


400; ironers, 150; cleaners, 1,200. 
(Continued on page 138) 
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“ZOPP ELECTRIC SHOP? I'VE A SUSPICION 
TH&ROLL ON OUR NEW IRONER 15 TOO FAST! 
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Westinghouse DUO 


WITH THE SLIDE OUT CARRY ABOUT papio IN 


Lbonde or Cuunetle / 


New in idea! New in design! New in performance! Now—the 
Westinghouse Duo is completely new in style! 

Westinghouse Radio gives you a double barreled sales leader— 
the amazing 2 in 1 table combination that everybody’s talking 
about—now in BLONDE and BRUNETTE! 


The new model in blonde mahogany veneer with its removable 


equalled features of the Duo and you've got a set that can’t be 
beat! A lift-out radio that can be used anywhere in the house. 
Twice the undistorted power output of comparable pre-war 
models. A single-button control automatic record-changer that 
plays 12 records. 

What an opportunity for double barreled promotion. Call your 


radio in rich ivory plastic has more glamour than any other table _ distributor for the promotional helps offered here... he can supply 
combination on the market. Add this style appeal to the un- them. Home Radio Division, Westinghouse Electric Corpora- 
tion, Sunbury, .Pa. 


IT’S AN AUTOMATIC RADIO 


For all-out promotion power on the Duo 
are oS and all the sets in the Westinghouse line, 
<n fl pal i » you can't beot this 46-piece set of full- 
the Ovo ci big 2int witty feature i ’ { - a color cutouts. It will fill a complete window 
than with this nearly life-size, full- H Westinghouse Radio ii ...or can be concentrated in a small space. 
color cutout display. It’s o real eye- aE. : 
catcher—does a prospect pulling job. 2 at ee 


There’s no quicker way to get across 


In your Miniature Billboard display, this Clad in gleaming gold foil, this compact “Bar-of- 
poster will dramatically introduce the new Gold” Display gives you a tie-in with the slogan 
blonde Duo . . . will quickly tell the big in all Westinghouse Radio advertising . . . identi- 
“double-feature” story you now have on fies your store as the place to buy Westinghouse 
this 2 in 1 instrument. Radios. 


THIS IS ONLY ONE OF SEVEN NEW MODELS. SEE THE NEW WESTINGHOUSE 
RADIOS AT THE AMERICAN FURNITURE MART IN CHICAGO, JANUARY 6-18, SPACE 50I. 


T | NAME IS Westin house 


RADIO TELEVISION 
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Model 524 with Handset 


—224 
Models 212-2124 22 


Models 105 and 110 


model H212AM-1-8 







With A Complete Line 


It’s Easier To Sell 


WEBSTER euernic 


leleta 


S. PAT. OFFICE 


INTERCOMMUNICATION SYSTEMS 


@ The experience of Webster Electric Com- 
pany in making intercommunication sys- 
tems has brought out the desirability for a 
number of models to meet the needs of all 


types of businesses. 


There is no passing up a sale because you do 
not have the correct model “Teletalk” in 
tercommunication system to sell, for the 


Webster Electric line is complete. 


There are models for executive offices, for 
varied office use, for restaurants, garages, 
stores, doctor and dentist offices, factories, 


and large or small businesses. 


When you step into a prospect’s office you 
can do so with confidence because you have 
this complete line to offer him. There is no 
need to take “no” for an answer for there is 
a ““Teletalk” intercommunication system to 
meet his requirements. 


If you are not already acquainted with the 
complete “‘Teletalk”’ line write Webster 
Electric Company, Racine, Wisconsin. 


WEBSTER 


RACINE 


ELECTRIC 


WISCONSIN 








Established 1909 


Capa Oot. 13 E. 40th Street, New York (16), N. Y. 
Cable Address "ARLAB” New York City 
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Present saturation is estimated as 
follows: refrigerators, 50%; ranges, 
6%; water heaters, 3%; washers, 
16% ; ironers, 1% and ly 32%. 


South Carolina 


The South Carolina Power Com- 
pany, at Charleston, serves 40,500 resi- 
dential customers whose annual aver- 
age consumption has now reached 
2,209 kw.-hrs. The company will 
merchandise all appliances except 
radio but will share quota of small ap- 
pliances with dealers. The company 
intends to train dealer salesmen, assist 
in advertising promotion and display 
and put on home demonstrations for 
the 129 dealers in the Charleston area. 
Estimated sales for major appliances 
in 1947 are as follows: refrigerators, 
3,000 ; ranges, 600; water heaters, 250; 
automatic washers, 300; conventional 
washers, 900; ironers, 150: cleaners, 
400. Present saturation is estimated 
as follows: refrigerators, 68% ; ranges, 
23%: water heaters, 14%; washers, 
3%; ironers, 1%; cleaners, 5%. 


At Columbia, the South Carolina 
Electric & Gas Company serves 28,- 
780 domestic customers, with an annual 
average consumption of 1,437 kw.-hrs. 
The company will merchandise accord- 
ing to Mr. E. Leier, commercial man- 


| ager, who estimates that there are now 





138 dealers taking care of selling in the 
territory compared to the 70 prior to 
the war. Estimated major “appliance 
sales for 1947 are as follows: refriger- 
ators, 7,500; ranges, 2-800; water 
heaters, 1,200; home freezers, 500; 
automatic washers, 400; conventional 
washers, 2,100; radios, 9,500; cleaners, 
4,200. Present saturation is estimated 
as follows: refrigerators, 75% ; ranges, 
6% ; water heaters, 1% ; washers, 3%; 
ironers, 2%; radios 98% and cleaners, 
35% 


Florida 


Five utility companies reported 
from the State of Florida. The Flor- 
ida Power and Light Co., serving 
170,787 residential and rural custom- 
ers, does not plan any active appliance 
selling during the year but will have 
a program of dealer cooperation in 
continuation of a 16 year policy which 
will include aggresive market develop- 
ment and numerous promotional and 
sales aids. Today there are 2,000 re- 
tailers in the territory which formerly 
supported 1,100. 

J. H. Keele, residential and com- 
mercial development manager for the 
company, estimated that 1947 appli- 
ance sales would reach the following 
totals: 23,278 refrigerators, 9,360 
ranges, 4,245 water heaters, 7,396 
home freezers, 6,059 washers, 979 
ironing machines, 50,829 radio sets, 
4.025 vacuum cleaners, and 88 dish- 
washers. His estimate of present sat- 
uration, based on a March, 1941, sur- 
vey, is as follows: refrigerators, 

: (Continued on page 149) 
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NATIONALLY 
ADVERTISED 


... AND HOW! 


FULL PAGES IN COLOR! 


Farm Journal 
The Progressive Farmer 


Black and White Advertisements in 

















Country Gentil Successful Farming 
Electricity on the Farm Southern Agriculturist 
Pennsylvania Farmer National County Agent 





That’s the powerful, national advertising 
program behind Gem Dandy Electric 
Churn, which will reach every worth- 
while farm and rural customer in the 


~ 1 - 

« GEM DANDY country. 
> h 7, ELT Rr The combined circulation of these great 

; : farm magazines is 8,250,957, with a total 

of 28,878,350 farm readers. 


This nation-wide advertising will create 
a huge demand for Gem Dandy Electric 
Butter Churn. We urge you to order 
your requirements from your distributor 
without delay. 


REACHING 28,878,350 
FARM. READERS @ 






























HOW TO INCREASE SALES @ 


can duplicate this display on your 


counter or in your window. Dealers who display Gem Dancy 
Electric Churn report increased sales running to more than 500%! 
Fill the jar 4/5ths full of water and turn on the motor to show 
churning action. 


Free! We will send you table and window displays, reprints of 
national advertisements, consumer folders and newspaper mats, 
postpaid and free of charge. Order this material direct from us 
today. Remember 2 out of 3 buy Gem Dandy—world’s largest 
selling electric churn. And look at the profit you make! 


ode Dri. Gem Dandy Electric Churns are adjust- Lndidation Will Keep You 
Deluxe M I Retail Price $19.95 able to fit crock or jar up to 6 gals. Gem cpap; ote. 
Recommended Dealer’s Cost $12.49 | Dandy Duraglasjars, made especially for —_ — 


use with Gem Dandy Electric Churns, 


Standard Model Retail Price $16.95 are sold separately. —_ list — 5- 
al. list $2.45. Order from istrib- 
Recommended Dealer’s Cost $11.02 fi. * ail aa 


ALABAMA MANUFACTURING CO. 
Birmingham 3, Alabama 
EE OR a EE ee 


a ad 
BUY GEM DANDY 


WORLD’S LARGEST SELLING ELECTRIC CHURN 
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“EVER-COOL” HANDLE 
luggage type cabinet 
never gets hot! 


CLEAN STEAM HEAT 
circulated evenly, gently 
throughout rooml 


DRAWS COLD AIR 


off floor by means of fant NO EXPOSED COILS 


heating plant unit safe 
beyond reach! 


«++ The Portable “Heating Plant” 
wanted for hard-to-heat rooms 


No wonder people want new Wittie Portable Electric Steam 
Circulating Heater! It really heats! Fast, sure . . . with outstand- 
ing features of safety, economy and good looks. Weighs just 
32 Ibs., 115 volts AC only. Wittie Heater is pre-sold through a 
continuing program of national advertising. For 
details on how you can start selling this new- AND LOOK! 


real selling 


type, individual-room heating plant write... . 
elps. 


WITTIE MFG. & SALES CO., 
1414S.Wabash Ave., Dept. 28, Chicago 5, Ill. 


WITTI 


PORTABLE 


SATIUSTM LT 


CIRCULATING HEATER 
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68.3% ; ranges, 26.6%; water heaters, 
15.7%. 


The Florida Power Corp., with 65,- 
000 domestic customers and an annual 
average consumption of 1,554 kw.-hrs., 
will not merchandise any appliances in 
1947, but the company does have a 


| program of dealer aid. An estimated 


160 dealers were active before the war. 


| No figure is available on the present 


total, but 50 additional retailers are 
expected by the end of 1947. Esti- 


| mates on 1947 appliance sales are pro- 


vided as follows by Robert H. Giedd, 


| director of residential development: 


5,500 refrigerators, 3,500 ranges, 
3,500 water heaters, 2,500 home freez- 


| ers, 1,500 automatic and 1,500 con- 


ventional washers, 750 ironers, 10,000 
radios, and 2,500 vacuum cleaners. 


| Present saturation figures: refrigera- 


| tors, 65%: 
| ers, 23%: 


ranges, 23%; water heat- 
washers, 30% ; ironers, 3%; 
radios, 95%; and cleaners, 50%. 


The 55,600 residential and rural cus- 
tomers of the Tampa Electric Co. paid 
for an average of 1,300 kw.-hrs. in 
1946. This non-merchandising utility 


| will have a program of dealer help dur- 





ing the year. Prior to the war there 
were 24 dealers; today there are 101 
and by the end of the year there may be 
12 more. Estimated 1947 appliance 
sales and present saturation (in pa- 
rentheses) are as follows: 5,000 refrig- 
erators (60%); 2,500 ranges (25%); 
1,000 water heaters (10%); and 300 


home freezers. 


In the Pensacola region the Gulf 
Power Co. supplies electricity to 28,- 
666 domestic meters which annually 
register 1,701.28 kw.-hrs. Gulf is the 
only Florida utility which plans to 
merchandise appliances this year. It 


| will have a program of dealer cooper- 


ation, but the program is as yet in- 
complete. The number of dealers in 
the area has tripled from a pre-war 
30 to a present 90. According to com- 
pany officials this total will probably 
diminish some during the year. Esti- 
mated 1947 appliance sales are as 


follows: 3,300 refrigerators, 1,500 
ranges, 950 water heaters, 300 home 
freezers, 600 automatic and 1,200 con- 


| ventional washers, 10,000 radio receiv- 
| ers and 1,500 vacuum cleaners. Present 





saturation: refrigerators, 60% ; ranges, 
20%: water heaters, 10%; washers, 
15%: ironers, 2%; radios, 95%; and 
vacuum cleaners, 40%. 


The Georgia Power and Light Co., 
which is not in Georgia, but in St. 
Petersburg, Fla., serves 15,000 domes- 
tic customers who annually consume 
an average of 1,620 kw.-hrs. Its pro- 
gram of dealer cooperation will be 
very similar to that of the Florida 
Power Corp. No estimates on the 
number of dealers in the territory is 
available. Here, however, are esti- 
mates on the 1947 sales expectancies 
for appliances: 2,000 refrigerators, 
1,500 ranges, 1,200 water heaters, 500 
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“SAVE YOUR BREATH, DEAR—THEY'RE 
ELECTRIC!" 





home freezers, 300 automatic and 500 
conventional washers, 300  ironers, 
2,500 radios, and 500 vacuum cleaners. 
Major appliances have been accepted 
by the public to the following degree: 
refrigerators, 60%; ranges, 24%; 
water heaters, 20%; washers, 10%; 
ironers, 1%; radios, 90% ; and vacuum 
cleaners, 15%. 


Georgia 


Both of the companies that reported 
from Georgia this year will merchan- 
dise appliances. First of these, the 
Georgia Power Co., Atlanta, serves 
272,500 domestic customers who each 
pay for 1,974 kw.-hrs. during the year. 
Dryers and commercial equipment, in 
addition to other major appliances, 
will be sold by this utility. The com- 
pany has a program of dealer aid for 
its 2,500 dealers, a number which has 
grown from a pre-war total of 500. 
W. B. Farnsworth estimates that dur- 
ing 1947 the following totals of appli- 
ances will be sold: 49,000 refrigerators, 
12,000 ranges, 6,500 water heaters. He 
estimates saturation for refrigerators 
at 70%, for ranges at 25%, and for 
water heaters at 13%. 


The Savannah Electric and Power 
Co., Savannah, supplies an average of 
1,625 kw.-hrs. a year to its 28,500 
domestic customers. With the excep- 
tion of radios, this utility will merch- 
andise appliances, but for the present 
at least, is referring customers to deal- 
ers because of the short supply of ap- 
pliances. Advertising, limited use of 
its model kitchen, film slides, etc., will 
be provided for dealers as an aid to 
merchandising. Before the war there 
were 18 dealers in the area; now there 
are 100 and the company expects to 
see 25 more by the end of this year. 
Estimated 1947 appliance sales and 
present saturation (in parentheses) 
are as follows: 2,500 refrigerators 
(65%); 1,000 ranges (25%); 750 
water heaters (8%) ; 300 home freez- 
ers; 200 automatic washers; 300 con- 
ventional washers; 200 ironers, 3,000 
radio sets: and 1,000 vacuum cleaners. 
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T-K Infinite Control (showing 
mechanism exposed) with four 
control knobs. Size of unit, 
4 11/16 x 4 11/16 inches. 


® Now, for the first time in electric range history, the housewife 
can control cooking heat with virtual “split-degree” accuracy! 
With the spectacular new T-K Infinite Control on her range, she 
is no longer hampered by the annoying limitations of old-style 
3-heat or 5-heat controls. 


T-K Infinite Control, “the control of a thousand heats,” permits 
selection of exactly the right degree of heat on any unit for any 
cooking operation. Heat output is adjustable from 3% to 100% 
of maximum wattage. This delicate, close control has long been 
considered impossible, but today —thanks to T-K engineering and 
designing skill—it is a glorious reality. 


The mechanism of the T-K Infinite Control is ingenious, yet is 
simple and built for long and trouble-free service. It is powered 






The amazing new | K Sutinit Couto! J 


gives exact control of all cooking temperatures 





MEDIUM 


SIMMER 











OFF 








Formerly, with older-style controls, the range 
user was restricted to a few specific heats, 
with no “in-between” control. 





ae 
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HH 


; 
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iW WATT | 
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With the new T-K Infinite Control, choice of 
heats is unlimited between 3% and 100% of 
wattage. This close control is what users have 


always clamored for. Now it's here! 
’ 














by a tiny synchronous motor, and operated by a cam-and-contact 
system which regulates the amount of heat desired by each cook- 
ing unit. 

T-K Infinite Control opens up a new and larger market for the 
electric range dealer. Thousands of women who have postponed 
buying electric ranges because of heat-control limitations will be 
eager to purchase a range equipped with T-K Infinite Control. It 
gives them what they have always wanted in an ideal cooking device. 


Several range manufacturers are already producing models with 
T-K Infinite Control built in. (T-K Infinite Control is available 
only in new ranges—it is not a replacement item.) See these new 
ranges—stock them—sell them. Write for full details on this 
latest exclusive Tuttle & Kift, Inc. engineering triumph. 


Fitting Companion to the New THERMO-KLEEN (LxctAc 




































An electric range equipped with both the T-K Infinite Control and the 
sensational new Thermo-Kleen Monotube surface heating units is the very 
last word in modern cooking efficiency. The Thermo-Kleen Monotube has 
a single, free-acting, anchorless coil which maintains its flat utensil-contact 
surface after repeated heating and cooling. Its unique, swivel-hinge con- 
struction gives greater cooking speed and permits faster, easier cleaning. 
Thermo-Kleen Monotube units are available now, in limited quantities, 
for new range equipment only; they will be available for your replacement 
stock as soon as our expanded production facilities permit. 








MANUFACTURERS: DOMESTIC AND INDUSTRIAL HEATING UNITS * SWITCHES * CONTROLS 
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».. triumph of the genius of RCA radio engineering and Victor 
scientific sound-reproduction techniques . . . is a 3-way Acoustical 
System resulting from the exact co-ordination of cabinet, loud 
speaker and electronic amplification. 

Scientifically tested and proved in listener auditions, the 
“Golden Throat” produces balanced, lifelike tones . . . a new 
thrill in radio-phonograph listening. The brilliance of the artist’s 
performance is faithfully reproduced by the finest acoustical 
system in the history of RCA Victor—the “Golden Throat.” 


finest tone system in RCAVICTOR history. J 


iene i cae sate SR 


— Kc a SS, 


The “Crestwood” series... 





a great Victrola* (the 612V1 shown here) 
in which the “Golden Throat” reaches peak 
performance. Richness, range and power 
combine in singing, golden balance. Just a 
moment's listening and you will know why 
customers choose “Golden Throat” tone. 


For complete radio reception, Frequency 
Modulation (FM), Short Wave, and AM 
(Standard Broadcast) bands...eleven RCA 
Victor Preferred Type Tubes and one re¢ti- 
fier tube. 


For record playing, the “Silent Sapphire’, a 
playing PI 
permanent jewel-point pick-up, provides high- 
fidelity reproduction without “needle chatter” 

y re} 
and needle changes. 


For ease of playing, the compact roll-out 
unit brings radio and phonograph controls 
instantly into reach at the touch of a finger. 


The 612V1 ...a beautiful Modern cabinet. Also 
in Traditional design 612V3. Both available in 


sotetast, 00. fac, U. $, Pat, O8 Blonde, Walnut or Mahogany. 
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The 65X2 ... smartly cased in 
smooth ivory-finish plastic. Ls. > 









distinguishes even low price instruments! 


Pre 


The 65X series... 


smallest RCA Victor radio (just twelve 
inches long) featuring the ““Golden Throat.” 
Compare its tone with any other radio in or 
near its price range . . . observe the graceful, 
compact design . . . and you'll agree the 
65X1 and the 65X2 are twin values for 
beauty and performance! 


For outstanding radio reception, four RCA 
Victor Preferred Type Tubes and one rectifier 
tube, built-in extra-large Magic Loop an- 
tenna, large super-sensitive electro-dynamic 
speaker, automatic volume control, and 
selective superheterodyne circuit. 


Yy\ \“DSe 


For ease of playing, colorful, easy-to-read, 
straight-line, recessed dial and big tuning 
knobs for hairbreadth tuning. 





The 65X11 in the rich walnut-plastic case. 


RO lIcToR @O®A 


DIVISION. OF RADIO CORPORATION OF AMERICA 
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Feast Your Eyes on these Szyled-cu-Sveet Kitchens that are the Talk of the Industry 


Don’t fail to see the sensational new American Kitch- 
ens. Kitchens never equalled in the industry’s history! 
Kitchens built for national recognition, as the finest 
made... on any basis of comparison! Yet merchandised 
for the volume market in a way that will be a revelation 
to you! Styled in steel, with 60 advanced features... 
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TWENTY of them exclusively American . . . these 
amazing kitchens, with all their advantages, are priced 
competitively, assuring profit potentials offered by no 
other line. 

We invite your investigation of every factor con- 
tributive to sales success. 


* Sinks 

* Cabinets 

* Dishwasher 

* Kitchen Disposer 
* Home Freezer 
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gion, composed of Kentucky 
Tennessee, Alabama, and Mis- 
sissippi, nine utilities serving 756,120 
domestic customers reported this year 
on anticipated 1947 sales of appliances, 
merchandising and cooperative dealer 
plans, and the number of dealers in 
their territories. 


ESTIMATED 1947 SALES 


All nine of the reporting companies 
provided estimates on 1947 sales for 
all appliances except home freezers. 
Broken down, these figures amount to: 
68,050 refrigerators, or 90 per 1,000 
customers; 19,310 electric ranges, or 
26 per 1,000 customers; 13,750 water 
heaters, or 18 per 1,000 customers; 
56,535 washers, or 75 per 1,000 cus- 
tomers; 6,650 ironers, or nine per 
1,000 customers ; 114,000 radios, or 151 
per 1,000 customers; and 27,050 
vacuum cleaners, or 36 per 1,000 cus- 
tomers. Seven companies reported 
that they expect sales of home freezers 
to total 3,175, or six per 1,000 cus- 
tomers. 


DEALERS IN THE TERRITORY 


According to the nine power com- 
panies, there were 1,352 dealers in the 
region in 1941. This number had 
grown to 3,030 by the end of 1946 and, 
the utilities expect to see 3,085 by the 
end of 1947. While all of the utility 


Fe the East South Central re- 


In the distance the bluegrass grows, and the foreground shows tobacco, near Lexington, Ky. 


INDIVIDUAL COMPANIES 
Kentucky 


Two utilities contributed to the sur- 
vey from the state of Kentucky. To- 
gether they serve 232,700 domestic cus- 
tomers as compared with 209,938 in 


the concerns that will not merchandise 
during 1947. However, O. R. Wil- 
liamson, manager of residential serv- 
ice, says that a program of dealer co- 
operation will offer these aids, “use of 
company display floors, use of company 
home economists, sales training, ad- 




























watched the number of dealers grow 
from a pre-war total of 310 to 775 at 
present, looks more for a decrease in 
retailers than any increase during the 
coming year. 

His estimates for 1947 unit appli- 
ance sales are as follows: 6,550 refrig- 














firms expect to have dealer coopera- 1945. Kentucky Utilities Co., Lexing- vertising, reporting of prospects, erators, 1,850 ranges, 1,200 water 
tive programs during the year, only ton, with 128,000 rural and residential monthly dealer publication, water- heaters, 375 home freezers, 4,500 
four of them will actively merchandise customers who consume an annual heating manual, and cost of operation washers, 400 ironers, 14,000 radio 
themselves. average of 1,032 kw.-hrs., is one of charts.” Mr. Williamson, who has (Continued on page 146) 
ELECTRICAL APPLIANCE MARKET DATA—EAST SOUTH CENTRAL REGION 
Number | | DO YOU 
Custom- | Kw.-Hr. DEALERS MER- 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING CHAN- 
(Urban & | sump- TERRITORY DISE? 
Rural) tion 
Electric 
Elec- Water Washers 
Dec. 31, | 1946 | Refrige tric Hea- Wash- Radio Vacuum | Refrig- Water Home ——————— Radio Vacuum | 1941 1946 1947 | Yes No 
1946 erators Ranges ers ers roners Sets Cleaners! erators Ranges Heaters Freezers Auto- Conven- lroners Sets Cleaners 
% % % % % % (Units) (Units) (Units) (Units) matic tional (Units) (Units) (Units) 
Louisville Gas & Electric Co. .| 104,700 | 1,229 nae oan — one re acai |. wtbeachebacts 12,000 1,200 500 2,000 2,000 9,000 1,000 20,000 2,000| 101 162 162 x 
Kentucky Utilities Co........| 128,000 | 1,032 | 70 13 3 66 25 88 52 6,550 1,850 1,200 375 4,500 400 14,000 2000) 310 775 1775 x 
TENNESSEE 
Electric Power Board........| 53,170 | 3,030 | 74 45 31 ° a 7,000 4,000 3,500 ...... 2,000 10,000 7,000 12,000 10,000) 34 110 120 x 
Kingsport Utilities, Inc....... 11,500 | 1,725 75 35 14 ° ° oe cesous 500 400 350 200 275 600 50 1,000 250; 13 34 34 x 
Memphis Light, Gas & Water 
a _ iasasapenes 74,100 | ..... 65 5 5 40 2 90 70 12,000 500 200 300 2,500. 4,000 500 15,000 2,000| 163 227 247 B see 
Knoxville Utilities Board. .... 42,600 | 2400 | 75 40 19 eee ° ° “ékeaks 5,000 4,000 3,000 1,000 1,500 2,500 1,000 10,000 3,000| 65 125 150/... x 
arr at 10,000 3,360 500 800 3,000 7,000 2,000 25,000 6,000) 125 ; 250) x 
Electric Co...... 83,000 | ..... ‘a ant cu” one | le cube seen i a ‘e 
Alabama Power Co......... 208,875 | ..... 55 18 8 ove eee one ewanen 10,500 2,000 3,500 ...... 2460 300 12,000 1,400) 500 1,200 1,200 x e 
MISSISSIPP{ - 
Mississippi Power Co..:::... 50,175 | 1,178 | 45 y 3 oe eee sé 0 awewee 4,500 2000 1,000 300 1,200 4,000 400 5,000 400; 41 #147 147 | & oo 
ee 
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sets, and 2,000 vacuum cleaners. Pres- 
ent saturation in his territory approxi- 
mates these figures: refrigerators, 
70%; ranges, 13%; water heaters, 
3.5%; washers, 66%; ironers, 25%; 
radios, 88%; and cleaners, 52%. 


In Louisville the Louisville Gas and 
Electric Co. has 104,700 customers 
who annually pay for 1,229 kw.-hrs. 
No active selling will be done by the 
company, but it will help dealers by 
planning and assisting in sales cam- 
paigns. These are 162 dealers in the 
territory as compared with 101 before 
Pearl Harbor. 

Walter D. Myers, the company’s 
manager of electric sales, estimates 
that this year’s sales will approach 
these totals: 12,000 refrigerators, 1,200 
ranges, 500 water heaters, 2,000 home 
freezers, 2,000 automatic and 9,000 
conventional washers, 1,000 ironers, 
20,000 radio receivers, and 2,000 
vacuum cleaners. 


Tennessee 


Memphis Light, Gas & Water Divi- 
sion, which serves 74,100 domestic 
customers, will merchandise only small 
appliances during the year and will 
limit even that activity until quantity 
improves, according to R. S. Diggs, 
directors, commercial department. The 
163 dealers who served the territory 
prior to the war had increased to 227 
by the end of 1946 and an additional 
20 are expected in 1947. They will 
receive help from the utility through 
dealer development personnel and in 
the form of billboard and newspaper 
advertising. Mr. Diggs estimates the 
major appliance sales volume in the 
Memphis area as follows: 12,000 
refrigerators, 500 ranges, 200 water 
heaters, 300 home freezers, 2,500 
automatic and 4,000 conventional 


CONTINUED FROM PAGE 145 





washers, 500 ironers, 15,000 radio sets, 
and 2,000 vacuum cleaners. Satura- 
tion is estimated at 65% for electric 
refrigerators, 5% for ranges, 0.5% 
for water heaters, 40% for washers, 
2% for ironers, 90% for radio re- 
ceivers, and 70% for vacuum cleaners, 


The only direct selling to be con- 
ducted by the Electric Power Board, 
Chattanooga, which serves 53,170 cus- 
tomers whose annual consumption is 
3,030 kw.-hrs., will be limited to ligh: 
bulbs. For its 110 dealers, who have 
already expanded tremendously from 
a pre-war 34 and may grow another 
10 percent this year, the company will 
devote 14 display windows and show- 
rooms to dealer displays, will adver- 
tise in newspapers, on the radio, on 
billboards, through direct mail, and 
will install ranges and water heaters, 
and service appliances. 

C. B. Osborne, sales manager, esti- 
mates that unit sales of appliances this 
year will reach these totals: 7,000 
refrigerators, 4,000 ranges, 3,500 
water heaters, 2,000 automatic wash- 
ers, 10,000 conventional washers, 
1,000 ironers, 12,000 radio sets, and 
10,000 vacuum cleaners. Saturation is 
estimated at 74% for refrigerators, 
45% for ranges, and 31% for water 
heaters. 


The 42,600 domestic meters of the 
Knoxville Utilities Board, Knoxville, 
register im annual average of 2,400 
kw.-hrs. The company does not mer- 
chandise and will cooperate fully with 
its 125 dealers in advertising, contests, 
etc. Before the war there were 65 
retailers in the area. Twenty-five new 
ones are expected in 1947. 

Clyde O. Carpenter, Jr., commercial 
manager of the company, supplied 

(Continued on page 148) 








JANUARY 1, 1947—ELECTRICAL MERCHANDISING 





“SHE WANTS A GUARANTEE THAT IT WILL ELIMINATE NON-CLASSICAL RECORDS." 
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Do you know all the factors that influence customer selection of representation to an efficient handling ‘of indicated sales. 
home appliances? Do you know their relative importance? You'll The Study contains over two million individual answers to 


find the answers to these and scores more merchan- questions about home appliances . . . gained 


dising and selling questions in the Dur- a ( f ‘ Re ) through personal calls on 10,850 fami- 
able Goods Study . . . a portfolio of D lies. We made these calls in Chicago 
rable, Creda Std and suburbs and in 91 cities 


information about the Great Chi- 


cago Market. Integrated with CAMA Wwnuneue ands darcten— in 5 states... 21 sales areas 


this Study is a Sales Plan lat perttinet, jeataal dota tot will in all. What's more, we 
that can enable you to get ° triui— called on 2,051 dealers. 
hal OUs COnritiy Wy CH 


your share of this multi-million They told us their merchan- 


pal 
+ e 
dollar market . . . and do so ina the, Creat Warket— dising and sales plans . . . and what 











RI 
at a profit. kind of treatment they expect from their sources. 
Armed with this vital data, you can plan your pro- To obtain this Sales Plan and the Durable Goods Study get 
motional program for maximum return in the area, gear your in touch with your nearest Tribune representative, today! 





& 
cago Tribune , }::::<::- 
810 Tribune Tower, Chicago 11 


The Worlds Greatest Newspaper 
Over 63.4% of the $414,757,552 indi- 
tated purchases of home appliances dur- Daily, over 1,100,000; Sunday, over 1,500,000 Keene Fitzpatrick, Chicago Tribune 
ing the first year they are available in 155 Montgomery St., San Francisco 4 


this market will be spent by Tribune-read- 
ing families. No other medium can give 


E. P. Struhsacker, Chicago Tribune 
220 E. 42nd St., New York City 17 





October average net paid total circulation: 


You such coverage. Tribune rates per line H i 
per 100,0 i ; W. E. Bates, Chicago Tribune 
lowest in re ey Penobscot Building, Detroit 26 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER CENTURY THIS TRADE MARK 
HAS STOOD FOR “QUALITY AT POPULAR PRICES” 

















The Famous 


EMPIRE 


Electric PERCO-DRIP 





The “Perco-Drip” method makes clear, rich 


coffee in only 60 seconds—never boils—extracts 


only desirable oils. Has patented heavy-duty 


direct-heat emersion element, and an insulated 


valveless pump without moving parts. Easy to 


keep clean. Attractive, modern design, polished 


seamless aluminum body, cool ebonized handle 


and scratch-proof feet. The “Perco-Drip” is as 


appealing in appearance as in the excellence of 


the coffee it makes. In 9-cup size at present. 


“EMPIRE” 


Chrome Finished 
Electric TOASTER 








Smartly styled, with brilliant finish and out- | 


standing convenience features, the EMPIRE 


Toaster handles two large bread slices, turning 


them with a flip of the door. Extra large, flat 


top serves as tray to keep toast hot. Large Ni- 


chrome heating element is wound on extra wide 


mica to spread heat uniformly over a large area. 


Reinforced frame and separate inner frame 


assure durability and 


long service. Black 


enameled base, scratch-proof feet, large cool 


handles, all combine in a Toaster of exceptional 


quality at a popular price. 


THE METAL WARE CORPORATION 


NEW YORK 
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TWO RIVERS, WISCONSIN 


CHICAGO 
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these figures on estimated 1947 sales 
and present saturation (in paren- 
theses): 5,000 refrigerators (75%); 
4,000 ranges (40%); 3,000 water 
heaters (19%); 1,000 home freezers; 
1,500 automatic and 2,500 conven- 
tional washers: 1,000 ironers; 10,000 
radios (95%); and 3,000 vacuum 


cleaners. 


Last of the four utilities reporting 
from. Tennessee is the Kingsport 
Utilities, Inc., which supplies power to 
11,500 residential and rural consumers 
whose average annual consumption is 
1,725 kw.-hrs. No direct selling is 
contemplated by Kingsport, but a pro- 
gram of dealer aid will involve trade- 
in allowances and dealer sales cam- 
paigns. The pre-war number of 
dealers, 13, had expanded to 34 by 
the end of 1946. C. J. Bryan, commer- 
cial manager, supplies these estimates 
of 1947 appliances sales and present 
saturation (in parentheses): 500 
refrigerators. (75%); 400 ranges 
(35%); 350 water heaters, (14%); 
200 home freezers; 275 automatic and 
600 conventional washers; 50 ironers; 
1,000 radio receivers; and 250 vacuum 
cleaners. 


Alabama 


From the home state of the Crimson 
Tide two power companies provided 
information for this year’s survey. In 
Birmingham the Alabama Power Co. 
furnishes electricity for 208,875 resi- 
dential and rural customers. Radios 
are the only appliances which will 
not be merchandised by the company 
during the year. Most merchandise is 
being allotted to dealers, however, un- 
til supplies become more available. 
The company will have a program of 
cooperation for its 1,200 dealers, 700 
more than existed in the territory prior 
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to World War II. 

Estimated 1947 sales and present 
public acceptance (in parentheses) 
are as follows: 10,500 refrigerators 
(55%); 2,000 ranges (18%); 3,500 
water heaters (8%); 2,460 washers; 
300 ironers; 12,000 radio sets; and 
1,400 vacuum cleaners. 


Also reporting from Birmingham 
is the Birmingham Electric Co. which 
serves 83,000 residential customers and 
which plans to merchandise nothing 
but lamp bulbs and lamps. Full co- 
operation will be extended to the 250 
dealers (there were 125 before the 
war). D.S. Richard, residential sales 
manager, provides these estimates of 
1947 appliance sales: 10,000 refrigera- 
tors, 3,360 ranges, 500 water heaters, 
800 home freezers, 3,000 automatic 
washers, 7,000 conventional washers, 
2,000 ironers, 25,000 radio sets, and 
6,000 ironers. 


Mississippi 


In the Gulfport area the Mississippi 
Power Co. serves 50,175 domestic cus- 
tomers who consume an annual aver- 
age of 1,178.45 kw.-hrs. L. H. Howell, 
secretary-treasurer of the utility, says 
that all appliances except radios will 
be merchandised but that conflicting 
lines will be avoided during the period 
of short supply in order to favor 
dealers. An as yet incomplete pro- 
gram of dealer cooperation will be 
made available to the 147 dealers (41 
pre-war). Mr. Howell estimates 1947 
sales and present saturation (in paren- 
theses) as follows: 4,500 refrigera- 
tors (45%); 2,000 ranges (9%); 
1,000 water heaters (3%); 300 home 
freezers; 1,200 automatic and 4,000 
conventional washers; 400 ironers; 
5,000 radio sets: and 400 vacuum 
cleaners. 











“WHOOPS! 


| WONDERED WHY THIS ONE WAS SO HARD IO PICK UP!" 
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> ALLEN Tinin-Eight HEATER © 
a famous for Exclusive Low Cost-Lo-Pilot 


Rich brown porcelain enamel! Smooth surface designing! These features 
have produced a tonal quality and styling which will capture the interest 


sent 
of the homemaker at a glance. She'll want this heater! . . . . While 


es) 
lors 
500 
ars; 
and 


she will quickly sense the easy cleaning advantages of the new sparkling 
and durable finish . . . . he will be far more impressed with the economy 
of Allen’s two independently operated burners and the exclusive “Lo-Pilot” 


(which efficiently burns an absolute minimum amount of fuel oil.) 
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ALLEN LO-P/LOT OIL HEATERS 
with the Beautiful Durable PORCELAIN FINISHY,7 


Plenty of Heat! Plenty of style! Whoever decides, you'll close the sale without delay . . 


when you show your prospects this new “Twin-Eight”—or any other Allen made product! 
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Collier's is the | 
OF THE “BIG 3” 
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Less Per Page ... Per Thousand 








Collier's is the nearest thing to 
a pre-war advertising value in 
the magazine field. There has 
been no increase in page rate. 
And the cost per thousand 
circulation is the lowest of the 
“Big 3” in the weekly field. 





Continuity 


| 
i] 


More Insertions... 
More Sales Messages . . . 


Collier’s lower unit rate makes 
possible advertising plans of a 
longer range for your appro- 
priation. You can buy more 
insertions, more impressions, 
more weeks of national cover- 
age and deeper market pene- 
tration for your product. 





Consumer 


ACCEPTANCE 





High Percentage of Readers 
in “Big Buying” Group 





In a recent qualitative survey 
of the Collier’s market made 
by The Psychological Corpora- 
tion positive proof was estab- 
lished that Collier’s delivers a 
high percentage of families in 
the home-owning, higher-earn- 
ing bracket. Also a higher per- 
centage of readers in the 18 
to 44-year age group—the 
“tage of acquirement.”’ 


Collier’s for Action... 
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Best Buy 


IN THE WEEKLY FIELD 


$2.79 
$2.79 
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kansas, Louisiana, Oklahoma, 

and Texas, the West South Cen- 
tral region was reported for this year’s 
survey by 15 utility companies serving 
1,431,136 domestic meters. 


ESTIMATED 1947 SALES 


Estimates on anticipated volume of 
major appliance sales in the area for 
the coming year show the following 
breakdown : 

On refrigerators, 98,200 units, re- 
ported by 11 companies, or 105 per 
1,000 customers; 14,175 ranges, re- 
ported by 11 companies, or 15 per-1,000 
customers; 3,728 water heaters, re- 
ported by 10 companies, or four per 
1,000 customers ; 10,965 home freezers, 
by nine companies, or 15 per 1,000 cus- 
tomers; 63,730 washers, by 11 com- 
panies, or 68 per 1,000 customers; 
5905 ironers, by 10 companies, or 
seven per 1,000 customers; 179,480 
radios, by nine companies, or 229 per 
1,000 customers; and 40,746 vacuum 
cleaners, by 11 companies, or 44 per 
1,000 customers. 


THE DEALER STORY 


Before the beginning of World War 
II there were 2,853 dealers selling 
appliances in the territory, a number 
which grew to 5,286, or nearly double, 
by the end of 1946. According to the 
12 companies which provided esti- 
mates, there should be 5,799 retailers 


Fh srs, the states of Ar- 



























Outlined against the sky is a rotary oil well near Borger, Texas 


actively merchandising by the end of 
this year. These dealers will receive 
some form of cooperation from 13 of 
the reporting power companies. A ma- 
jority of the reporting utilities, nine, 
will not merchandise appliances 
through their own sales forces. Six 
companies say they will merchandise. 


INDIVIDUAL COMPANIES 


tomers. 


No direct sales will be made 


Arkansas 


during 1947, but dealers will receive 
assistance through home service and 


The Arkansas Power and Light Co., 
Pine Bluff, serves 129,300 residential 
and rural customers—average annual 
consumption 1,010 kw.-hrs. During 
1945, the company served 111,244 cus- 


reports of prospective equipment cus- 


tomers. 


There were 640 dealers in the 


area before the war as compared with 
972 today. A further gain of 300 is ex- 


(Continued on page 154 
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Number 
of | Aver. NuMBER = | DO. OU 
Custom- | Kw.-Hr. DEALERS MER 
ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING CH AN- 
Rural) tion 
Electric 
Elec- Water Washers 
Dec. 31, | 1946 | Refrig- tric Heat- Wash- Radio Vacuum | Refrig- Water Home ——H————_ Radio Vacuum | 1941 1946 1947 | Yes No. 
1946 erators Ranges ers ers _froners leaners | erators Ranges Heaters Freezers Auto- Conven- lroners Cleaners 
B % &% A % % (Units) (Units) (Units) (Units) matic tional (Units) (Units) (Units) 
ARKANSAS 
I CUO > gi” agen! ay © legate dl idvecas<alabubw > eeapeunO Ube GNIS? eae iaaeiias Gaaees a eee 640 972 1,272 x 
LOUISIANA 
Louisiana Power & Light Co..| 79,000 790 “a - doee ~<a  ‘peaeiatl “saeees Gethank caallasa” Geaia- weeean. anidbieciceeuner. eect Geen 456 x 
New Orleans Public Service 
NS iiccwantivuimecaou 114,600 | 1,036 52 -1 -1 39 1 98 16 15,000 480 50 1,500 5,900 8,000 1,072 50,000 2,000) 168 237 x LTD. 
Southwestern Gas & Electric : 
Mc iccdicecuacs es 98,000 | 1,000 | 65 5 1 ° ee ae ee Gare ee ee ee ee ee a ee ee 150 350 350/... x 
Gulf Public Service Co., Inc. 16,100 800 | 50 3 _— é 75 10 2,500 ee 500 1,000 3,000 ol! i . wie 
OKLAHOMA 
Oklahoma Gas & Electric Co.| 172,680 960 | 73 1 1 50 1 95 62 8,000 3,000 500 1,250 2,500 4,000 1,000 25,000 6,000) 650 1,100 1,250 x 
Power& WaterCo.| 7,875 725 | 40 1 1 30 2 80 60 600 10 3 100 300 500 10 00 300| 50 50 60 x 
TEXAS 
Gulf States Utilities Co...... 119,311 | 1,220 60 10 4 40 3 80 60 7090 1,500 aa 1,500 5,000 er 1,000; 150 420 420 wee 
Power & Light Co.:..| 91,000 958) 55 10 3 21 4a 90 70 8,000 4,000 1,000 3,000 2,000 4000 1,000 10,000 7,000} 200 500 550/... x 
El Paso Electic Co.......... 34,500 | 1,522 62 22 15 eee a oY ee ee 2400 1,000 1,000 250 700 100 Wee cadtnas 800; 25 287 287 SG. ies 
Texas Electric Service Co.....| 115,900 | 1,160 eee eye oe ey a 20,000 1,200 100 2,500 10,000 1,000 50,000 6,500; 500 800... eee 
Gity Public Service Board....| 85,881 974 80 1 1 50 2 85 75 12,000 300 100 300 1,000 4,000 200 10000 2,500; 35 45 55/|... x 
Public Service 
I cccmakhace «ies 72,486 | ..... =e = me ae 10,700 1,235 315 1,565 4,230 ol ree eo 
Dallas Power & Light Co.....| 105,903 | 1,337 71 1 25 - 165 38 2 1,200 GP werkace Gee” = ae sexs 000 7,900! 110 200 200 x 
Houston Lighting & Power 
inenchekcened on aes .|.hlU Sle SUB UCR ORR OR écetaew. ebeded ehdeed. Gadkcca” ceneek> peter eae ee 
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Beautiful new cylin- 
der-type room heater. 
Portable with cool, 
Easy-grip handle. Customers like its smart 
design and its quick, efficient heat. It’s an- 
other sales hit that carries the TOPLINE 
“Stop, Look, and BUY” sign. 










































ALSO AVAILABLE IN LIMITED QUANTITIES 












All Aluminum 
Super-size 
Lightweight 
Automatic 
Electric Iron 















All-Metal 
Attic Fan 

















Improved 
1947 Model = 
Electric 
Churn 






















New 


30-Gallon = 
All-White 
Electric - 


Water Heater 
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TENNESSEE VALLEY 
MARKETERS, INC. 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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pected during the year. Because of 
small deliveries in the area, company 
officials declined to predict 1947 sales 
or estimate present saturation. 


Louisiana 


In and around sunny New Orleans 
the New Orleans Public Service Co. 
supplies electric power at the rate of 
1,036.4 kw.-hrs. a year to 114,600 resi- 
dential customers. On a limited basis, 
this utility will merchandise small ap- 
pliances during the year. According 
to its Sales book, Geared for Greater 
Profits, A New Plan, the company’s 
dealer division will work with the 
building industry to make recommen- 
dations for adequate wiring, thus pro- 
viding for additional appliances sold 
by dealers, develop cooperative sales 
promotion campaigns, assist dealers 
in the selection and training of sales- 
people, and suggest store layouts and 
displays. The company also provides 
home service advisers. Although there 
are 237 dealers today as against 168 
before 1942, the utility expects a small 
decrease this year. 

E. N. Avegno, manager of the dealer 
division, predicts that sales of major 
appliances and radios in 1947 will 


| reach the following proportions: 15,000 


| refrigerators, 480 


| and 2,000 


ranges, 50 water 
heaters, 1,500 home freezers, 5,900 
automatic and 8,000 conventional 
washers, 1,072 ironers, 50,000 radios, 
vacuum clearers. Public 


| acceptance at present approximates 





these percentages: refrigerators, 52%; 
ranges, minus 1%; water heaters, 
minus 1%; washers, 39%; ironers, 
1%; radios, 98%; vacuum cleaners, 
16%. 


The 98,000 customers of the South- 
western Gas & Electric Co., Shreve- 
port, annually pay for 1,000 kw.-hrs. 
The company will not merchandise 
appliances during the year but a pro- 
gram of dealer -help will encourage 
sales in the following ways: dealer 
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contact men, assistance in store selec- 
tion and arrangements, salesman selec- 
tion and training, cooperative adver- 
tising, dealer bulletins, etc. Perhaps 
150 dealers were active in the terrj- 
tory pre-war; now there are 350 with 
no further expansions anticipated, 
Saturation estimates are as follows: 
refrigerators, 65% ; ranges, 5% ; water 
heaters, 1%. 


With headquarters in New Orleans 
the Louisiana Power & Light Co. 
serves 79,000 domestic customers 
whose annual consumption averages 
790 kw.-hrs. Dealer coordinators, 
home service representatives, and 
rural service representatives will help 
to stimulate dealer sales. The company 
itself will engage in no direct selling. 
Some 456 dealers were active before 
the war. No estimates are available on 
present or future totals. 


The fourth Louisiana utility to re- 
port is the Gulf Public Service Co., 
Inc., New Iberia, which supplies cur- 
rent to 16,100 domestic meters with an 
average annual consumption of 800 
kw.-hrs. Some appliances will be sold 
directly by the utility, namely: refrig- 
erators, ranges, home freezers, auto- 
matic and conventional washers, vac- 
uum cleaners, and small appliances. 
New business manager L. J. LeGendre 
says of the plan for dealer help, “We 
have a plan to cooperate with local 
dealers in that we do not intend to offer 
terms more favorable than those of 
such dealers and do not intend to enter 
into any high pressure merchandising 
campaigns.” 

Mr. LeGendre estimates 1947 ap- 
pliance sales and present saturation 
(in parentheses) as follows: 2,500 re- 
frigerators (50%) ; 250 ranges (3%); 
500 home freezers; 1,000 automatic 
and 3,000 conventional washers 
(20%); 100 ironers; 5,000 radios 
(75%); and 1,000 vacuum cleaners 
(10%). 

(Continued on page 156) 

















“| BELIEVE IN GETTING RIGHT AT THE ROOT OF THE TROUBLE." 
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TRANSPORTATION Finisy 


year ago as a lusty young newcomer . . . Plicote made its bow. 
Today 5 lines of Plicote Finishes, including 48 New Colors, are 
known and used by hundreds of thousands on Furniture, Walls, Kitch- 
ens, Floors, Cars & Trucks, etc. Distribution is still growing rapidly. 


A new type finish . . . Plicote was developed by some of America’s best 
research chemists, in a laboratory famous for top quality finishes used 
on fine manufactured products. Plicote will now be introduced thoroly 
to the American consumer througha nationwide Advertising Campaiga. 


58 MILLION READERS 


WILL SEE i ts ADVERTISING 
in 1947 in 
Better Homes and Gardens 
Ladies’ Home Journal 
Good Housekeeping 
American Home 
McCall’s 





A LIQUID FINISH 


WRITE FOR DEALER FRANCHISE INFORMATION 


Some areas in the U. S. are not covered. If you are interested write on your regular 
letterhead for full details of these fast-moving New Finishes. 


PLICOTE, INC., Pittsburgh, Pa., General Sales Office: 664 N. Michigan, Chicago 
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Oklahoma 


From Oklahoma, the state which jg 
usually written these days with an ex. 
clamation mark after it, two utilities 
responded to the survey with informa. 
tion on merchandising, dealers, and 
saturation. The Oklahoma Gas and 
Electric Co., which serves 172,680 resj- 
dential and rural customers in the 
Oklahoma City area who consume an 
annual average of 960 kw.-hrs., will 
not merchandise appliances for the 
very good reason that the law in that 
state prohibits such activity on the 
part of a utility. According to W. A. 
Warden, general sales manager, the 
utility will, however, help dealers by 
attempting to, “develop prospects by 
cold calls, by home service girls; as- 
sist in demonstrations on dealers’ 
floors; assist in instruction calls; con- 
duct free dealer sales training ; provide 
range installation allowance; and pro- 
vide adequate wiring boards.” Today 
there are 1,100 dealers in a territory 
covered before 1942 by 650. An addi- 
tional 150 dealers are expected to open 
their doors in 1947. Mr. Warden esti- 
mates unit sales of appliances during 
the coming year as follows: 8,000 re- 
frigerators; 3,000 ranges, 500 water 
heaters, 1,250 home freezers; 2,500 
automatic and 4,000 conventional 
washers; 1,000 ironers, 25,000 radio 
receivers, and 6,000 vacuum cleaners. 
Present saturation he estimates as fol- 
lows: refrigerators, 73%; ranges, 1%; 
water heaters, 1%; washers, 50%; 
ironers, 1.5%; radios, 95% ; and clean- 
ers, 62%. 


In the Sand Springs area the Okla- 
homa Power and Water Co. finds its 
7,875 residential and rural customers. 
Average annual consumption is 725 
kw.-hrs. The utility will not mer- 
chandise, but will endeavor to assist 
dealers through dealer-employee pro- 
motion, advertising over dealers’ 
names, and cooperative selling. Al- 
though the number of dealers has been 
constant at 50 all through the war, the 
company expects 10 new retailers this 
year. Estimated 1947 appliance sales 
and present saturation (in parenthe- 
ses) are as follows: 600 refrigerators 
(40%); 10 ranges (1%); 3 water 
heaters (1%); 100 home freezers; 
300 automatic and 500 conventional 
washers (30%); 10 ironers (2%); 
1,000 radio sets (80%) ; and 300 vac- 
uum cleaners (60%). 


Texas 


The eight utilities reporting from 
Texas serve 1,431,136 domestic cus- 
tomers. Largest of these is the Hous- 
ton Lighting & Power Co., Houston, 
which provides electric power for 
188,600 residential and rural meters 
with an average annual consumption 
of 1,250 kw.-hrs. According to C. J. 
Blum, superintendent of the sales pro- 
motion and research department, the 
company will not merchandise this 
year, but will have four dealer sales 

(Continued on page 160) 
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Standard Model NM2B (ten gallons per 
hour) as illustrated is offered at no increase 
in list price: $235 F.O.B. Glen Riddle, Pa. 


SUNRO 


Wale (looters 


GLEN RIDDLE, 


PA. 
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Sunroc is proud of the magnificent job that 
its plant, its distributors and dealers have 
done this past year—particularly in view 
of the serious material shortages which 
hampered production. But now all eyes 
are on 1947! Sunroc will continue to top 
production, top quality and top sales; will 
continue to back its nation-wide distributor 
and dealer organization with sound pro- 
motion, forceful advertising and intensive 
direct mail—all designed to hold and 
increase Sunroc’s margin of leadership! 


Glen Riddle, Po. 


Gentlemen ; 
send full port 


( ery of none Produc 


culars on 
‘ One Price, 


dealer 
NOW water cooler distributor 
not 


1947 


the 
One Policy- 


Today, Sunroc is the largest adver- 
tiser and most intensive merchan- 
diser of water coolers... with even 
bigger plans coming up! 


So watch us go...and grow in 1947! 
As specialists in water coolers, Sunroc makes 
the finest and most diversified line on the 
market. A wide range of AC and DC 
models to meet varying business, industrial, 
and institutional needs. 

If you want to hitch your business to a 
selling star...get complete information 
on Sunroc’s products, prospects and plans. 
The coupon below is your first step toward 
a Sunroc franchise. Sunroc Refrigeration 
Company, Glen Riddle, Pa. 


ERATION COMPANY 


Sunro 


“WATCH SUNROC GO 
.. AND GROW IN °47!" 


157 





The more hair slots in an electric 
shaver, the faster you shave, 
That’s why the amazing new 
Packard cuts shaving time in half, 
It has 4 smooth, round heads, 
with a total of 740 slots for hair 
reception. It has almost twice the 
whisker intake capacity of Shaver 
A, three times as much as Shaver 
B, and more than 23. times as much 
as Shaver C. No wonder Packard 
is sweeping the country! 
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cutters...four shaving edges...especially designed to 
cut both long and short hairs...ideal for trimming 
sideburns and mustache. NO NEED to miss a single shaver sale because of 
short stock right after the Christmas rush—you can 
stock up NOW...make February and March profits 
in January! Lektro makes you an introductory offer 
of a complete assortment of the finest shavers on 


the market. It’s a deal you can’t afford to miss. 


THE NEW LEKTRO “TWIN-HEAD™ WRITE OR PHONE FOR COMPLETE DETAILS 


Pere e222 2 eS ee e222 2 ee Se Se Se eS | 





provide yo with a com- 





- ¢ IS i I E.M. 1-1-47 t 
plete line of electric shave j  Lektro Products, Inc, I 
tro n ) gs you then . 
aro now br realbovaghieo se: | General Offices: Milford, Conn. i 
Lektro “Twin- Head ‘ lalelaleh a 

quiet, light, powerful . . . vest- 1 Please send me complete details on the Lektro plan 1! 
pocket size, precision built. Has | for dealers, without obligation to me. | 
$ new Lektro twin shaving head 1 l 
Retail price, complete with 12" (see illust >n above).Ideal for | Si d ! 
cord and carrying case weuna me Sen tet igne Coereccececcose Pecceccesccascaacscessesesece 
One full year warranty mustache, sideburns. AC only. | NG eh cee ihe Oath points dale wudha nea kde eeeee " 
Te fA ee Dt Se ea ; 

! 
§ AMMe0SS. «1.65. ee eee esc c ncn eeeeoneseces | 

TRO PRODUCTS, INC. © GENERAL OFFICES: MILFORD, CONN 

’ ¥ : ’ 4 I FI fo od ob nF dd oti uo) etree vncsnees 





Principal branches in New York, Cleveland, Chicago, St. Lovis, and San Francisco. 
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FEATURE THE FINEST IN FLUORESCEN 











Hacresceat lamps Wha Walk! 


Ever see a talking lamp? Well, these ACME fluorescent 
lamps talk —they literally speak for themselves! ACME 
lamps speak of beauty, utility, quality and economy: 
And no other lamp can boast of ACME’ ss sales-stimu- 
lating variety of colors. Feature the Finest—ACME! 























BEVSOER siuorescent vesk LAMP 











ideal for home 
oe office 





Designed and engineered for 22% more correct 
light by one of the nation’s leading colleges. Out- 
standing profit-maker. Base and column are 


of unbreakable, cast white metal with all-steel 


shade. Crinkled baked enamel finish in deco- 


rators’ colors: brown, blue, coral, wine, green. 





ACM FLUORESCENT ““DUO-LITE” 


HANG IT 
ON THE BED! 


Not a pin-up OR a hook-type lamp, 
but BOTH—and it's a beauty! 
Each “Duo-lite” provides both bed 





clamps and wall pins. Finest all- 


steel construction. Finished in crin- 
PIN IT 
ON THE WALL! 


<n 


kled baked enamel in 5 pastel colors: 
blue, ivory, peach, brown, rose. 


Comes also in pure white baked 


enamel for kitchen or utility use. 


500 SUUes S0u0 Teal ¢ he Ves 
feature Muarescea ty XO 


'' A 





* For further information write or wire Dept. 20 

ad All electrical 

a devices U/L 
approved. 

& 


FLUORESCENT COMPANY, INC. 
65 FIFTH AVENUE, NEW YORK 17, N. ¥. 
o ¥ a 


N eR tuobeco PRODUCT’? 
NATIONALLY ADVERTISED 


‘WE ENTRAL 
4 Falclls | ST SOUTH C 














10 home service ad- 

dealers. Said Mr. 
Blum, “. . . it is the company’s policy 
of not selling electrical merchandise 
so long as there is a shortage of same 
to meet our dealer sales and the dealers 
give evidence that they are doing the 
necessary promotional work in effec- 
tive selling ...” There are 325 deal- 
ers today in a territory served pre-war 
by 175. Mr. Blum said it would be 
difficult to predict appliance sales in 
1947 because no surveys have been 
made during the past five years. How- 
ever, he offers these estimates of pres- 


and 
assist 


counsellors 
visers to 


ent saturation: refrigerators, 65% 
ranges, 1.5%; water heaters, 0.3%; 
washers, 25%; ironers, 3%; radios, 


80%; and cleaners, 15%. 


All appliances except radio will be 
directly sold during 1947 by the Gulf 
States Utilities Co., Beaumont, which 
has 119,311 domestic customers who 
annually consume 1,220 kw.-hrs. In 
order to favor dealers, however, the 
company will not display any appli- 
ances that are not easily obtainable 
and will exercise direct sales effort 
only on promotional types of appliances 
such as ranges and water heaters. In 
addition it will promote utilization 
through advertising, home services and 
dealer-distributor coordinated _ sales 
programs. There are 420 dealers in 
this territory. Before the war there 
were 150; 

Estimated 1947 sales, according to 
L. F. Riegel, general sales manager, 
will reach the following totals: 7,000 
refrigerators, 1,500 ranges, 600 water 
heaters, 1,500 automatic and 5,000 
conventional washers, 800 ironers, and 
1,000 vacuum cleaners. He estimates 
present saturation for refrigerators at 
60%, for ranges at 10%, for water 
heaters at 4%, for washers at 40%, 
for ironers at 3%, for radios at 80%, 
and for cleaners at 60%. 
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Only small appliances will be sold 
this year by the Texas Electric Sery- 
ice Co. of Fort Worth which has 
115,900 residential and rural cus- 
tomers and an annual average con- 
sumption of 1,160 kw.-hrs. Advertis- 
ing and sales training will be the 
media through which the company will 
aid dealers in the territory, of which 
there are 800 today as compared with 
500 before the war. Estimated unit 
sales for 1947 are as follows: 20,000 
refrigerators, 1,200 ranges, 100 water 
heaters, 2,500 home freezers, 10,000 
washers, 1,000 ironers, 50,000 radio 
sets, and 6,500 vacuum-cleaners. 

In Dallas, the Dallas Power & Light 
Co. has 105,903 residential customers 
with an annual consumption average 
of 1,337 kw.-hrs. Although the utility 
would like to merchandise small appli- 
ances, especially lamps, during the 
year, it will refrain until dealers are 
adequately stocked with merchandise. 
Says H. M. Walne, residential sales 
manager, about dealer cooperation, 
“All sales premotions and advertising 
will be for dealer benefit.” The num- 
ber of dealers in the area has grown 
from a pre-war total of 110 to 200, but 
no further net gain is anticipated this 
yeay. Mr. Walne estimates that 1947 
unit sales of appliances will be as fol- 
lows: 12,000 refrigerators, 1,200 
ranges, 60 water heaters, 6,000 wash- 
ers, 20,000 radios, 7,900 vacuum 
cleaners, 7,000 attic fans, and 1,200 
air conditioning units. Saturation at 
present approximates these figures: 
refrigerators, 70.9%; ranges, 1.1%; 
water heaters, less than 1%; washers, 
24.6% : radios, 164.9%: and vacuum 
cleaners, 38.3%. 

J. M. Williams, merchandise tuan- 
ager for the Central Power & Light 
Co., Corpus Christi, which has 91,000 
residential and rural customers with 
an annual average consumption of 958 

(Continued on page 162) 
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This is making °\\ -‘ \\ history! 


The newly designed, newly developed TIME-SAVER pressure cooker sets an 


ALL-TIME HIGH IN MECHANICAL PERFECTION AND COOKING PERFORMANCE 
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200 1 FLOATING GASKET 

ash- \ Will not fall into the food. Always S A F ET Y F EAT U R E S 
um seats itself properly ve because it is 

a? ; i Rie eg MB NO OTHER COOKER possesses all these extra- 
res: safety features! Sell the Time-Saver with confidence 
= . 2 SAFETY PLUG —and with the assurance IT WILL STAY SOLD! 


3 This safety plug cannot blow out at a a | t : d f tal ol 
uum ghean gresnne, dues att wal 0 s 4-quart saucepan is made of a special alum- 


given point. When pressure exceeds 


onl | schieiattieaminmemedaaa inum alloy, highly polished . . . Keeps lustrous. 
ight ; esaps out & on erdutly momma, fe Easy to operate ...a simple flick seals and locks 
n00 taining the proper pressure for safety.; 


vith the pan with air-tight precision. Heat resisting 
958 3 PRESSURE GAUGE plastic handles... always cool to the touch. 


Scientifically calibrated for accuracy, 

ete A simple turn of pressure cap sets 

=" P : ? gauge precisely for cooking at 5, 10 
or 15 Ibs. pressure. 





4 EXTRA SAFETY 


Two additional steam vents help the 
escape of pressure in the event of 
clogging of main channel. 








__ grams attracting millions of listeners; plus attractive 
5 PRESSURE RELEASE — —__ Sales-inspiring aids and activities such as newspaper 
To release all pressure when nite mee: service, interesting celebrity Photo displays and 
cycle is completed, simply place knob other. material. GUARANTEE certificate and 48-page 
2 eS ee > ee instruction and recipe booklet with each cooker. 





cold water cooling. 


individually packed 6 to a Manufactured by sa a-Vel-) 4 - PRODUCTS, Inc. 


carton. Weight 40 Ibs. 
924 BERGEN ST., BROOKLYN 16, N. Y. 
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News, Advertising. Readership Devoted 


to Building a Better Civilization 





PAGE 


Ter mee’ © 


Pf 





Objective: SALES. 


An advertiser in THE CHRISTIAN 
SCIENCE MONITOR has written: “We 
have just completed seventeen years of 
continuous advertising in The Christian 
Science Monitor and wish to express 
our thanks to this paper and its readers 
for their staunch support.” 

Such continuity as this in advertising 
schedules in the MONITOR occurs be- 
cause advertisements in this interna- 
tional daily newspaper sell goods and 


services regularly and in substantial 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W. 1: 21-23 Shaftesbury Avenue 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pitt Street 
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.- Result: SALES 


volume. When your advertising appears 
in the MONITOR, you are reaching a con- 
sumer group whoare exceptionally loyal 
to MONITOR advertisers. Likewise, these 
consumers have better than average 
ability to buy. 

May we give you full information 
about the MONITOR MARKET? A tele- 
phone call or letter will bring this in- 
formation promptly. THE CHRISTIAN 
SCIENCE MONITOR, One, Norway St., 
Boston 15, Massachusetts. 


The (“H RISTIAN 


SCIENCE 


MONITOR 


International Daily Newspaper 





| 
| 
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kw.-hrs., says that his company will 
not merchandise during the year, 
However, the company is at present 
merchandising to its employees {or 
their personal use. “We are releas- 
ing,” says Mr. Williams, “approxi- 
mately 90% of our appliance allocation 
to dealers so they will have the maxi- 
mum number of appliances to sell dur- 
ing the period of shortages.” There 
were 200 dealers in the area pre-war, 
there are 500 now and 50 more are 
expected to go into business this year. 
Mr. Williams estimates this year’s 
sales and present saturation (in paren- 
theses) as follows: 8,000 refrigerators 
(55%); 4,000 ranges (10%); 1,000 
water heaters (3.3%); 3,000 home 
freezers; 2,000 automatic and 4,000 
conventional washers (21%); 1,000 
ironers (4.2%) ; 10,000 radio receivers 
(90%); and 7,000 cleaners (70%). 


No direct selling will be carried on 
this year by the City Public Service 
Board, San Antonio, which has 85,- 
881 residential and rural customers 
with an average annual consumption of 
974 kw.-hrs. The company plans 
dealer cooperation but has, as yet, no 
definite program. Estimated 1947 
sales are as follows: 12,000 refrigera- 
tors, 300 ranges, 100 water heaters, 
300 home freezers, 1,000 automatic 
and 4,000 conventional washers, 200 
ironers, 10,000 radio sets, and 2,500 
vacuum cleaners. Present saturation 
is as follows: refrigerators, 80%; 
ranges, 1%; water heaters, 1%; wash- 
ers, 50%; ironers, 2%; radios, 85%; 


and cleaners, 75%. 


The Southwestern Public Service 
Co., Amarillo, is a non-merchandising 
utility which has 72,486 domestic 
meters. Dealer coordinators will im- 
plement the firm’s program of dealer 
cooperation. 

Estimates for 1947 unit sales are as 


follows: 10,700 refrigerators, 1,235. 


ranges, 315 water heaters, 1,565 home 
freezers, 4,230 washers, 623 ironers. 
8,480 radio sets, 5,746 vacuum clean- 
ers, 545 dishwashers, 320 disposals, 
and 3,515 room coolers. 


The 34,500 residential and rural 
customers of the El Paso Electric Co., 
El Paso, annually use 1,522 kw.-hrs. 
El Paso will merchandise all appli- 
ances except radios this year, but is 
limiting its activity during the period 
of short supply by not using outside 
salesmen, selling appliances to em- 
ployees first, and giving the excess to 
dealers. A dealer counsellor devotes 
his entire time to promoting dealer 
sales. A terrific expansion in dealers 
has taken place since the early days ot 
the war. Prior to Pearl Harbor there 
were only 25 active retailers; today 
there are 287. No more are expected. 

Estimated 1947 sales and present 
saturation (in parentheses) are as 
follows: 2,400 refrigerators (62%); 
1,000 ranges (22.3%); 1,000 water 
heaters (14.6%); 250 home freezers: 
700 automatic and 100 conventional 
washers; 100 ironers; and 800 vacuum 
cleaners. 
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ONE OUTLOOK that all Dealers agree upon is that today’s 
buying spree won’t last forever . . . that they can’t take it with 
them when they enter tomorrow’s competitive market. Many 
Dealers know they had better start building their trade on 
sound lines... that they had better get together with a Dis- 
tributor-Manufacturer arrangement that offers clean-cut mer- 
chandising propositions straight across the board. 


One sure way to accomplish these aims in the Space Heater 
and Water Heater appliance lines is to start building with 
quality products of the American Gas Machine Company. Get 
in touch with your nearest AGM Distributor by writing us 
now. He operates as a warehousing and selling “partner” in a 
united effort. He is a good man to do business with. He can help 
you establish business today that can buck tomorrow’s competition! 


¥ Check these selling features for 
AGM OIL SPACE HEATERS 


ENTIRELY SEAM-WELDED 18 GAUGE COMBUSTION DRUM. 
COOL AIR LOUVERS DRAW AIR OFF FLOOR. 

LARGE SERVICE DOOR FOR EASY ACCESS TO BURNER. 
HEAT-RESISTANT SILICON STEEL LOW-FIRE RING. 
CLEAN-WORKING, TIME-TESTED VAPORIZING BURNER. 
STEADY-FLO D-L AUTOMATIC OIL FLOAT VALVE. 

_] VISIBLE FLAME WINDOW KEPT CLEAR AUTOMATICALLY. 
(} CONVENIENT WAIST-LEVEL OIL VALVE CONTROL. 

(] PIPE CONNECTION WITH AUTOMATIC DRAFT REGULATOR. 


BS ee es i 


or al ¥ Today this label of the American Gas Machine 

H hi il He | Company is more important than ever before ... It’s 
read / your guarantee of “Always Good Merchandise.” 
arr ae © 


AGM Water Heater Features 


Smartly styled, quality construction fits into any 
home. Gives dependable, clean service with a mini- 
mum of attention. Provides gallons of hot water for a 
few pennies a day. Is automatic in operation, and has 
20 or 30 gallon units in 2 fuel types: oil or bottled gas. 


AMERICAN GAs MACHIVE COMPANY 


ALBERT LEA, MINNESOTA 


Continusus Manujacturing Experience since 1896 
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Here’s A Tip from 
ELECTRICAL MERCHANDISIN 


HOW TO MAKE YOU 
QLLARS GO FURTHER 






‘on 









With costs up all the way around, chances are 
you’re a lot more budget conscious this year than last. 
At the same time you’re keenly aware that with tough competition ahead 


THE TOP 5 


there must be no let down in advertising effectiveness. 
manufacturers of... 


There’s only one answer...maximum results from every advertising dollar. 


Here’s one way you can be sure 


your advertising dollars are working with utmost efficiency ... 
/HOME FREEZERS 
/ TOASTERS 


Tell your story impressively to the appliance and radio field 
WATER HEATERS 


/ VACUUM CLEANERS in Electrical Merchandising . . . concentrate in the one publication 
BROILERS that covers completely the better merchandisers 
| COFFEE MAKERS & URNS among appliance and radio stores, department, hardware, 
and many other appliance lines advertise and furniture stores, and utilities. 


| IN ELECTRICAL MERCHANDISING 
Electrical Merchandising has a circulation of over 37,000 
(largest in its field), plus a pass on readership of approximately 
IN ADDITION ... 140,000. It’s the only publication offering you a full buying audience 


In the first 6 months of 1946, out of 354 ad- among all the important distributing and retailing factors in the 
vertisers using Electrical Merchandising or the 
second publication, or both, 65% concentrated 
their advertising in Electrical Merchandising. 


appliance and radio industry. 


To make those advertising dollars go further in 1947 concentrate 

on your major and most lucrative markets . . . tell your product story 
effectively and tell it often where it will get the best results . .. 

in the leading appliance and radio paper. 


for conplale COVCLAGE the 
ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 W. 42nd Street, New York 18, N.Y. 
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@ Participants in the Payroll Savings Plan benefit directly in terms of cash— 
because U.S. Savings Bonds at maturity pay $4 for every $3 invested. 

Your company, your community, and your country benefit indirectly in terms 
of security—because: (1) Employees with a solid stake in the future are likely to 
be stable, productive workers. (2) The Bond-buying habit of local citizen-em- 
ployees means a reserve of future purchasing power—a safeguard for the stability 
of your community. (3) Every Bond bought temporarily absorbs surplus funds 
and helps check inflationary tendencies. 

You’re doing everybody a favor—including yourself—by supporting the 
Payroll Savings Plan. 


ARE YOU USING THESE BOOKLETS? 


If not, or if you wish additional copies, just ask your State 
Director of the Treasury Department Savings Bonds Division. 
The Peacetime Payroll Savings Plan—A booklet, 
published for key executives by the Treasury Department, 
containing helpful suggestions on the conduct of your pay- 
roll savings plan for U.S. Savings Bonds. 


This Time It’s For You—A booklet for employees ...ex- 
plaining graphically how the payroll savings plan works... 
goals to save for, and how to reach them with Savings Bonds. 











The Treasury Department acknowledges with appreciation the publication of this message by 


Electrical Merchandising 


This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council 
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a book... 


a bowl... 


and a mixing spoon.. . 


GOMETHING'S COOKING! Your best 

recipe for a busy and profitable cook- 
ing and appliance trade becomes your all- 
time favorite when you’ve seasoned it with 
the well-known and time-honored L& H 
line. More than 70 years ago, appliance 
merchants with a hankering for a strong, 
well-balanced diet of sales and_ profits, 
began sampling the real sales flavor of L& H 
cooking and heating equipment — and 


found it to their liking. 


Today, there’s a new tastiness — added im- 


THE SHERIDAN 
ELECTRIC RANGE 


















provements, time and temperature controls, 
greater cooking ease, innovations and de- 
velopments to delight the girl with the book, 
the bowl, and the mixing spoon. And for 
the L&H merchant there is an eye-appealing 
line designéd to lead the way into the 
kitchens of most every prospect in your 
trading area. 


It’s simple to mix yourself a nice dish of 
L&H profits. A letterhead, a pen and a post- 
age stamp are sufficient to bring you com- 
plete information. 





ELECTRIC KEROGAS 
WATER HEATER OIL RANGE 
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A. J. LINDEMANN & HOVERSON CO. 


MILWAUKEE 7, WISCONSIN q 


WATER HEATERS « O RANGES « PORTABLE OVENS + OIL HEATERS + WICKS 
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time developments which brought 

population to the Intermountain 
states have now gone out of existence, 
others are still operating. Rocket test- 
ing has taken the place of bomber 
training in some of the Southwestern 
desert districts, while atomic experi- 
mentation personnel is still intact. The 
result is that although individual com- 
munities in New Mexico have dropped 
in population since the war, the num- 
ber of domestic customers in that 
state is up by 10 percent. Although 
the total is not large numerically, rural 
customers are up by 58 percent. 

Arizona shows a 6.3 percent in- 
crease in domestic customers, 12.8 per- 
cent in rural customers. Idaho is up 
by 6.4 percent in domestic meters, 9.3 
percent in rural customers. Wyoming 
companies report a 7 percent increase 
in domestic customers, 15.9 percent in 
rural customers. Montana, which com- 
bines its rural and urban residential 
records, is up 10 percent; Nevada, and 
Utah and Colorado show lesser in- 
creases: Nevada—residential, 3 per- 
cent; rural 1.9 percent; Colorado— 
residential, 4.5 percent; rural, 14.9 per- 
cent; Utah—residential, 3.6 percent; 
rural, 5.5 percent. 

Total figures from companies re- 
porting from all Intermountain states 
show a 5.8 percent increase in the 
number of residential customers, and 
an increase of 11.6 percent in rural 
customers. 


ine develo many of the war- 


Kilowatt-Hour Consumption 


Some of the Mountain states do not 
use as many electric ranges and water 
heaters as the Pacific Coast and hence 
their average annual consumption per 
domestic customer is relatively low. 
There are outstanding exceptions to 
this, however. Highest kilowatt-hour 
usage of any company in the West, and 
possibly in the nation, is the Southern 
Nevada Power Co., serving a_re- 
stricted area about Las Vegas, Ne- 
vada. They report an average annual 
domestic use of 5,500 kw.-hr., an in- 
crease of 920 kw.-hr. above the 1945 
figure, 

The Idaho Power Co., where the 
saturation of electric ranges is 60 per- 
cent and of water heaters 30 percent, 
Teports an average annual domestic 
consumption of 2,900 kw.-hr. The 
Sierra Pacific Power Co., with head- 
quarters in Reno, reports a domestic 
consumption of 2,520 kw.-hr. annually 
(up 320 kw.-hr. over 1945 figures). 
In Arizona, the Salt River Valley 
Water Users, with a relatively large 


rural and suburban clientele, report 
2,300 kw.-hr.; the Arizona Edison Co., 
; Central Arizona Light 
average annual domes- 


1,000 kw.-hr. 
& Power has an 


tic kw.-hr. usage of 1,569 (up 145 kw.- 
hr.) ; The Tucson Gas, Electric Light 
& Power Co. reports 1,440 kw.-hr. (up 
175 kw.-hr.) 

The Southern Colorado Power Co., 
centering in Pueblo, reports 1,300 
kw.-hr. (up 152); the Public Service 
Co. of Colorado, 1,087 kw.-hr. (up 
115), while the City of Colorado 
Springs estimates that the annual con- 
sumption this year per home may fall 
off by about 98 kw.-hr., bringing the 
1946 figure to 1,092 kw.-hr. 

The Montana Power Co. reports an 
average annual kw.-hr. consumption 
per domestic customer of 1,300, which 
is 135 kw.-hr. above the figure re- 
ported last year. 

New Mexico figures run 900 kw.-hr. 
in Albuquerque, 885 kw.-hr. in Dem- 
ing, 830 kw.-hr. in Las Vegas and 880 
kw.-hr. in Santa Fe. Usage is high in 
the Mesilla Valley region about Las 
Cruces, but as this is served by the 
El Paso Electric Company, it is re- 
ported under Texas. Roswell, New 
Mexico is also served by a company 
centering in Amarillo. 

From Utah, the Provo city depart- 
ment reports a domestic average of 
2,412 kw.-hr. annually, while the Utah 
Power and Light Co. and the Western 
Colorado Power Co. average 1,707 
kw.-hr. annually, an increase of 203 
kw.-hr. over 1945. 

Of the Wyoming utilities, the Chey- 
enne Light, Fuel & Power Co. reports 
an average annual usage per home of 
1,400 kw.-hr., while the Sheridan 
County Electric Co. reports 960 kw.- 
hr., an increase of 109 kw.-hr. over the 
1946 figure. 
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Boulder Dam's torrents rush to feed Nevada, to the left, and Arizona, to the right. 


Will the Utility Merchandise? 


There is a wide difference among 
the power companies in their attitude 
toward plans to merchandise. 

All Arizona utility companies are 
now out of merchandising. 

In Colorada, the Public Service Co. 
of Colorado teports that it will sell 
ranges, water heaters, home freezers, 
ironers, approved lamps, electric 
blankets, dishwashers and disposals, 
and home freezers. It is limiting its 
merchandising activities so long as 
merchandise is in short supply by re- 
ducing the number of items and the 
makes handled. The utility formerly 
sold the full line. It now plans to 
sell promotional items only and a lim- 
ited number of makes. 

The Southern Colorado Power Co. 
will sell a full line of appliances, with 
the exclusion of radio sets, but is lim- 
iting its activities while material is 
short to give the dealer first chance. 

The Idaho Power Co. still carries 
on a limited merchandising program, 
handling refrigerators, ranges, water 
heaters, home freezers, washers of 
both types, ironers, vacuum cleaners 
and small appliances. It is the intent 
of the utility, however, to permit 
dealers to do all of the business they 
will, the company handling sales only 
where the dealer proves inadequate. 
At the present time utility merchandis- 
ing activities are greatly curtailed in 
order to let the dealers have practically 
all of the merchandise available. 

The Montana Power Co. is com- 
pletely out of the merchandising field. 

Neither Nevada company does any 
merchandising. 
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Most New Mexico companies are 
completely out of the merchandising 
picture. The El Paso Electric Co. still 
handles a complete line, but in the New 
Mexico territory the utility has sus- 
pended all merchandising activities, 
leaving the program entirely to dealers. 
It is expected that this will continue 
so long as the dealers can adequately 
handle the load building in the domes- 
tic field. 

The Telluride Power Co., serving 
Richfield, Utah, refrigerators, 
ranges, water heaters, washers and 
home freezers and vacuum cleaners, 
but it has not as yet fully organized 
its sales force because of the limited 
supply of appliances, wishing to favor 
dealers by restricting its own selling. 

The Utah Power and Light Co. and 
the Western Colorado Power Co. do 
no merchandising, using their field 
force to stimulate sales through dealer 
channels. 

From Wyoming, the Cheyenne 
Light, Fuel. and Power Co. reports 
that it plans to sell electric ranges and 
water heaters and will also carry home 
freezers and ironers as a promotional 
measure. They are limiting their sales 
at present, however, in order to favor 
dealers during the period of short 
supply. 


sells 


Number of Dealers 


The number of dealers in the Moun- 
tain States as a whole is reported as 
having increased from 2,855 before the 
war to 5,270 at the present time. 
Omitting the 650 dealers who carry 
electric lighting equipment only, which 
were included by the Utah Power and 

(Continued on page 168) 
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AUTOMATICS protect your profits, too! 


Automatic Washers have always been easy to sell— 
partly on their good looks— partly because they are 
priced right—but above all, because they offer your 
customers two big extra values: 

Ist—Two-Way Washing with Invertible Duo-Dise Agitator 

2nd—Long trouble-free performance with Stokes 

Bali-Bearing Transmission 

This last feature reduces service calls toa minimum. 
For ‘‘more washer profits you can keep’’—write us 
for name of your nearest Automatic Distributor. 


Made in Newton, lowa Since 1908 by 








AUTOMATIC WASHER COMPANY 
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Light Co. in their report, this repre- 
sents a 107.9 per cent increase. Per- 


centages of increase in the number of 
dealers now existing and those in the 


various districts before the war are 
reported as follows: : 

Arizona—42 percent increase ; Colo- 
rado—192.9 percent increase ; Idaho— 
21.9 percent; Montana—74.8 percent ; 
Nevada—74.7 percent; New Mexico— 
107.9 percent; Utah—88.8 percent; 
Wyoming—100 percent. 

This means that under present con- 
ditions, there is one dealer for every 
204 rural and domestic customers in 
Arizona, one dealer for every 380 cus- 
tomers in Colorado; one for every 150 
customers in Idaho; one for about 70 
customers in Montana (possibly stores 
not carying major equipment are in- 
cluded); one to every 199 customers 
in Nevada; one to 416 customers in 
New Mexico; one to 142 customers in 
Utah (omitting the 650 dealing only 
in light bulbs) ; one to 421 in Wyom- 
ing. Differences may in some measure 
be determined by the fact that different 
types of dealers are among those re- 
ported from different sections. 

Estimated Sales 

Few of the companies from the In- 
termountain area reported on estimated 
sales for 1947. This is partly due to 
the fact that the number of appliances 
which have found their way into part 
at least of this area is so small that it 
gives no basis for prediction. Several 
of the smaller companies are having 
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some difficulty in adding to their gen- 
erating capacity and hence are not 
particularly interested in increasing a 
domestic load which already taxes their 
plants. 

From the figures reported it is pos- 
sible to say that a dealer in Idaho might 
count that he was obtaining his share 
in the prediction if he sells during 
1947: 22.9 refrigerators, 12.85 ranges, 
6.14 water heaters, 1.2 home freezers, 
2 automatic washers, 14 washers of 
the conventional type, 3 ironers, 29,3 
radio sets and 5.2 vacuum cleaners. 
In Nevada he would have to sell 25.6 
refrigerators, 15.7 electric ranges, 6.4 
electric water heaters, 3 home freezers, 
8 automatic washers, 16 washers of the 
conventional type, 2 ironers, 20 radio 
sets and 6 vacuum cleaners to come 
up to the prediction. The New Mexico 
dealer would obtain his share with the 
sale of 15.9 refrigerators, 1.5 electric 
ranges, 10.22 of an electric water 
heater, 3 home freezers, 2.1 automatic 
washers, 15.9 washers of the conven- 
tional type, 2.1 ironers, 15.9 radio sets 
and 15.9 vacuum cleaners. Predictions 
for Utah allow 11.7 refrigerators, 4.9 
ranges, 3.1 water heaters, .69 home 
freezers, 1.3 automatic washers, 7.4 
washers of the conventional type, 1.2 
ironers, 21 radios, and 5.9 vacuum 
cleaners per dealer. 

Figured on the basis of the relation- 
ship of the number of appliances sold 
to the number of rural and domestic 
customers, we have: 


No. of customers available for each appliance sold 





Type of Appliance Colorado Idaho 
Refrigerator.......... 8.8 6.5 
aS 53 11.6 
Water Heater........ 35.3 24.3 
Home Freezer........ 2,650. 106.6 
Automatic Washer. .. . 53 74.7 
Conventional Washer. . 13.75 10.66 
eae = 5.1 
Oe —- pa 
Vacuum Cleaner...... 26.5 31 


These figures, of course, are not to 
be taken too seriously, as the estim- 
ates cover too small a proportion of 
the territory, and without previous his- 
tory of recent sales in some areas, can 
only be guesses, but they do indicate 
the varying market predictions for such 
items as home freezers and automatic 
washers, as well as marking the areas 
where electric ranges and water heaters 
are in general demand. 


Appliance Saturation 


Appliance saturation figures show 
a high usage of electric ranges and 
water heaters in the territory of the 
Idaho Power Co. (60 percent for 
ranges, 30 percent for water heaters), 
and in Las Vegas, Nevada, where the 
Southern Nevada Power Co. reports a 
saturation of 65 percent for both 
ranges and water heaters. The Utah 
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New 

Montana Nevada Mexico Utah 

7.19 15.47 12.6 

11.1 12.3 176.8 30.2 

27.7 34.9 1,291.6 49.5 

— 66.7 88.4 244.7 

— 31.5 21.7. 107.9 

— 15.7 15.46 19.4 
— 126. 21.7 120.79 

— 12.6 2.7 69 

— 31 5.17 248 


Power and Light Co. and the Western 
Colorado Power Co. report a 40 per- 
cent range saturation in their territory. 
Montana has 28 percent on ranges, the 
Southern Colorado Co. 22 percent. 
Other utilities report saturations still 
lower for both ranges and water 
heaters, a fact which ‘accounts for rela- 
tive low kw.-hr. consumption figures. 
Electric washer saturations, on the 
other hand, are relatively high in this 
area. Ironer usage, with a few excep- 
tions, is reported to be rather low. 


Home Service 


Several of the companies have home 
service programs. Of those reporting: 
Arizona Edison Co.—Has one gitl 
carrying out a program of the usual 
type. 
Central Arizona Light & Power Co. 
(Continued on page 170) 
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ney and Capito) Combine to Produce, 
YOUR '47 SUPER-SELLER! 


“Greater than Snow White,” critics rave...and only this 
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Disney -Capitol album scores with the Original Cast! 
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Walt Disney w wis 
ion- and Capitol’s 
sold president, 
stic Johnny Mercer. 
=i are both mighty 
proud of their new 








PLUS TAX 


“Remus” Album! 


Clear the decks for this one — because it will be THE first and 
~ biggest hit in 47. This brand new screen delight is hailed by teugh 
critics as Disney’s greatest. And Capitol’s “Uncle Remus” Album 
captures all the magical charm and lilting music from this mem- 
orable picture because it is performed by the original cast — plus 
Johnny Mercer and The Pied Pipers! 


There will be mil’ions of dollars in advertising and publicity behind 
this picture .. . and everyone who sees it will be singing its praise. 
All this will create a tremendous demand for the original Disney- 
Capitol album. Feature it— with window displays your Capitol 
representative has for you —for early ’47 profits! 
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Co pom anes You'll like this solid dance arrangenient inate y First mM HOLLYWO 
. of this hit tune from “Remus”... played by Billy Butterfield, u : 0 
with a smooth vocal by Pat 7 Pda iRececd 303.) It’s backed wi TH THE H ITs de Oo 


by “STARDUST,” with brilliant Butterfield trumpeting! 
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—Has seven girls, who handle home 
lighting, carry out home calls, do 
demonstrations and handle home light- 
ing promotion. 

Public Service Co. of Colorado—Has 
eight girls, four of whom are active 
in the lighting promotion program, 
while the others carry on cooking dem- 
onstrations. 

Idaho Power Co.—Has three girls, 
who carry on group demonstrations on 
all uses of electricity. 

The Montana Power Co—Has 
twelve girls, who carry out wiring, 
lighting and cooking education and 
advisory programs, assisting in dealer 
development, handle appliance demon- 
strations, etc. 

Sierra Pacific Power Co.—Has one 
girl whose job it is to assist dealers. 

Provo Department of Public Utili- 
ties—Employs one girl, with the usual 
home service duties. 

Telluride Power Co.—Employs one 






















girl, with the usual home service pro- 
rram, plus lighting promotion. 





MOUNTAIN 





Southern Colorado Power Co.—Says 
“Trying to find some girls”. 

Utah Power and Light Co.—Has 
three girls at present and plans a staff 
of twelve, whose duties will cover the 
complete home service field, including 
the promotion of home lighting. 

None of the New Mexico or Wyom- 
ing companies report home service 
programs. 


Utility Promotions 


Among the promotions to be carried 
out in the near future are the fol- 
lowing : 


ARIZONA: 


Arizona Edison Co.—Adequate;wir7 


ing. lighting (all year roundy. — * 
Central Arizona Light and, Power 


a —— — 
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Co.— Adequate wiring and rural devel- 
opment. 

Salt River Valley Water Users— 
Changeover from 25 to 60 cycle opera- 
tion. 


COLORADO: 

Public Service Co. of Colorado: 
Adequate wiring, rural development, 
modernized homes. 

Southern Colorado Power Co— 
Adequate wiring; rural development; 
range, water heater, home laundry pro- 
motion. 

IDAHO: 


Idaho Power Co.—Adequate wiring. 


MONTANA: 


The. Montana Power Co—Dealer 
sales’ training. 


NEVADA: 

Sierra Pacific Power Co.—Promo- 
tion of dealer activities. 
NEW MEXICO: 


Public Service Co. of New Mexico 
at Santa Fe—Adequate wiring through 
contacts with architects and builders, 
newspaper and radio advertising, 
UTAH: 

Provo City Department of Utilities 
—Adequate wiring and rural develop- 
ment, 

Telluride Power Co.— Adequate 
wiring, commercial lighting. 

Utah Power and Light Co.—Ade- 
quate wiring, rural development, ap- 
pliance promotion as availability of 
appliances warrants. 

WYOMING: 

Cheyenne, Light, Fuel and Power 
Co.—Adequate wiring, rural develop- 
ment. 

Sheridan County Electric Co.—Ade- 
quate wiring, rural development and 
promotion of all appliances. 
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ers Con- PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING CHAN. 
(Urban & | sump- TERRITORY DISE? 
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| a nine perenne sa 
| | Electric | 
| Refrig- Elec- Water Washers 
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Public Serv. Co of N. M.) 
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Public Serv. Co of N. M. | 
(Santa Fe)... ......... 5,100 880 75 10 eee 85 2 90 50 200 BB cccces GP asrese a ceases Keenwe 200 7 15 17 t 
ARIZONA 
Central Arizona Light & 
Power Co....... .. 37,866 | 1,569 70 10 5 70 2 OE 0s ket kaddig. eenkes ‘esrieir Seeded Gartns  abaese “bebens- Rees em Parone 168 225 250 ... * 
Salt River Valley Wat 
Users... ... PRG. “sae «ca Sem o60' ee SO ‘beebecll Geeeeu Saebhe. Redken “datebe Searks. aeedee.! duet eee: Gasca % 
Tucson Gas Elec. Lt. & 
. Co... nse 20,400 | 1,440 | 75 9 3 «(45 a ao D sspie eiaen atone Weebinal dead tackase) ceeeen Apes coh aeeaas 90 4 «O55... 8 
Arizona Edison Co... .... 14,250 1,100 ea a lt wk | ew tmael, saebdée ‘Sadace ( Sellaas, Shutes. beaswes Greed Monee’ goss. anaes 52 85 5... 8 
UTAH 
Provo Dept. Public Utilities 7168 2412 sie 20 10 wet «sem ‘caer “guawall. decdad-cemiiben skeen < Mewes. wieachie pusnke daieiee mae cae 18 7 i ) 
Telluride Power Co... .. 6,050 ° 50 17 eee 90 200 200 OEP tntesd cceese Seveew buveed. Subese’ Senne 14 36 36 RB tee 
Utah Pwr. & Light & West- | 
em Colorado Power Co.. 125,936 1,707 75 40 7 87 3 100 75 10,000 4,000 2,500 500 1,125 6,375 1,000 18,000 5,000 800 1,511 1,511... * 
NEVADA 
Sierra Pacific Power Co....| 17,075 2,520 iio e eee _~ one — 2,200 1,600 500 i evsnes: dain Cobetne. dentate satan 65 92 107;.-.. * 
Southern Nevada PowerCo., 6,300 5,500 85 65 65 85 5 100 800 250 250 50 200 400 50 500 300) 6 & | roe 
+ he ——_—_ 
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A. Marginally punched Standard Register forms 
can't slip. 







B. Pin wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
positive control. 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 


All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


customer signature, TH i : 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for ALL Business and Industry 


DAYTON 1, OHIO 
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ECEIPTS « 
CUSTOMERS 


CUSTOMER LISTS _ 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 

with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You 
need more accurate and better written records. You 
must have them to conform to government regulations, 
to file tax returns. You need them to control inventory, 
insure protection of cash, merchandise and customer 
good will. Thousands of firms have already discovered 
how Standard Register’s exclusive pre-tested systems and 
Form-Flow Registers turn paperwork into working 
papers. Mail the coupon, today ... find out how Stand- 
ard Registers help you write more accurate, more useful 
records ... easier, simpler, faster. 














Pacific Coast: Sunset McKee-Standard Register Soles Co., Oakland 6, Calif. Canada: R. L. Crain itd., Ottawa. London: W. H. Smith & Son, Ltd. 


° : ae) 
c The STANDARD REGISTER Company 6 
Dept. 1401, Dayton 1, Ohio 
© Please send me Free Standard Register Business o 
© _ Digest which tells me how | can write better records ° 
° in my business . . . easier... simpler . . . faster! — o 
Oo. NAME - arte. 
3° COMPANY. eee DS 
4° = streer. ia sitickin a5,°} 
4° city ZONE__STATE_ o 
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/ Reasons why you! 
STEAM-O-MATIC 


Millions of. women 
will see 
Betty Waverly in 
National Magazines. 












PLANT NO. I— 
SANDUSKY, OHIO 













Two big Waverly plants now devoted exclusively 


Uy 


° 
= Tae 


to making irons. We make nothing but irons. 


More Steam-O-Matics have been produced, sold 
and are in use today than all other steam irons 


= 


combined! 





sree Be see 
i 





6) You will be selling the iron backed by the biggest 








. advertising campaign (now under way) in the 








= 








steam iron industry! 
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in 1947... 


{ You will be selling the iron that popularized 7 


¥ 


steam ironing in the home. 


™ You will be selling the iron with the most accurate 

' . . . 

) heat control ever devised for an electric iron. Heat 
and steam are automatically balanced and con- 


stant for each type of fabric. 


Py ‘ou will be selling two great irons in one— 
A steam iron with water 


A dry iron without water 


™ You will be selling the /eader—in ADVANCED 

{ DESIGN, MANUFACTURING OUTPUT, DIS- 
TRIBUTION, SALES VOLUME, ADVERTIS- 
ING and PUBLIC ACCEPTANCE. 


STEAM-O-MATIC 


The ORIGINAL Fully Automatic STEAM IRON 
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1, 1947 


Will SELL MORE 





aed 


SALES REPRESENTATIVES: 


OWEN WEBB 
110 Summer St., Boston, Mass. 


JULES J. DREYFUSS 
46 S. W. First St., Miami 32, Florida 


TODD BROTHERS 
Merchandise Mart, Dallas, Texas 


MARTIN CARLSTEIN & ASSOCIATES 
1150 Broadway, New York City 


WALTER C. NYE 
1492 Merchandise Mart, Chicago 54, Illinois 


ED. T. LOCKE > 
520 Hazel Bidg., 9th & Main Streets 
Cincinnati 2, Ohio 
L. S. GERSHON 
504 Kansas City Mdse. Mart, 22nd & Grand, 
sas City, Mo. 
LEO UNGAR 
310 No. 11th St., St. Louis, Missouri 
NYPENNO SALES COMPANY 
508 Ghestnut St., Pittsburgh, Pa. 
F. P. McMORROW 


459-B Hippodrome Annex, 
Cleveland, Ohio 






Western Merchandise Mart, 
San Francisco 3, Calif. 
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TIME subscriber =14-75-ZH1109-016, Clement S. Keator, owns this 


home in the Chestnut Hill section of Philadelphia, selected by Architectural 


















an 
fie 
sal 
lov 
ing 
cr 
Ta 
for 
th 


Forum for inclusion in a recent book of outstanding small houses. 





' 
Architect J. Linerd Conarr 


THE THINGS YOU MAKE shoudd be Displayed 
IN THE SHOW-ROOM HOMES of the Nation : 





Photo Phillip B. Wallace 


mt 














as 
in 
th 
; ; ; : P Ww 
} OMES like this contain the best in new electrical equipment sk 
set brand-buying standards for the whole community. ec 
of 
For the owners of ‘‘show-room’’ homes like TIME subscriber lig 
or the | : RADIO PHONOGRAPHS, fh 
Keator’s can afford to buy for quality, buy new appliance for Instance $ 
P : . anc th 
models often, buy more than one major unit at a time. tt 
; . Proportionately, ownership of radio phonographs ‘ 
Of course, not all “show-room” home-owners are TIME sub- among TIME families is more than three times ‘ 
scribers. But by and large, the 1,500,000 families who read TIME greater than among all U. S. urban families. 1 
every week are your top prospects* for home appliances now- 1s P 
- ae ; NOTE: These statistics are taken from a recently com- k 
und your best introduction to other prospects. Once your name : me egre 

: A aye pleted study showing the ownership of 16 major electrical fi 

becomes part of a Time household, it’s likely to become a house- appliances (including prices paid and brands bought) by 
hold word with millions who admire Time homes and copy them. all U. S. urban families and by Time-reading families. a 
*U.S. government statistics show that people in TIME-reader income brackets We will be glad to send pon 8 ey : 
(double the U.S. average) have savings backlogs four times the U. S. average. ‘ 
¢ 
t 
f 
t 
I 
( 
t 
ADVERTISING, OFFICES . new york © CHICAGO © BOSTON | 
t 





PHILADELPHIA © CLEVELAND © DETROIT « §$T, LOUIS 













SAN FRANCISCO © TORONTO © MONTREAL 


PAGE 174 JANUARY 1, 1947—ELECTRICAL MERCHANDISING 





Fl 





Pacific Coast states is the fact 

that population did not ease off 
as anticipated with the cessation of 
activities, but in most cases has in- 
creased steadily. This is not reflected 
completely in the number of domestic 
meters served, because the housing 
shortage has prevented newcomers 
from establishing homes them- 
selves. Nevertheless the number of 
domestic customers réported by the 
power companies of California is up 
by 23 percent over last year. Rural 
customers are up by 9 percent. The 
exact ‘nature of this increase is not 
clear, as some companies include all 
residential meters, whether rural or 
urban, under the same classification, 
while others segregate by types of area, 
giving residential and power together 
under the rural heading. 

Oregon shows a 4.4 percent increase 
in the number of domestic customers 
and a 6 percent increase in the rural 
field. Two power companies report 
sales during the year to P.U.D.’s which 
lowers the figure somewhat. Wash- 
ington figures for domestic meter in- 
crease are not quite clear because 
Tacoma failed to estimate the figures 
for this year. Exclusive of this city, 
the increase in domestic meters re- 
ported is 2.8 percent and in rural 
meters 14.5 percent. 


G rife of the year in the 


for 


Kilowatt-Hour Consumption 


Average annual consumption of 
electricity per home is definitely higher. 
This also is to some extent unexpected, 
as it was expected that the overcrowd- 
ing in homes which was a feature of 
the war years in war production areas 
would lessen somewhat. The housing 
shortage is again responsible for the 
continuing congestion, while relaxation 
of wartime restrictions, absence of day- 
light saving in this territory, plus the 
sale of quite a sizable number of addi- 
tional appliances, are responsible for 
the increase. Domestic consumption 
in California is reported up by 155 
kw.-hr. annually in Los Angeles, by 
190 kw.-hr. in the territory of the 
Pacific Gas and Electric Co. and 70-80 
kw.-hr. in other territories giving 
figures for both years. 

Increase in electric house heating, 
as well as continued sales of electric 
ranges and water heaters are among 
the factors which make possible: the 
major increases in domestic kw.-hr. 
consumption reported from Washing- 
ton and Oregon. Shortage of trans- 
formers has caused several of the 
utilities to refuse orders for further 
househeating service. From Eugene, 
Oregon, comes a warning to dealers 
that range and water heaters also can 
be sold only after acceptance is se- 
cured, subject to the utility’s ability 
'0 serve. Domestic consumption figures 
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The San Francisco-Oakland Bay Bridge as seen from the Avenue 


ior Washington and Oregon run 325 
to 635 kw.-hr. greater for 1946 than 
those reported in 1945. The Washing- 
ton Water Power Co.’s domestic cus- 
tomers on an average used 635 kw.-hr. 
more electricity during 1946 than in 
the year previous. Other increases 
reported include: 60 kw.-hr. for Eu- 
gene, Ore., 590 kw.-hr. for the North- 
western Electric Co., 515 kw.-hr. for 
the Portland General Electric Co., 500 
for the Tacoma City Light, 478 for 
Seattle, 325 for the Mt. States Power 
Co., 319 for the Pacific Power and 
Light Co., and 209 for the California 
Oregon Power Co. 


Utility Merchandising Plans 


For the most part the utilities of 
the Pacific Coast are out of merchand- 
ising. From California the California 
Electric Power Co., serving the Im- 
perial Valley and territory in the ex- 
treme southwestern section of Cali- 
fornia, reports that it is still actively in 
the selling field. They carry the com- 
plete line and add air heating and 
commercial cooking equipment to the 
list mentioned. They do not limit their 
selling in favor of dealers, but have 
a cooperative plan which aims to 
keep dealers on a fair. competitive 
basis, particularly on financing, wiring, 
and trade-in allowances. 

The Coast Counties Gas and Elec- 
tric Co. sells refrigerators, electric 
ranges, electric water heaters and home 
freezers, but has urged suppliers to 
give preference to dealers on short 
items. The company’s sales personnel 
will assist dealers and the service de- 
partment and home service counselor 
will follow up dealer sales of major 


", - 8947 


equipment, The company’s sales train- 
ing program is open to dealers. Its 
advertising is promotional in nature 
and not directed to its own appliance 
sales, 

The only other California utility 
doing any merchandising is the Pacific 
Gas and Electric Co., which handles 
electric ranges, water heaters, air 
heaters and roasters, and certain pro- 
motional items such as the laundry 
dryer, and compressor-type air condi- 
tioning in territory where the company 
sells electricity but no gas. They are 
restricting their selling while appli- 
ances are short in order to give the 
dealer the first right to such material 
as is available. In dealer cooperation, 
the company has a planned systematic 
coverage of all dealers by utility 
dealer representatives, who will stimu- 
late dealers to the maximum sale of 
appliances through assistance in the 
form of sales training, store layouts, 
advertising, store promotions, prospect 
development and in other ways. Com- 
mission on dealer sales of electric 
ranges, water heaters, major air 
heaters, and dairy electric sterilizers 
will be the same as on company sales. 

No other California company does 
any merchandising, but the Glendale 
Public Service Department states that 
its policy in this respect is not yet 
settled. California Public Utilities Co., 
serving several small areas in Cali- 
fornia, Oregon and elsewhere on the 
Pacific Coast says that it will do no 
selling so long as dealers continue to 
handle the job satisfactorily. 


Dealer Cooperative Plans—California 


All California companies report ac- 


of Palms on Treasure Island. 


tive plans for dealer cooperation in 1947. 

The City of Alameda operates under 
a cooperative load building plan 
adopted in 1939 which provides for 
free wiring up to $40 for a range and 
$15 for a water heater for electric 
ranges of 7.5 kw. or over, electric 
storage type water heaters approved 
by the utility of 2.5 kw. or over, and 
electric air heating equipment of 2 kw. 
or over in single family dwellings or in 
separately metered apartments where 
the number of apartments in each 
building does not exceed six. Provi- 
sions as to continued operation of the 
equipment for a minmum period and 
otherwise safeguarding the city’s in- 
terest are included. Display space is 
offered dealers in the utility’s display 
rooms. In addition to promotional ad- 
vertising the utility pays 1/3 of the 
cost of approved dealer advertising up 
to $40 for any one month. Such ad- 
vertising must cover major domestic 
equipment, portable appliances of 1,000 
watts or over, electric refrigerators, 
or I. E, S. (or better) lamps. The 
dealer pays the cost of servicing all 
equipment for one year after sale, the 
utility handling service on ranges and 
water heaters for mechanical defects 
after that date, giving free service up 
to first hour of labor. Non-mechanical 
defeets and damage to coils or bricks 
in range elements are charged at a 
stated schedule. 

Prospects are assigned to dealers on 
a basis of rotation, with a given dealer 
assigned each day in the month. The 
dealer may place a man on the utility’s 
floor on his designated day and all 
leads collected shall be his, except 

(Continued on page 176) 
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himself in- 


where the customer may 
itiate negotiations with another dealer. 

The California-Pacific Utilities Co., 
serving the territory formerly served 
by the East Oregon Power Co., as well 
as areas in California and elsewhere on 
the Pacific Coast, has a dealer coopera- 


tive program which involves sales 
training and selling assistance. The 
company has a promotional advertising 
program to further dealer sales. The 
balance of its outlined program is de- 
pendent upon the availability of appli- 
ances and wiring materials as of the 
March 1, 1947 outlook. 

The City of Glendale reports that it 
plans a program of promotion in the 
interest of dealer sales which will in- 
clude newspaper ‘advertising, direct 
mail and radio. 

The dealer cooperative program of 
the Los Angeles Department of Water 
and Power includes: 

1. Wiring reimbursements 

2. Cooperation on all-electric kitchen dis- 
plays 


PACIFIC 





3. Cooking demonstrations in dealers’ 
stores 

4. Prospect development and distribution 

5. Distributor appliance displays on De- 
partment commercial office floors 

6. Store layouts 

7. Dealer salesmen training. 

The City of Pasadena Light & Power 
Department will continue to give free 
installation of ranges. It also furnishes 
free quarters for monthly meetings 
of local dealers. 

The City of Riverside Electric Light 
Department provides promotional 
salesmen to assist dealers. It also offers 
floor display space for dealers and 
directs its promotional advertising to 
the furthering of dealer sales. 

San Diego Gas and Electric Co. does 
promotional advertising and assists in 
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sales promotional campaigns, provides 
demonstrations, creating and furnish- 
ing prospects to dealers. It helps sup- 
port the local Bureau of Radio and 
Electrical Appliances of San Diego 
County. 

The Southern California Edison Co., 
which has within the past year with- 
drawn completely from all merchand- 
ising, plans a promotional program on 
appliances, special campaigns and 
training programs for dealer salesmen. 

Utility Merchandising—Pacific 
Northwest 

In the Pacific Northwest the utility 
is even more completely out of the 
merchandising picture than in Cali- 
fornia. The only territory where ap- 
pliances are still sold by utilities is in 


the two cities of Seattle and Tacoma, 
where both city departments sel] elec. 


tric ranges and water heaters. Seattle 
City Light adds commercial cooking 
equipment to its selling. The Puget 
Sound Power and Light Co. sells 
ranges and water heaters in Seattle 
only, in order to remain on a competi- 
tive basis with the City Light. Else. 
where in its territory, it has gone com. 
pletely out of merchandising. Aj 
three utilities state that they are re. 
stricting their selling while merchand- 
ise is short. 

No Oregon utilities do any direct 
selling. 


Dealer Cooperation—Pacific 
Northwest 


Dealer cooperative programs are re- 
ported from most of the utilities. The 
California-Oregon Power Co. has such 
a program ready but says that “definite 
plans will be announced when merch- 
andise is available.” 

(Continued on page 178) 
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| 
Number 
of | Aver. NUMBER =|, DO YOU 
Custom- | Kw.-He, or ag 
ers =| Com PRESENT SATURATION ESTIMATED UNIT SALES OF APPLIANCES IN 1947 SERVING CH AN. 
(Urban & | sump- TERRITORY DISE? 
| Rural) | tion | 
} a _ _——— 
Electric 
| Refrig- Elec- Water Radio Vacuum | Refrig- Water Home Washers Radio Vacuum 
Dec. 31, | 1946 | erators tric Heat- Wash- froners Sets Cleaners | erators Ranges Heaters Freezers ————————— Ironers Sets Clganers| 1941 1946 1947 | Yes No. 
1946 Ranges ers ers Auto- Conven- 
% % % % % % % (Units) (Units) (Units ) (Units) matic tional (Units) (Units) (Units) 
WASHINGTON | 
Pacific Power & Light.:....... | 74,900 | 2469 | 65 32 26 74 10 97 59 7832 4972 3,667 1,250 1,380 17,716 2694 18,000 6,746 200 240 240... x 
Puget Sound Power & Light....| 231,000 | 2,660 | 64 4% 20 eco — com ‘ekewn ee Se nn 7) -  Scwoce” Guaaee akeeae aueeoe 300 637 550| x * 
Seattle Dept. of Lighing. rx ane | 90,400 | 4,034 68 65 45 84 14 Se “‘scéwase aneaeh TREE. gaccdd ‘Saved. aecauewwhlaces! weeed -coeas ae eee x 
Tacoma City Light: : 40,000 | 4,500 e 57 4 eee one aod -<tedacedh eanG Teneted” (oraede wieend) waliad, Wea “aa See 80 320 320 x 
Washington Water ‘oun | 
See =. 82,700 | 3,767 74 38 33 58 7 92 84 12,000 5,000 4,000 2,500 3,000 12,000 4,500 15,000 5,000} 290 340 340,... x 
it 
| 
OREGON 
California Oregon Power | 

Co. mi 41,156 3,095 75 45 ae ee ee ee 7,500 8,000 6,000 500 900 2,500 500 1,500 92,500) 135 160 175 x 
Eugene "Water Board. ::. 11,500 | 4,400 — 60 ae sie <de seen” “"ekeacdh sovaun Sense ‘epcecs Gnvadas aoneus Masaae | webeantes eee 50 60 69 x 
Mountain States Power Co. 67,000 2,200 — een han — wiki ace) gatsaadl deities eens bes \BONkee. Acaudee Ccukben naedeeaweeie aan eee — ail ¥ 
Northwestern Electric Co. 41,500 | 3,800 80 47 24 95° 13 100 oe. b.-<senen Se EM ahaans \Gbdees Gave + Abas -acckhce ane 229 250 250 x 
Portland General Electric : : 

Gibsedncecdecsccces 146,348 | 3,100 | 65 45 25 65 24 TOR. evccas 18,000 12,000 9,000 5,000 5,000 12,000 4,000 20,000 98,000| 290 350 350,|... x 

CALIFORNIA 
Alameda Dept. Public 

Utilities. : ‘ 12,370 | 1,480 60 22 2 60) 20 70 80 600 500 20 20 100 1,000 100 2000 2,000 t 5 7 x 
California Elecric Power 

_ SERRE 31,150 | 1,600 80 17 15 55 10 100 40 2,500 1,300 1,000 500 1,000 800 300 2,000 ...... ° x 
California Public Utilities, } 

Co.. GOATS Ff acces 80 39 18 89 5 96 70 1,750 800 900 100 100 750 150 2500 1,200; 63 101 101, ... «x 
Coast Countes Ges a Elee.| 

tric Co... 28,900 | 1,250 |* 75 10 5 25 5 99 75 3,000 500 200 500 1,000 500 500 5,000 5,000 30 41 4 «x 
Glendale Public Service 

RR Re | 28000|/ 1400} 65 12 S we ser Ge one i UD dace eonen Gade ocean asiges sheets pas eee, ek ole 
Les Angeles Dept. 

Water & Power. ..:....| 475,200 | 1,375 70 6 3 ese ose es \weaeus YO A ree sieiek: beni deeds ae eta 180 700 796)... «x 
Pacific Gag & Electric Co.:.| 897,000 | 1,500 | 71 9 5 70 10 9% 65 85,000 8,000 5,000 4,000 20,000 52,000 14,000 200,000 35,000)1,742 2,050 2,250, x« } 
Pesedena Light & Power! 

ae | 29414 /1,380 | 69 8 3 eco eco ‘hee 7,000 700 400 300 400 400 2,000 10,000 3,000: 30 70 70... * 
Riverside Electric Lisht 

ree 12,000 | 1,800 ° ooo eco eco eee Cheeeel S0ceee: Se0CEs. Soneen 900006 cpanes Weenes bebanlb eetems caacscll 266 eee ase I ct’ 
~ Diese Gas & Electric 
sacketaeasoes 114,000 | 1400 78 7 5 67 17 98 75 18,000 2,250 2000 2,500 6000 9,000 5,000 30,000 8,000} 250 400 400... « 
Sos California Edison 
tdenenmenacebeee 572,000 | ..... 65 a 4” + 100 4 40,000 10,000 5,000 10,000 10,000 40,000 10,000 75,000 75,000; 400 1,800 1,800 x 
Veileio Electric Light & 
ere 11,261 | 1,248 e e coo . i een ceeene. wands ‘enna Cai. Sane: Cade aes ae) acd ee ee x 
BRITISH COLUMBIA 
B. C. 1 Railway Co. 
ouver).:.... 122,500 | 1,370 23 16 a. 3 90 65 6,750 3,000 2,000 100 1,000 4,000 500 20,000 3,000| 125 300 325... * 
B.C. “tlectric Reilway Co. 
SE widenrceras 26,500 | 1,330 18 14 4 58 88 61 1,000 700 300 25 100 1,000 150 3,000 500; 16 85 9)... *& 
HAWAIll 
Hewalien Electric Co.:.. .. 48,500 | 1,935 82 23 15 ses tee oe + 10,000 5,000 4,000 1,000 7,500 2,500 1,000240,000 1,500} 75 80 100 




















* Seattle only. 
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1921, First with the Cabinet Heater—the Original Heatrela - 1926, 
First with Balanced-Heat Oven - 1930, First with Table-Top Range 
- 1935, First with Waist-High Broiler—First with Grid-all - 1937, 
First with Flush-to-Wall Range - 1938, First with Bar-B-Kewer 


- defrost-all 


¥; —\ 





home 
aPriiances 
. 
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The Appliance Opportunity 
of a Lifetime 


... the most Sensational 
Garbage Disposal Unit 
ever designed! 











SANI-WAY—the new, entirely different garbage dis- 
posal unit .. . the headline invention that does a com- 
plete, absolutely thorough job. It eliminates ALL food 
wastes right at the sink. 


SANI-WAY is a sensation wher- 
ever it is demonstrated. This 
is your headline opportunity to 
cash in on the greatest unde- 
veloped sales potential in the ap- 
pliance field. 


SANI-WAY is the development 
of one of the country’s leading 
engineering laboratories.* 


Your SANI-WAY distributor 
now has complele information. 
Write or wire for his name. 


* FITS ANY MODERN SINK 


* EXCLUSIVE “MASCERATOR” 
PRINCIPLE 


* HANDLES ALL KITCHEN , 
WASTES 


See SANI-WAY in action: 
‘* Beoth 91, Chicago Furniture Mart . 


PATS, PEND. 


* The Fairchild Engineering Co., Cleveland, Ohie 


THOS.W. BERGER, /nc. 


6 EAST FOURTH STREET + CINCINNATI 2,OHIO 
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| operation, 
| appliances by dealers by means of 
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Northwestern Electric Co. is carry- 
ing out its usual policy of dealer co- 
promoting the sale of 


promotional advertising and personal 
contacts with prospects. 

Mountain States Power Co. has not 
yet set up a sales promotion department 


| since the war and hence cannot report 
| on its probable future program of 


educational and promotional work. 
Portland General Electric Co. is 
carrying out its usual cooperative pro- 
gram, with a field staff giving sales 
assistance, Training of dealer sales- 
men, store planning and layout, pro- 
motional advertising and other selling 


| aids are included in the program. 


The Pacific Power and Light Co. 


| plans newspaper publicity of a pro- 
| motional 


type, assistance in dealer 
sales training, customer contacts, home 
service help and other features of a 
complete dealer cooperative program. 

Puget Sound Power & Light Co. 


will continue its former program of 


field contact and help to dealers, train- 
ing of dealer personnel, merchandising 
helps, organization for campaigns and 


advertising assistance. 


Advertising of Seattle Light Depart- 


| ment will stress the dealer as the source 


from which to obtain electrical appli- 
ances. The promotional subsidy on 
electric wiring and plumbing installa- 
tions for ranges and water heaters will 
be extended to dealer sales, as in the 
past. The department’s sales efforts, 
home service and auditorium facilities 
will be coordinated with dealer needs 
and will be designed to help the dealer 
in every way possible. 

The dealer cooperation program of 
The Washington Water Power Co. will 
take the form of cooperative advertis- 


| ing, direct sales and demonstration as- 


sistance, sales training and other coop- 
eration in merchandising promotion 
methods. 

In Tacoma, although the city plans 
to return to active selling of ranges 
and water heaters, its activities are 
now in abeyance in order to allow more 
appliances to flow through dealer chan- 
nels. Cooperative meetings and coop- 
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erative advertising are permanent fea- 
tures of its dealer cooperative program, 


Number of Dealers 


The number of dealers on the Pacific 
Coast has increased since pre-war days 
by 79 percent. The highest rate of 
increase is in California where the 
number is now 90 percent above 1949 
levels. Washington reports a 76 per- 
cent increase, while Oregon reports * 
about 33 1/3 more dealers than prewar, 
Los Angeles figures indicate that there 
have been an unusually large number 
of dealers open in that area. The num- 
ber has increased from 180 pre-war 
to 700 now, a 290 percent increase. The 
Southern California Edison Co. re- 
ports a growth from 400 pre-war to 
1800 dealers at the present time, or a 
350 percent gain. The Department of 
Water and Power of Los Angeles says, 
“The increase in dealerships over the 
pre-war period has been exceptional 
and is still continuing but at a much 
slower rate than was the case several 
months ago. We cannot feel that all 
of these dealers can profitably continue 
in business after the current pent-up 
demand has been satisfied. Availability 
of merchandise in the next few months 
will no doubt be among the determin- 
ing factors in the ability of some of 
the newer dealers to last long enough 
to benefit by the demand.” Los An- 
geles is now getting 8 new stores a 
month. 

Few areas have any idea that a 
large number of new dealers will enter 
the picture, and in any case the new- 
comers, it is felt, will be canceled out 
in totals by an equivalent number of 
failures. In the western Washington 
area, the prediction is made that the 
net at the end of 1947 will be appreci- 
ably lower than at the present time. 

The number of dealers as compared 
with the reported number of customers, 
both rural and urban, on the Pacific 
Coast indicates that there is at present 
an electric shop for every 385 cus- 
tomers. In California this figure is 
about one dealer for every 417 cus- 
tomers. In spite of the increase in 

(Continued on page 180) 
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“| TURNED THE AUTOMATIC BLANKET ON FULL SO THAT YOU COULD HAVE BREAKFAST 


RIGHT HERE." 


JANUARY I, 
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lodtups frit..Aitst all wtays! 


It’s first in the experience that counts with your customers because ‘‘Toast- 
master” pioneered the automatic toaster. It’s first in performance as thou- 





sands of ten-year-or-better users prove. It's first in sales. More people own 
“Toastmaster” toasters than all other automatic toasters combined. It's first 
in effective promotion—the best-known name in the industry. Any way you 


ve look at it, the ‘Toastmaster’’* toaster is easiest for you to sell... in the 
war, greatest numbers. 
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PRESENTS THE 1947 


QUALITY LINE 


“when it's an Armstrong. . . 
depend on it... it's the best of its kind” 








NEW! There's ome 7 

peal plus in this 
shining portable electric heater, 
Model +616. It heats by radiation 
circulation. The patented 
nichrome heating element is guar- 
anteed for 5 years against burn- 
out. Made of finest enameling 
iron, it has a handsome chrome 
plated reflector, comes in walnut 
or ivory porcelain finish. 











and 


Capacity: 1320 watts; 110-115 volts: AC or DC 
Size: 1442” wide, 19” high, 9” deep 
Popularly priced at $14.25 ($14.95 west of Denver) 








i ae 


IMPROVED! 











No woman can resist it. 
This smooth running 
Armstrong Ironer Model M-21 is compact, portable, designed to give 
years of easy service. It features the 21” roll: thermostat: pilot light: 
elbow operating lever: uniform pressure shoe; non-slip rubber 
guards. Retails for just $46.95—$48.95 west of Denver. 














It's what your customers want. . . the smart 
styling . . the newest modern develop- 
ments . . . the assurance of an established 
quality name . . and prices that make 
them eager to buy! Write for detailed literature on this profitable, 
popular Armstrong line of gas and electric heaters, ironers, sprin- 
klers, sprayers, showerheads. 


FIRST SHIPMENTS GOING FORWARD NOW. ORDER FROM YOUR JOBBER 
We're on the 17th floor, space 65. 


ALL WAYS 
RIGHT! 











Come see us at the American Furniture Mart: January Show 
in Chicago. 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 


Dept. EM HUNTINGTON, WEST VIRGINIA 
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stores reported by Los Angeles, the 
figure there is one dealer for every 
678 customers. In other districts of 
Southern California, the reported 
ratio is one dealer to every 317 cus- 
tomers. 

Oregon reports one dealer to every 
382 customers, while in Washington 
the figure is one dealer to every 278 
customers. 


Estimated Sales 


The figures on estimated sales for 
1947 were reluctantly given by most 
of the power companies, chiefly for 
the reason that they were asked to 
assume that there would be a free flow 
and adequate supply of appliances. 
Most of them specified that the estim- 
ates were mere guesses and were on 
the over optimistic side, because it was 
not probable that such an adequate 
supply would actually be available for 
the full twelve months of the year. 

Total figures for 15 companies re- 
porting are 311,182 refrigerators, 86,- 
622 ranges and 63,757 water heaters 
reported by 17 companies. Thirteen 
companies report 37,170 home freezers. 
Other appliances reported by twelve 
companies include 48,880 automatic 
washers, 138,666 conventional type 
washers, 43,744 ironers and 381,000 
radio sets. Eleven companies estimate 
that 151,446 radios will be sold. 

Broken down, these estimates mean 
that for every dealer in California, it 
is predicted that 44 refrigerators, 5.8 
ranges, 3.5 water heaters, 3.9 home 
freezers 8.4 automatic washers, 23.2 
washers of the conventional type, 7.1 
ironers, 72 radio sets and 28.9 vacuum 
cleaners will be sold. For every dealer 
in Oregon, the figure predicted is 76.2 
refrigerators, 40.9 ranges, 29.2 water 
heaters, 16.4 home freezers, 17.6 auto- 
matic washers and 43 washers of the 
conventional type, 10.4 ironers, 64.1 
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radios and 31.3 vacuum cleaners. The 
Washington State figures are 20.2 re. 
frigerators, 20.1 ranges, 17.7 water 
heaters, 11.3 home freezers, 7.5 auto- 
matic washers, 33.9 washers of the 
conventional type, 12.3 ironers, 56.9 
radio sets and 20.2 vacuum cleaners. 

Put another way, the prediction for 
California is that one refrigerator will 
be sold for every 9.3 customers, one 
range to every 67.8 customers, one 
water heater to 112.6 customers. One 
home freezer to 94.7 customers, an 
automatic washer to every 44 cus- 
tomers, a conventional type washer to 
one in every 16.2 customers, an ironer 
to one in every 53, a radio set to one 
in 5.2, and a vacuum cleaner to one in 
every 12.9. 

For Oregon, the estimates indicate 
that one in every 7.3 will buy a re- 
frigerator, one in every 9.9 will buy 
an electric range; one water heater 
will be sold to every 13.8 customers, 
a home freezer to one in every 34. An 
automatic will be sold to one in 31,7 
homes, a conventional washer to one 
in 12.8. Ironers will be sold in the 
ratio of one to every 41.6 customers, 
radio sets, one to every 8.7. A vacuum 
cleaner will be purchased by one in 
every 17.8. 

The ratios in Washington run: one 
refrigerator to every 7.6 homes; a 
range to every 15.1, a water heater 
to every 16.9. One in every 27.5 cus- 
tomers will buy a home freezer, one 
in 35.9 an automatic washer, one in 7.9 
a conventional type washer. One 
ironer will be sold per every 21.9 
homes, one radio to every 4.7 homes, 
and one vacuum cleaner to one in 
13.4. 

The significant figures here are the 
much larger sale of ranges and water 
heaters expected in the Pacific North- 
west, as well as the fact the ratio of 

(Continued on page 182) 
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“LEMME SHOW YOU HOW THIS ATTACHMENT WORKS, DEAR .. .” 
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ALL OVER AMERICA CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Detroit, Michigan, 63% of the women shoppers interviewed at 
Grosse Pointe Appliance Shop read Ladies’ Home Journal 


In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ fh Z 


2K 61,809 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—Ladies’ Home Journal, Independence Square, Phila. 5, Pa. 
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CHROMALOX 


Triangular Claclive Range Units 
Wake Saitstied Customers 


econ? 





Trim, glistening, modern... 
CHROMALOX Triangular 
Range Units make housewives 
satisfied customers. More cook- 
ing contact surface—plus maxi- 
mum radiant heat— provide 
new high-speeds in cooking. 

CHROMALOX Triangulars 
install without muss, fuss or 
bother with a screwdriver as 
your only tool. And two stock 
sizes fit a// electric ranges when 
you use low-cost CHROMALOX 
stainless-steel Adaptor Rings. 





Here is your opportunity to capture range unit re- 
placement sales. Write for folders CF-145 and L-1023 


| which give replacement data on all ranges. 


| EDWIN L. WIEGAND CO., 7525 Thomas Bivd., Pittsburgh 8, Pa. 





On new ranges and for replacement 


RSHIO MVNO 


| 
| RC-L1 
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water heaters to ranges is so high. 
Both Seattle and Portland companies 
have an all-electric home rate which 
encourages the installation of both 
items at the same time. A larger sale 
of home freezers is also predicted for 
the Pacific Northwest, where this ap- 


| pliance has already achieved consider- 


able popularity. 
Estimated Saturation 


Saturation figures speak for them- 
selves. Some figures are mere estim- 
ates, but several of the companies spent 
some time during the war years in 
collecting accurate figures. As was 
to be expected the Pacific Northwest 
shows the highest percentage of range 


and water heater ownership. The high- 


est individual report on ranges comes 
from Seattle with a 65 percent satura- 
tion of ranges, with 45 percent water 
heaters. Eugene, Oregon, reports 60 
percent on ranges, 30 percent for water 
heaters. Tacoma, on the other hand, 
which has the highest kw.-hr. consump- 
tion per residence customer, has 57.3 
percent ranges, 46.5 percent water 
heaters. Air heating installations are 
not shown. Ironers, which are re- 
ported to have reached a saturation of 
24 percent in the Portland district, and 
are 10 percent or better in many large 
areas, have hardly scratched the sur- 
face in other districts. Other figures 
carry their own story. 


Home Service 


Home service programs are just be- 
ginning to be organized in several 
areas, while elsewhere they are al- 
ready in full swing. In most cases 
where they are in operation they play 
an important part in dealer contact 
work, as well as providing the most 
natural direct contact with customers. 

The California Electric Co. employs 
three girls, with the usual program 


| of calls and demoustrations. They do 


not do special home lighting promo- 
tion. 

Coast Counties Gas & Electric Co. 
has one girl who gives demonstrations, 
aids dealers and does kitchen planning 
for customers. 

Glendale has one girl, who carries 
on the usual program, cooperating with 
dealers. The city department is not 
yet sure whether or not it will do any 
merchandising. 

Riverside says that it is 
market for one girl right now. 

San Diego Gas & Electric Co.’s home 
service department has not yet been 
organized since the war. 

Southern California Edison Co. has 
five girls carrying on the usual pro- 
gram. It is not expected that they 
will promote home lighting. 

Los Angeles Department of Water 
and Power writes: “Our home service 
program is now staffed by 7 girls and 
will be increased to 12. In support of 
dealer sales, the Department home 
economics will upon request of the 
dealer or the customer make a home 
demonstration immediately after the 


in the 
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installation of an electric range. Assist- 
ance will also be furnished the dealer 
by conducting cooking demonstrations 
before his prospect groups on his dis- 
play floor. Regular Department cook- 
ing schools will be held at the De- 
partment headquarters. Home lighting 
and kitchen planning for new and 
remodeled homes will be handled by 
home planning advisers. There are 
now three girls doing this work.” 

The Pacific Gas and Electric Co. 
has 24 girls on its staff. Their job 
will be to “work with groups to edu- 
cate customers regarding advantages 
of electrical appliances, including home 
lighting.” 


PACIFIC NORTHWEST 


Home Service 


The California-Oregon Power (Co. 
states, “It is still somewhat too early 
to make an announcement on our plans 
for home service. This will be ready 
at such time as major appliances be- 
come available.” 

Northwestern Electric Co. has & 
girls, who will carry out a general 
program, including the promotion of 
home lighting. 

Portland General Electric Co. has 
two girls whose chief duty it is to give 
range demonstrations to new users. 

Pacific Power & Light Co. has ten 
girls, who will carry out the usual 
program, including home lighting pro- 
motion. 

Puget Sound Power & Light Co 
has 7 girls, whose major activity is 
in group meetings, where they will 
encourage home lighting as well as 
increased usage of other appliances. 

Seattle employs 3 home economists 
who carry out cooking schools, using 
each make of range on the city lines. 
They also assist in the training of 
dealer sales people. Recently con- 
siderable attention has been given to 
teaching home freezer and locker users 
how to prepare food for storage. 

The Washington Water Power (o. 
employs 7 girls. Their major duties 


include demonstrations of electrical 
equipment in homes and _ dealers 
stores. They do kitchen planning. 


give cooking schools, assist home eco- 
nomics teachers in schools. They in- 
clude home lighting promotion in their 
program. 

Tacoma employs one home econom- 
ist whose major duty is demonstration. 
hoth before groups and in the home. 


PROMOTIONS PLANNED 


Most of the utilities plan some sort 
of adequate wiring promotion in the 
near future. Those with rural areas. 
are continuing their promotion o! 
uses of electricity on the farm. Re- 
ports from the individual companies 
of the Pacific Coast include: 
CALIFORNIA: 

California Electric Power Co— 
Adequate wiring, rural development. 

California-Pacific Utilities Co— 

(Continued on page 184) 
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ae that is our plan } 


J 


We're glad we're in the Sparton clan 


J \ 


Distribution turns the trick 


\ ie 


Sparton’s exclusive dealers CLICK! 


/) 


Our song rolls out from East to West 


J \ 


Spartons are cheaper — and they are best 


/) 
Jealous rivals, to a man. oe 


All envy our Sparton Plan! 


Close harmony tn the Sparton 





You'll find Sparton dealers at Booth 17P-42-43 (lith Floor) during the 
Chicago January Furniture Market, January 6th to 18th, 1947. You're 
cordially invited to stop in and sce and hear for yourself why so many voices 
are praising the new Spartons—and why S.C.M.P.* is the most talked of 
selling plan in the business. 


Radio and Appliance Division—Plant 5 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


Radio’s Richest Voice Since 1926 














DEALER 


parlor 


in each community 


Check These 


Profit-Increasing Features 


One exclusive dealer in each area 
Direct factory-to-dealer shipment 
Low consumer prices 

‘ 
National advertising 


Factory prepared and distributed 
promotion helps 


Seasonal promotions 
Uniform retail prices 


Products styled by outstanding 
designers 








a 
SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
* * es @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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Made to SELL... with 


,..the Original Nickel-Chromium Heating Element Wire 


NICKEL CHROMIUM 
WIRE 


*TRADEMARK REG. U. S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY e 


YOU'LL FIND 


IN THESE 



































y 


y 


ES, durable Hoskins CHROMEL resistor wire carries the heating 
load in modern, effortless ironers. In every other type of electrical 
heating device, too, for that matter. For CHROMEL, as you know, is the 
Nickel-Chromium resistor wire that first made electrical heating prac- 
tical. It gets hot and it stays hot for a long, long time. 


There’s ample proof of CHROMEL’s dependable outstanding durability, 
too. Proof in the fact that, despite endless research, no basic changes 
have been made in CHROMEL’s original formula. Further proof in the 
fact that, since its discovery over forty years ago, CHROMEL has been 
consistently specified with complete confidence by the most exacting 
producers of top line products. They know that when appliances are 
made with CHROMEL, they’re made to sell .. . and stay sold to satisfied 
customers. 


Detroit 8, Michigan 





PRODUCTS 
YOU 
SELL 
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Adequate wiring, rural development, 
commercial lighting and power sales, 

Coast Counties Gas and Electric Co, 
—Adequate wiring, rural development, 
electric house heating. 

Glendale Public Service Department 
—Adequate wiring. 

Los Angeles Department of |Vater 
& Power—General educational pro- 
grams designed for public and trade 
channels on electrical living, electrical 
appliances and adequate wiring. 

Riverside Electric Light Department 
—Adequate wiring. 

San Diego Gas & Electric Co~ 
Adequate wiring program is already 
under way and proceeding very well. 
Other promotions will be undertaken 
as soon as the appliances affected are 
available in sufficient quantities. 

Southern California Edison Co— 
Adequate wiring, rural development. 
First major appliance campaign prob- 
ably to be in water heaters, when mer- 
chandise available. 

Pacific Gas & Electric Co—Ade- 
quate wiring, rural development, filling 
empty sockets. Aggressive promotion 
of electric appliance installations in 
new honses; prevention of further en- 
croachment of LP gas installations in 
straight electric territory. 

Pasadena Light & Power Depart- 
ment—Adequate wiring, aggressive 
range and water heating promotion. 
OREGON: 

California-Oregon Power Co.—Ade- 
guate wiring, rural development. 

Northwestern Electric Co.—Ade- 
quate wiring, rural development, resi- 
dential use. 

WASHINGTON : 

Pacific Power & Light Co.—Ade- 
quate wiring, rural development, resi- 
dential, commercial and industrial pro- 
motion. 

Puget Sound Power & Light Co— 
Adequate wiring, rural development, 
home planning institutes. 

Seattle City Light—Adequate wir- 
ing. Promotion of use of automatic 
electric water tanks of 50 gallon or 
larger; electric commercial cooking- 
department. 

The Washington |Vater Power Co. 
—Adequate wiring, rural development. 

Tacoma City Light—Adequate wir- 


“NO, | WOULDN'T BE INTERESTED IN A 
WALKIE-TALKIE—I ALREADY HAVE ONE! 
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KLIXON Protector and KLIXON 
motor starting relay mounted on 
the dome of the hermetic unit. 


One sure way to be sure that the refrigerator . working is 
to specify and sell refrigerators equipped with Klixon dome- 
mounted Protectors. 

Installed by the manufacturer on the dome, Klixon Protectors 

r accurately follow every motor temperature change . . . and 
should the motor become over-heated, they shut the power 
“off” preventing possible motor burnouts. As soon as the 

. motor cools to a safe operating temperature, the Klixon 

1 Protector snaps the power “on” again automatically, 

- —s the unit to maintain refrigeration. 

ecause Klixon Protectors are built in by the hermetic unit 
~ manufacturer, they are matched exactly to the particular 
motor, providing a tested and proven combination of 
motor and protector which assures safe, reliable protection 
for the full life expectancy of the refrigerator. 

Here’s how you benefit... Klixon protection means custom- 

ers are satisfied, motor burnouts are eliminated, service 

calls are reduced toa minimum, factory returns for repairs 

and replacements are minimized. 

Specify Klixon dome-mounted protectors... first choice 

for protection by leading refrigeration manufacturers 

--. On the hermetic refrigerators you sell. 


SPENCER THERMOSTAT o. KLIXON 1701 FOREST ST., ATTLEBORO, MASS 
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WHEN COMPETITIVE 
SELLING GETS 
TOUGH 
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You'll be glad you chosc 

CADILLAC. Your customers will be quick 

to spot Cadillac’s many outstanding advan- 
tages. Feature by feature, Cadillac Cleaners 
come through and win, under the most 
exacting comparison. 


Dealers who want to stay ahead in cleaner 
sales should look to the secret of Cadillac 
efficiency: a powerful perfectly balanced, 

Cadillac-built motor is the heart of it all. 


fone ' 
1. 3 . (i = 


There are many other reasons, too, why 
Cadillac Vacuum Cleaners are so much 
in demand. Take 2-speed control, for 
instance. Here’s cleaning perform- 
ance tailored to every task — low 
speed for daily pickup, or for 
cleaning delicate rugs and fabrics 

. and powerful high speed for 


with A eg removing deeply embedded dirt. 
MARKET JU: This speed selection feature, 

HEAD, YOU on plus Cadillac’s many other 
oa G you “hidden” points of superior- 
CHOSE ity, plus a consistent, keenly 


directed national advertising 
program, adds up to greater 

consumer satisfaction — 
greater dealer profit. 


Oe ste wire T Omer tom gy! 
PT) ** 





CLEMENTS MFG. CO. 


6666 SOUTH NARRAGANSETT AVENUE = CHICAGO 38, ILLINOIS 
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BRITISH COLUMBIA 


Reports from the B. C. Electric 
Railway Co. Show Year's Gains 


HE cities of British Columbia 
have enjoyed considerable in- 
crease in population which is reflected 
in part in customer increases. On the 
mainland the increase in residence cus- 
tomers is 3.2 percent, on Vancouver 
Island, 4 percent. Rural customers 
have increased by 17.9 percent on the 
mainland, by 9.4 percent on Vancouver 
Island. The average annual kw.-hr. 
consumption per residence customer 
was 1370 for the Vancouver division 
of the Company, 1,300 kw.-hr. for the 
Victoria division, an increase of 270 
kw.-hr. and 200 kw.-hr. respectively. 
The company has given up all forms 
of merchandising, including service 
work, and is now devoting its ener- 
gies to assisting dealers in every way. 
Its extensive cooperative program in- 
cludes an advertising allowance, sales 
training and business management 
conferences, display consultant service, 
store planning repair consultant serv- 
ice, etc. A field staff is in constant 
touch with dealers. 

Dealers have increased in number 
from 125 to 300 in the Vancouver divi- 
sion, from 16 to 85 in Victoria and 
Vancouver Island. This is an increase 
of 140 percent in Vancouver, 431 per- 
cent in Victoria. There is now one 
dealer for every 387 customers in the 
territory as a whole. Both areas pre- 
dict a slight increase in number during 
1947—25 for Vancouver, 5 for Vic- 
toria. 

Predicted sales for 1947 are: 6,750 
refrigerators for Vancouver, 1,000 for 
Victoria, a total of 7,750. This is one 
refrigerator for every 19 customers. 
Ranges to be sold include 3,000 on the 
mainland, 700 in the Victoria division, 
a total of 3,700, or one for every 40.3 
customers. Electric water heaters: 
2,000 for Vancouver ; 300 for Victoria, 
a total of 2,300, or one for every 64.8 
customers. Home freezers: 100 for 
Vancouver, 25 for Victoria, a total of 
125, or one for every 1,192 customers. 
Automatic washers: 1,000 for Van- 
couver, 100 in Victoria, a total of 
1,100, or one for every 135.4 custom- 


ers. Conventional type washers: 4,000 
in Vancouver, 1,000 in Victoria, a 
total of 5,000, or one for every 298 
customers. Ironers: 500 in Vancoy- 
ver, 150 in Victoria, a total of 650, or 
one for every 229.2 customers. Radio 
sets: 20,000 in Vancouver, 3,000 in 
Victoria, a total of 23,000 or one for 
every 6.4 customers. Vacuum clean- 
ers: 3,000 in Vancouver, 500 in Vic. 
toria, a total of 3,500, one for every 
42.5 customers. 

According to the estimates, one 
dealer might have the opportunity of 
selling during 1947: 20.1 refrigerators, 
9.6 ranges, 5.9 water heaters, .3 of a 
home freezer, 2.8 automatic washers, 
12.9 conventional type washers, 16 
ironers, 59.7 radio sets and 9.9 vacuum 
cleaners. 

Saturations reported are, for the 
Vancouver division: Refrigerators, 
23 percent; ranges, 15.6 percent; water 
heaters, 4 percent; washers, 60 per- 
cent; ironers, 2.7 percent; radios, 90 
percent; vacuum cleaners, 65 percent. 
For the Victoria division: Refrigera- 
tors, 18 percent; ranges, 14 percent; 
electric water heaters, 4.5 percent; 
washers, 58 percent; ironers, 2.4 per- 
cent; radio sets, 88 percent; vacuum 
cleaners, 61 percent. 

Both divisions carry on a home 
service program, the Vancouver divi- 
sion with 10 girls, Victoria with 3. 
They carry out a combined program 
of home lighting promotion and home 
service. All phases of home planning 
inquiries are handled by the girls, in- 
cluding kitchen planning consultations. 
They also make field calls, where the 
customer has difficulty in operating 
appliances, and conduct a recipe serv- 
ice. 

Both divisions plan adequate wiring 
promotions for the near future and also 
will promote rural development. The 
Vancouver division states: “Forty- 
three customer service representatives 
will continually promote the use of 
electricity and gas by calls on all resi- 
dential customers.” This rounds out 
the utilities’ program. 

















“THERE MIGHT BE AN OUTLET BEHIND THE BED." 
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When the Chips are Down... 
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=< Surest Bet... the Biggest Money 
Winner in the Coming Big Ironer Market 


¥Y A Name everybody knows 
¥ The quality leader for 26 years 
¥ The ironer with the two identical ends 


IRONRITE IRONER CcOo., Mt. Clemens, Mich. 


Plus a Real DEALER-MINDED Sales Policy! 
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In 
Households Everywhere 


The name American Beauty has become a house- 
hold word during the past half-century. It is the 
first to come to mind when electric irons are men- 
tioned. Women know its dependability and its 
outstanding qualities that go to make ironing an 
easier task. And today the American Beauty Iron 
offers, as the result of years of development and 
experience, improvements that give it still greater 


preference. For instance: The THE RMOSCOPE 








—a temperature indicating device that registers 
in terms of fabrics the operating temperature of 
the ironing surface. Combined with this exclusive 
feature is the THERMOSTAT, which provides a 


constant heat at the selected setting. 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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HAWAII 


The Hawaiian Electric Co. Reports on its 
Merchandising Policy and This Year's Estimates 


HE Hawaiian Electric Co., Ltd. 

of Honolulu, T. H. Reports 48.500 
customers for 1946, an increase of 
1,201 or 2.5 percent over the previous 
year. The average annual kw.-hr. 
consumption per domestic customer 
was 1,935 kw.-hr. for 1946, an in- 
crease of 146 kw.-hr. over the 1945 
figure. 

The company does a complete job of 
merchandising, adding to the list 
given, the promotional items of dish- 
washers and clothes dryers, as well as 
commercial cooking. They state that 
they are selling everything which is 
allotted to them, “which is very little.” 

The distributor-dealer coordination 
program of the Hawaiian Electric Co., 
Ltd. is the direct responsibility of the 
Electrical Development Advisory 
Service, an independently operated 
office located in the Merchandise Mart 
in Honolulu. The 1947 program will 
include the following: 


1. A continuation of the distributor- 
dealer sales training program as de- 
veloped in 1946, using the E.E.I.- 
N.E.W.A. materials. This program 
will be continued as long as there are 
new salespeople to train. 

2. It is planned that, by the end of 
1947, the organization of the Electri- 
cal Association of Honoulu will be 
complete to include distributors, deal- 
ers, contractors, manufacturers and 
utility representatives. 

3. The home service department will 
provide trained home service demon- 
strators to assist distributors and deal- 
ers on home demonstration on all 
major appliances sold them. 

4. The utility will issue a monthly 
bulletin “Hanapu Kakou” (Let Us All 


Work Together) to all distributor. 
dealer personnel, including industry 
news, items of interest and instruction 
and a “Dealer of the Month” citation 
to some outstanding dealer. 
5. Provide monthly reports to the dis- 
tributors of total industry sales on 
thirteen different major appliances for 
the prior month, based on individual 
distributor reports to the Electrical 
Development Advisory Service. 
6. A continuation of a counselling 
service to assist distributors and deal- 
ers in such matters as: 
(a) laying out adequate service facili- 
tes. 
(b) Sound merchandise policies. 
(c) Setting up sales control programs, 
(d) Display floor layouts. 
7. A continuation of a utility program 
of “use” advertising by newspaper 
and radio to stimulate markets for dis- 
tributors and dealers. 
8. Develop a coordinated program of 
product display for all distributors at 
the annual Honolulu Industrial Ex- 
position and Farm Show to be held 
in April, 1947. 
9. Institute spring range 
“use” training schools for distributor 
and dealer salesmen. Instruction will 
be given by home service girls from 
The Hawaiian Electric Co., Ltd., using 
ranges of the make sold by the sales- 
men. 
10. Develop a coordinated program of 
action on the part of all distributors to 
train and assist all dealers in setting 
up and maintaining more effective 
floor display of merchandise. 
11. Lay groundwork for future Asso- 
ciation committee action on the prob- 
(Continued on page 190) 
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“ALL | COULD GET AT A DECENT RENTAL WAS THIS HOLE-IN-THE-WALL.” 
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What you should know 
about 


: to sell Refi gerators 


ge If your mama done tol’ you ‘bout the bees and the flowers, you 

- know that people consist of males and females. Most females radiate 

- a charm known as hubba hubba, which most males are powerless GY 
ing to resist. 


Once their Housing Problem is solved, male and female start the 


: of endless process of exchanging moola for merchandise. 
3 to Now the family refrigerator, cold though it be, is closely tied up 
ing 


with sex. It’s a major family purchase—male and female must agree 

on its selection. Same thing’s true in selecting the family washing 

machine, or any other household appliance that runs into dough. 
Yes, whether you hawk refrigerators or washing machines, auto- 


matic dishwashers or vacuum cleaners, you've got to sell two sexes— 





Dollar for dollar, page for page, no other magazine can match 








_ males and females. 
And who can woo males and females like The American Magazine! . 


the multimillion circulation delivered by .. . 


The Stmerican 


SMegazine 


mH # 





THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, WOMAN’S HOME COMPANION 
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No. 815 Egg 
Cooker 


Ivory base, with dome 
of gleaming chrome. 
Attractively packaged. 
Retail price, inctud- 
ing poaching dish, 


A striking ensemble 


to your taste. 


NS from HANKSCRAFT 


HANKSCRAFT 
» 4 tomatic 2 wey 


EGG SERVICE 


MODEL NO. 8151 


$7.95 


RETAIL 


. . . Standard model egg cooker of handsome ivory porcelain with dome 
of sparkling chrome, four double egg cups, poaching dish and metal tray, all finished in 
matching ivory. Egg cooker boils, poaches, scrambles eggs in live steam, automatically timed 
Water poured into base closes circuit, turns to steam almost instantly. 


$4.50 all water is consumed, current shuts off automatically. A splendid gift item! 


When 





THE 


; EGG COOKER 


A favorite pre-war appliance 
again available! Cooks eggs in live 


* steam, just as you like them, then 

te shuts off automatically. Gift pack- 

A aged, this fast-moving item retails 
for only 


$2.25 





Popular Priced 


BABY 


BOTTLE WARMER SET 


MODEL NO. 6731 


$3.95 
RETAIL 


Includes automatic electric Hanks- 
craft Baby Bottle Warmer, plus 
vaporizer and porringer for heat- 
ing vegetables, cereals and other 
foods. All attractively gift pack- 
aged. Choice of pink or blue 
porcelain. 
Medel 10134 


BOTTLE WARMER 
AND VAPORIZER 


Heats baby's bottle to proper 
temperature, then shuts off auto- 
matically, Vaporizer attachment is 
used to steam away Baby's colds 
and croup. Retail price, including 
tax, $1-95 





View AUTOMATIC ELECTRIC 





Medel No. 598 


De Luxe Baby Bottle Warmer 


Strikingly modern design, rugged construc- 
tion and attractive packaging make this 
unit a best seller. Finished in pink or blue 
orcelain and decorated with a silvery in- 
aid medallion. Retail price, including tax 


$5.00 








‘| HANKSCRAFT Automatic Electric 
i BOTTLE STERLIZER 


Model No, 872 


tax, at 


Sterlizes seven bottles and nipples in live 
steam shuts off automatically at end of 
sterlizing period. A real volume and 
profit item, the sterilizer retails, including 


$5.95 








HANKSCRAFT 


MAJOR VAPORIZER 


Model No. 891 


Medicated steam is produced quickly with this 
automatic electric vaporizer. The steam picks up 
medicant vapors and can be directed horizon- 
tally so that a person in bed can inhale steam 
comfortably, When all ihe water has been 
turned to steam current shuts off automatically. 
Retail price, including tax 


$3.50 
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lem of trade-in and resale practices, if 
such a real problem develops before 
1948. 

12. Continue the policy of free utility 
water heater and range service labor 
for all makes of water heaters and 
ranges sold on The Hawaiian Electric 
Co., Ltd. lines by all distributors and 
dealers. 

13. Counsel closely with all distriby. 
tors on matters involving changes jn 
The Hawaiian Electric Co., Ltd, 
domestic user rate structure, or The 
Hawaiian Electric Co., Ltd., sales or 
service policies in order that all dis- 
tributors and their dealers may be 
thoroughly conversant with such 
change and its possible effect on their 
normal ordering, merchandising, jn- 
stallation or service procedures, 


Most of the 1947 utility-distributor- 
dealer co-operative activity will be the 
direct responsibility of L. W. Clifford. 
director of the Electrical Develop- 
ment Advisory Service, organized in 
1946, who reports directly to C. E. 
Nolan, promotional manager for The 
Hawaiian Electric Co. 

Dealers serving this area before the 
war numbered 75. Their number 
has increased by 140 percent to 180 
at the present time and it is expected 
that about 20 additional may open their 
doors during the coming year. The 
present number allows for one dealer 
to every 270 customers. 

Estimated possible sales for 1947 in- 
clude: 10,000 refrigerators, 5,000 
ranges, 4,000 water heaters, 1,000 
home freezers, 7,500 automatic wash- 
ers, 2,500 conventional-type washers, 
1,000 ironers, 40,000 radio sets and 
1,500 vacuum cleaners. This would 
alow for the sale of one refrigerator 
to every 4.8 homes, one range to every 
9.7 homes, one electric water heater 
to every 12.1 homes, a home freezer 
to one out of every 48.5 homes, an 
automatic washer to one in 6.4 homes, 
a conventional-type washer to one out 
of every 19.4 homes, an ironer to one 
in every 48.5 homes, a radio set to 
one out of 1.2 homes and a vacuum 
cleaner to one out of 32.3 homes. 

Saturation of the major appliances 
in this territory is reported as follows: 
Refrigerators, 82 percent; electric 
ranges, 23 percent; water heaters, 16 
percent. 














"GOOD-DAY, MADAM, CAN | INTEREST you 
IN A HANDY LITTLE GADGET?"- 
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Visit us at the 


GHIGAGO MARKET 


January 6-18 
Furniture Mart— Spaces | 


World's Largest Manufacturer of Equipment for the Professions 


777-18 












AUTOMATIC 


Here’s a modern machine, attractively styled and easy to use, that will 
free her for good from the hardships and hazards of backyard or base- 
ment clothes drying. It's in your store, for sale. 


She knows how hard it is to hang out wet wash. She knows how often 
rain may put off laundering (because it can’t be dried) till it’s a piled- 
up problem of a job. She knows how easy it is for soot or smoke or.a 
broken clothes pole to leave the whole job to be done over again. 


you found out about it. So would she.. Write for full details. 











ELECTRIC MODELS: 


220 volts to 240 volts A.C., for 
drying as fast as you wash. 
110 to 120 volts A.C., : 
for drying as fast as you iron. i | 





GAS MODEL: 


For manufactured, natural, 
mixed, or bottled gas. 
Requires 20,000 BTU input. 
































MANUFAGTURING COMPANY 


TWO RIVERS, WISCONSIN 
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CLOTHES DRYE 


Set these conditions side by side, then look at it through her eyes, and 
ask yourself, honestly, what would you do? You'd buy the Hamilton 
Automatic Clothes Dryer that’s in your store, for sale, just as soon as 
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—_— err 3 
Right this v y : 
to the NEW and : 
permanent display of : 
UNIVERSAL ; 
GAS RANGES : 


—" 


\ ———> 


Space 537A 


American 


Furniture Mart 
666 Lake Shore Drive ¢ Chicago 


Grand Opening during the 
Furniture and Home Furnishings Winter Show, 
January 6th to 18th, inclusive. 


UNIVERSAL 


GAS 
The Preferred Cooking Fuel +, p The Preferred Gas Range 


75 YEARS OF LEADERSHIP 






CRIBBEN & oa 


UNIVERSAL/«:: ‘RANGE 


7OO N SACRAMENTO BLVD “wal, CAGO 12, ILLINOIS 
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BULBS 
1947 1946 1941 , 
ee Py Fs 338,000,000 327,000,000 231,700,000 
I aca icin tec och ee 146,000,000 162,000,000 159,300,000 
Na xo a wears och ah aoe owe nae 240,000,000 246,000,000 280,000,000 
NN 60 risa wicca eo diatannoeers 26,000,000 40,000,000 34,000,000 
ESS ee reer! 750,000,000 775,000,000 705,000,000 
TUBES 
1947 1946 1941 
0 Eee ee ee 7,600,000 6,000,000 2,300,000 
SS EE ery eee 22,600,000 15, 500, ,000 7,000,000 
I hn ga ca’ a orate cer wha 37,600,000 32, 400,000 12,700,000 
CE so sca auras Seta mies 1,800,000 
ib kc cic a nenentnatna aentae 69,600,000* 53,600,000* 22,000,000 


*Totals here may not tally with industry totals given in first tabulations because 
the breakdown is not yet wholly assured, and the quantities stated here are minimums, 


FLUORESCENT FIXTURES 


1947 1946 1941 
I ha. Gasol iw kasd wpe 2,900,000 2,300,000 1,000,000 
vig ia.o Seas tau awe 5,000,000 3,550,000 1,800,000 
NT oc dire e atte ators acl « 5,200,000 4,550,000 4,500,000 
| Eee eres meee 13,100,000 10,400,000 7,300,000 











times the volume handled on this item 
in 1941. A further analysis on a gross 
dollar basis will show an increase for 
this year, as against last, of more than 
50 percent. And it is pertinent here 
to recall that the dealer showed up well 
in the aforementioned survey on this 
item in these markets. 

The trend in fluorescent fixtures is to 
the good of the dealer, with the resi- 
dential and commercial markets show- 
ing a total of 7,900,000 units forecast 
for this year in comparison with 5,- 
850,000 last year and only 2,800,000 
in 1941. These two markets, good for 
$60,648,000 in the last pre-war year, 
thus have risen to a $141,491,000 level 
on the basis of this year’s forecast. 
And it was on this item that the sur- 
vey revealed the dealer especially 
strong. 


Replacement Volume Soaring 


Another factor of great importance 
to the dealer in the fluorescent lighting 
field is the rapid growth of the re- 
placement market in tubes, fixtures, 
starters, and sockets, as disclosed by 
these figures: 


As for fluorescent sockets the total 
replacement volume for all markets this 
year is placed at 4,500,000, compared 
with 3,500,000 last year, and 1,200,000 
in 1941. Starter replacement volume 
is given as 16,700,000 total for all 
markets this year, 14,000,000 last year, 
but there is no breakdown on this 
item for 1941. 


Portable Lamp Sales 


The portable lamp situation appears 
good from all angles. Prior to the 
war there were approximately 30,- 
000,000 portable lamps, including both 
floor and table models, sold annually 
at an estimated value of $90,000,000. 
At the close of the war surveys showed 
that around 50 percent of homes would 
buy an average of two table lamps, and 
that an almost equal volume of floor 
lamps also would be purchased when 
manufacturers really started to roll 
these products down the line. This 
indicates a total of approximately 
100,000,000 portable lamps, so far as 
the sales potential is coneerned, with 
the final sales figures for the year to 
be determined by the dealer’s initiative 

(Continued on page 194) 





TUBE REPLACEMENTS 


1947 1946 1941 
SER ae eee ee 2,600,000 2,000,000 300,000 
Ci cencachsheuchudaginees 12,100,000 8,000,000 2,500,000 
SN Guibnanvdesdeeh «kcunasicn 28,500,000 24,000,000 2,700,000 

FLUORESCENT FIXTURE REPLACEMENTS 

1947 1946 1941 
SE ae ee 400,000 300,000 .......-0++ 
a RES I AIR ati 800,000 550,000 ......---++ 
AR ates 1,150,000 950,000 ......++5+ 





JANUARY 1, 1947—ELECTRICAL MERCHANDISING 





ELEC 


S$ 883838" 


& | 8 888 


; this 
ared 


lume 
- all 
year, 

this 


ears 
. the 


both 
ually 
,000. 
wed 
ould 
, and 
floor 
when 

roll 
This 
ately 
ir as 
with 
ar to 
ative 


888 


ING 








Ses 


cao te agrmmmmere 








Yes, Surf SEASON-ArR is rolling out to dealers in volume now. 
Additional territories are being opened as fast as our increasing 
production permits. Keep in touch with your distributor so you'll 
be first in your trade area to show this all-season profit-maker. 


See it at the show! 


Surf SEaAson-Arr—the only room-conditioning appliance with four- 

season utility—will be displayed in Space No. 448, Municipal 

Auditorium, Atlantic City, during the Houseware Show from 

January 5 to 10. If you haven’t seen SEASON-AIR, don’t miss it at ; ; 
the show! 








From heater to fan in 29 seconds © simply remove heater housing 


COS OW OWL 


G-M LABORATORIES INC., 4292 N. Knox Ave., Chicago 41, Ill. 





* 


* 
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SEE THIS 
BEAUTIFUL NEW 


TABLE 





RETAIL PRICE 


$1295 


$13.60 West of Rotkies 








| Today’s Lighting Market 
| 


in gunning for this profit business. 

In this portable lamp line, he is 
certain to receive plenty of assistance. 
Specifications certifying lamp perform- 
ance will give him added protection. 
Circular fluorescent tube manfacture, 
slow getting under way, undoubtedly 
will be stepped up appreciably before 
the year is out. Meanwhile, volume 
production already is scheduled on a 
new-type indirect bulb which elimi- 
nates the need of a separate bulky bowl 
in the lamp to provide diffused light. 
Designed so that it screws into the 
socket with the bulb facing upward, 
this new indirect bulb utilizes two dis- 
tinct types of diffusing processes. 
The top, or flat end, of the bulb is 
frosted to furnish upward diffusion 
without too much loss of light, while 
the lower portion of the bulb has an 
opalescent coating to provide greater 
| diffusion of the light falling onto the 
reading surfaces, thus eliminating un- 
comfortable brightness contrast in the 
room, with the result that both direct 
and indirect light are given by the one 
bulb without the need of supplemen- 
tary equipment. 





Adaptors Available, Too 


Happily, from the dealer’s angle, 
existing lamps easily can be fitted with 
| the new-type reflector bulb through the 
use of one of three different types of 
adaptors which are being made avail- 
able for such conversion. These 
adaptors, or special wire lamp shade 
supports, are designed to fit any type 
of table or floor lamp. The shade fits 
over the new bulb the same as hereto- 
fore and the final structure is more 
| secure than the original. 

Lighting shows during the past year 





CONTINUED FROM PAGE 192 











Broadening the market potential consider. 
ably, consumer advertising campaigns al- 
ready have started selling the residential 
market on today's many uses for the germi- 
cidal lamp, which heretofore was considered 
mainly for use in poultry and meat plants, 
along with public meeting places where in- 
fections easily may spread. 


kitchen, with two or three convenience 
outlets; and a portable flourescent 
utility light—a trouble light—which 
will be a boon to the housewife when 
digging into such normally poorly 
lighted areas as cupboards and cabi- 
nets. And this also is a reminder that 
those kitchen cabinets soon are due 
for automatic lighting, perhaps just 
as in refrigerators. To these may be 
added the coming applications of black 
light, with a strong possibility that it 
may grow with television since it can 
be so handled as to provide a soft glow 





Fy 
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at floor level in a room otherwise en- 
tirely darkened for television recep- 
tion. 


This beautiful Table Stove is a “sales natural” for homes, apart- 
ments, college dorms or as a gift item. Ideal for simple meals, late 
suppers, teas, snacks and informal entertaining. Makes open faced 
sandwiches, cinnamon or buttered toast, toasted rolls, muffins, ca- 
napes, etc., in convenient pull-out compartment, while at the same 
time the top plate can be used to brew coffee, boil eggs, heat 
soup, cook vegetables, fry meat, eggs or potatoes. 


have brought to the dealer‘s attention 
many other improved lighting tools. 
With swelling production ahead, these 
will become increasingly important to 
him, probably before the year is out. 
In this class, to name several, are: 
flush ceiling fixtures providing con- 
tinuous lighting around corners; snap- 
on egg-crate shielding for exposed 
tubes such as found in many kitchens; 


Ready For Promotion 


Here today, now in good volume and 
backed by all the production ~ which 
possibly might be required this year, 
are several other items with which the 
enterprising dealer can go to town 
profitably : the heat lamp, the germicidal 
lamp, the combination fluorescent and 
germicidal fixture for the kitchen, 
hard glass outdoor spots and floods, 
the fluorescent bed lamp and the 
fluorescent nursery lamp, and the new 
fluorescent wall bracket fixture, along 
with a number of other here-today 
specialties which are ripe for promo- 
tion. 





The Breakfaster is beautifully styled and finished to adorn dining 
or living room table as well as the kitchen. Operates on 60 cycle, 
110 volt, AC or DC current. Sturdy and trouble free. Heating ele- : 
ment is entirely covered. Toasting compartment quickly removable the fluorescent sun lamp—a specialty 
for cleaning. Approved by Underwriters’ Laboratories. whigh is right up the dealer’s alley; 

| plug-in fluorescent fixtures for the 


CALKINS APPLIANCE CO. | 
NILES, MICHIGAN 




















On display at 
Chicago 
Furniture Mart 
Booth 48, 17th Floor 
Jan. 6-18 
* 
Atlantic City 
Housewares Show 
Booth 568 
Jan. 5-10 





All Out for Competition 


This year the dealer won't find him- 
self playing a lone hand on promo 
tions. The industry now is decidedly 
merchandising-conscious. So far as 
manufacturers are concerned, _the 
wraps are off, the competitive spirit is 
stiff. It’s every man for himself 
with no holds barred. All are deeply 
engaged in sales research studies and 


ne te'be id , market surveys; educationa! re 
Greater attention also is being paid to pack- : being whipped into 
aging—all of it designed to stimulate im- oe a ee P ¥ 
pulse purchases and raise the level of the y 196 

dealer's unit sale. (Continued on page ) 
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The QUAKERTROL unit. 
Patented and manvfac- 
tured exclusively by 
QUAKER. 


For This Seasons Susiness 


These Challenger models are being produced as rapidly as 
the supply of steel permits. There won't be enough to fill all 
of your orders, but you can be sure you'll get your share. 


THERE'S AQUAKER 
BURNOIL HEATER 
FOR EVERY SPACE 
HEATING JOB. 





M4 Et Model! 2006 





Model 2008 Model 2010 
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Model 2013 


ENDS HEATER WORRIES 
_»» INCREASES PROFITS 


Your customers will soon enjoy worry-free heat the 
whole winter through. How? With QUAKERTROL 
—the amazing, new device that guarantees efficient 
operation regardless of chimney condition. 


QUAKERTROL means increased sales, bigger prof- 
its for you. It means a minimum of care and a maxi- 
mum of heating efficiency for your customers. And 
remember, altho sales-clinching QUAKERTROL is 
still held up by production, it’s your trump card for 
“tomorrow” when merchandise will be plentiful 
and competition keen. 


4 


EXHIBITING IN SPACE 5168 
FURNITURE MART JANUARY 6-18 







Only QUAKERTROL automatically produces and syn- 
chronizes a regulated flow of air with the flow of oil at 
every flame setting. Only QUAKERTROL automatically 
provides the right draft for maximum combustion re- 
gardless of chimney condition or weather. 25% fuel 
saving over any natural draft heater guaranteed! 


QUAKER MANUFACTURING COMPANY 
223 W. ERIE ST., CHICAGO 10, ILLINOIS 


QUAKER 


“/he FIRST name cu ocl heaters 
“/he LAST WORD cx efficiency / 
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Now you can offer your customers 

and clients mechanically operated 

door chimes—all the appealing 

beauty of musical chimes with no 

SUBURBAN [a extra expense of electrical wiring, 
The @ 











batteries or transformers. 

Two-tone, attractive bar chimes or 
cathedral tubular chimes mount on 
the inside of the door, operated me- 


@| NATIONAL [. chanically by a beautiful solid brass 


Musical Knocker 





Push Button Model knocker or push button on the outside 
door panel. Push button models also 
available for mounting on door 
frame instead of door. 


Paki’ ago Ideal for all homes and apartments 
Cathedral Chime because they are so simple and so 





low in total installed cost. Made by 
Auth—manvufacturers since 1892 of 


quality signal devices for apart- 
C COLUMBIA | ments, hospitals, schools, ships, and 





Push Button and 
Cathedral Chime general use. 








©) PARKCHESTER If you haven't seen the new 
[/} With look-out AuthOtone chimes, you're 
® for missing the biggest news of 
8 Apartments the year! Send for Bulletin 


110 today. 


This s your best salesman 
KEEP IT OUT FRONT 











The AuthOtone counter display takes less 
than half a square foot of counter space. 
Attractive blue and red card invites your 
customers to try ‘em and buy ‘em. Envel- 
ope stuffers, advertising mats, floor dis- 
plays and other sales helps also available. 





AUTH ELECTRIC COMPANY, INC. 


34-20 45th STREET LONG ISLAND CITY 1,N_Y 
(Oliita + aia) Principal Cities 
SINCE 1892 
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With the industry now becoming acutely m 





— Jje.* 





er g ious, numerous types of 


dealer sales aids are being made available to them by manufacturers. 


Today’s Lighting Market 





shape and national lighting programs 
carefully weighed. Meanwhile, new 
lighting centers publicize tomorrow’s 
lighting techniques, as proving 
grounds for the last word on equip- 
ment modernization, and consumer 
advertising campaigns on the newer 
products, particularly the specialties, 
are being expanded. At this time, 
modern packaging, designed princi- 
pally to stimulate volume sales, is be- 
ginning to reach retail outlets; display 
set-ups for the dealer’s window now 
carry the message of these specialties 
to the public; and streamlined display 
fixtures are being made available for 
his store. Merchandising tests are the 
order of the day. These are the points 
to which Wickstrum calls attention 
when he maintains that the industry 
today is merchandising-conscious to a 
far greater degree than ever before in 
its history—which is indeed good 
news to the dealer. 


The New Products 


Here is a brief description of some 
of the profitable specialties mentioned 
in the foregoing: 

The infra-red heat lamp can _ be 
screwed into any light bulb socket, 
preferable one in a bridge-type lamp 
or flexible-neck desk lamp so the heat 
may be directed where most wanted. 
With normal care the lamp is per- 
fectly safe to handle and will last a 
long time. It can be used to defrost 
a refrigerator in a jiffy, warmup a 
cold auto motor for quick startng, 
kill lice or fleas on cats and dogs in 
a few seconds, dry paint or glue, 


supply chicks. under a hover’ or ~ 


layers on the roost with  suffi- 
cient heat, speed up drying of finger- 
nail polish, thaw frozen pipes, dry 
photo films in a hurry, loosen old putty 
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or paints, dry small personal effects, 
and a host of other things along these 
lines. All this, of course, means the 
heat lamp has progressed far beyond 
the original idea for it—an aching- 
back curer, nothing much else. The 
lamp today is supplied in several watt- 
ages and has its own reflector. It’s 
ripe for a heavy merchandising pro- 
gram. The heat lamp does not produce 
much light, but it throws off plenty 
of radiant heat, which penetrates 
deeply. 

The germicidal lamp is built around 
an ultra-violet tube. Main uses orig- 
inally considered were in washrooms, 
hospital rooms, public meeting places 
where infections may be spread, poul- 
try plants, meat storage, and domestic 
refrigerators. Industry plans now, 
however, take in the residential mat- 
ket, with the first step the design of 
a unit to fit the home, at a lower 
price, and backed by consumer adver- 
tising, already under way. Once sell 
the public and there will be a terrific 
market for this item, in the opinion 
of the manufacturers. In the combina- 
tion fluorescent-germicidal fixture de- 
signed for home use the germicidal 
tube is housed in an individual reflector 
directing its rays upward as a pre 
caution against exposure of the direct 
rays to the eyes. It is predicted that 
in a few years germicidal equipment 
will become standard in all electric 
refrigerators and it is hoped some 
adapter system meanwhile can be 
worked out to take care of existing 
refrigerators. ; 

The fluorescent wall bracket fixture 
is compact, taking a six-watt tube, 
is ideal for use flanking a mirror, Tf 
placing the usual old-type wall brackets 
in homes, in hall ways, hotel corridors, 

(Continued on page 198) 
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It’s the iron that thousands 

have found cuts ironing day in half. It’s 

the iron with the most unique features 
ever built into a unit for hand finishing 

in the home. It’s the iron that presses... 
without scorching ... modern... delicate... 
synthetic fabrics . . . it’s the Silex Duolectric!* * From grooves 

in the bottom...at the flip of a finger... sheath of protective steam. Another 
flip and the iron presses dry ... it’s as easy as that! * Dealer profits are 
just as easy... for the Silex Duolectric* Steam Iron is made and guaranteed 
by the makers of the famous Silex Glass Coffee Maker ...a long established 


source of profit. * Customer demand will have its way ... sell the iron that meets it. 
* Trademark Registered U. S. Pat. Off. 


THE JILEX COMPANY 


ame MEETERES Ye > 


HARTFORD 2, CONN. « ST. JOHNS, P. Q., CANADA 


wi 





‘THE FINEST APPLIANCES IM THE WORLD 


FILES: 





FROTECTVE STEAM SLIPS IN GETWEEN 
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Produced Yf 


Exclusive sales territory 

melge tit] Malclilolirelmeloha-laihiiare 
Cooperative dealer advertising 
Colorful consumer sales aids 
Competitive price ranges 
Liberal dealer discounts 
Products of ultra-modern design 
Mela iolav ake ielaclili-1-1e Mm elaekel ilar) 
Freez-All—by a pioneer in the 
refrigeration industry 


+ + + + + + HH OF 








ARIZONA Phoenix Radio Specialties OHIO Cleveland -— Perchan & Co 
Appliance Cory Toledo — Kold-Draft Toledo Co. 

ARKANSAS -. North Little Rock — Ry« OKLAHOMA. Oklahoma City — Superior 
Auto Supply ‘ Distributing Co. 

COLORADO — Denver — Robert F. Clark PENNSYLVANIA — Scranton — Harry C. 
Ce Glou Co. 

FLORIDA Jacksonville Fiorida Radio Iowa Davenport Schneiderhahn’s, MINNESOTA — Duluth — Kelley-How- SOUTH CAROLINA -. Columbia — Asso- 
& Appliance Corp BRANCH Inc BRANCH, Des Moines Thomson Co. St. Paul — Kelley- ciated Distributing Co. of S. Caro- 
Miami Florida Radio & Appliance Schneiderhahn's, Inc How-Thomson Co. BRANCH lina 
Corp. Pensacola Lewis Bear Co Ce ort! Ss . ) 

r 7 A - ~ ~ KENTUCKY Louisville Kentworth MISSOURI - Kansas City— Superior Dis- TENNESSEE Chattanooga — Bryant & 
Im Tampa lorida Radio & F Corporation tributing Co Springfield Russell ‘Trimble Co. Memphis— Wayne Spinks 
pliance Corp BRANCH LOUISIANA — New Orleans— United Dis General Tire Service. St. Louwis Co., Inc. Mashville — Wayne Spinks 

GEORGIA Albany James-Stevens Co tributors, Inc Interstate Supply Co. Co., Inc. — BRANCH, Knoxville — 
Atlanta—Associated Distributing Co. MAINE — Bangor — Maine Industries MONTANA — Billings Kelley-How- Bryant & Trimble Co. — BRANCH 

Portiand— Maine Industries —BRANCH Co. BRANCH 

Mani then — Ween 8 We peasants . Gan —- Geter an ee — TEXAS — Amarillo — Consolidated Ap- 
ple, Inc. Peorla—Isaac Walker Hard Electric Co. Springfield Qrarhet NEGRASKA — Lincoin-—Korsmeyer Com- pliances, Inc. Dallas — Smith-Perry 
ware Co Electric Co BRANCH — Worcester pany Electric Co. El Paso— Diehl & Leh- 

" > . 307 . an. Fort W — The Ma Inc. 

INDIANA Fort Wayne Schlatter Graybar Electric Co. — BRANCH NEW tneepenene atanehoeter Gray a Fe nome het va neg mt 
Hardware Co. Indianapolis — Asso- MICHIGAN — Detroit — Midwest Home bar Electric: Co. — BRANCH ale — Alame Distributing Co. 
clated Distributor Seuth Bend Appliance Distributors Grand NEW YORK — Buffalo Foster Supply 
Clow Brothers Rapids — Independent Distributors Co. WISCONSIN — Madison—F. P. Dunn Co. 

> 
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Today’s Lighting 
Market 
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etc. They are available in colors ang 
cord is optional. It lists, with tube 
for under $10. 

The bed lamp employs an eight-watt 
tube, retails for about $8, and provides 
soft, cool light, cutting down the usual 
shadows on the book, while avoiding 
uncomfortable brightness contrast jn 
the room. The toy-shaped nursery 
lamp takes a four-watt tube which can 
be kept burning for ten hours a night 
for a month at a cost of only a few 
cents. It retails for about $5. 


Commercial Lighting Survey 


The recent survey of commercial 
lighting also produced a number of 
other interesting facts for the dealer. 
Perhaps foremost of these was that 85 
percent of fluorescent users in this 
field asserted they themselves jni- 
tiated the purchase, with only 13 per- 
cent admitting the idea was sold to 
them. This signifies a push-over 
market for an aggressive dealer. 

No special alterations were made in 
connection with 61 percent of the 
fluorescent installations, but a new 
layout, redecoration, modern equip- 
ment, or new building may have 
partly stimulated 38 percent of the 
installations. 

At least 25 percent of commercial 
users have no spare bulbs on hand, and 
43 percent have only a dozen or less. 
As for tubes, nearly 28 percent have no 
spares, 33 percent have only six or less. 
Of wholesale houses in this field, 42 
percent buy their tubes wholesale, 16 
percent purchase them for the elec- 
trical dealer. 

Of non-users of fluorescent, 22 per- 
cent of those interviewed expect to 
install this type of lighting, 32 per- 
cent will not now go for fluorescent, 
and 46 percent are undecided—indicat- 
ing plenty of room for a good sales 
job. Based on 4,263,000 commercial 
meters, if that 22 percent noted above 
bought fluorescent this year, for an 
average amount of only $100 each, 
there would be close to another $100,- 
000,000 in the 1947 total lighting mar- 
ket. It seems worth the effort. So 
far, throughout the entire commercial 
field, not more than 12 percent have 
been converted to fluorescent. 


Home Lighting Survey 


The survey of residential lighting 
brought out these points: 

A fraction more than 9 percent of all 
homes visited had some fluorescent 
lighting. Nearly half of these home 
owners plan to install more in the 
near future. Among those who now 
have no fluorescent in the home, more 
than half plan kitchen installations 10 
time. About 25 percent also would 
like this lighting in some other room. 
And 42 percent of these non-users say 
they would purchase the fixtures and 
tubes from the electrical store. 

This year, from all angles, there are 
highly attractive profits within reach 
of the dealer in the lighting market. 
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KORD Electric Stove . . . the electric 
stove with the easily cleaned drip tray, an 
exclusive, patent pending feature. Con- 
venient, highly practical and beautifully de- 
signed. Finished in white baked enamel, 
black wrinkle or chrome. Equipped with 8 
feet of U. L. approved cord, it will plug 
into any handy outlet. So attractive it may 
t be used right in the dining room. 


mercial 


KORD Electric Products Sell Themselves 
Their finished beauty is second only to their practical 
value. A touch of the switch produces instant heat. . . 
there's no waiting warm-up period. KORD MEANS 
HEAT WHERE IT'S WANTED, WHEN IT'S WANTED, 


sturdy construction assures lasting durability. 


:. a KORD Accessories Become Household Necessities 
mercial 4 _ : ty Add these KORD quality products to your line 
it have @ and watch for new ones coming out soon. 


ighting 
KORD Fan Heater . . . a compact, light weight 
heater of a hundred uses. Equipped with 8 feet 
yrescent of U.L. approved cord it can be easily moved about 
e home to where it is needed. Beautifully finished in tan or 
in the ivory wrinkle, it makes an unusual gift item as well 
ho now as a practical household convenience. Ideal for 
e. more quickly warming a room or garage, drying hair or 
‘ia personal laundry. 


r room. 
ers Say 
res and 
3 MT. VERNON, NEW YORK 
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KitchenAid gives you a line 
worth selling—a little higher than 
most, perhaps, but with a product 
and a name that has always more 
than justified the price. 

Naturally, a bigger unit sale 
makes you a bigger, better profit. 
And then, with KitchenAid, you’ve 
got a full line to sell-up to—a 
chance for a tie-in KitchenAid cof- 
fee mill sale—and any number of 
follow-up attachment sales. 

That’s good merchandising. As 
for KitchenAid mixers, they’re the 
power-packed little brothers of the 


Why not Play for the 


BLUE CHIPS? 










ments right now! 


Hobart commercial mixers, in a 
class by themselves for perform- 
ance and dependability. If you 
don’t know the KitchenAid story, 
better ask your distributor now. 
If you do—say, we’re making ship- 


KitchenAid 


The Hobart Manufacturing Co., KitchenAid Division, 
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made one was a good salesman for a 
manufactured brooder. 


Let Work Appliances Pay for Luxury 


Daniel W. Teare, who shook the al- 


falfa out of his ears before he came to 
Washington, has a very sound theory 


of 


how to get appliances on farms. 


He meets the argument that present 
high cash income may not hold by 
going back to the 1930-40 average 
eash farm income for an explanation. 
In those years, he points out that the 


av 


erage farmer had a money return 


something as follows: 


2. 


3. 


In the cotton belt, $350 yearly cash in- 
come. 

In the great plains, $700 yearly cash 
income. 

In the corn belt, $1,250 cash income. 


Average farm income in above areas, $650. 


pe 


Mr. Teare went on to show what 
reent of their yearly cash income— 


which is what they have got to spend 
—was required to purchase equipment. 


Approximate Percentage of 
Cost Year's Income 


House wiring .... $100 15.38%, 
NO a ai a. 04 a 25 3.84% 
Annual minimum 

Sa 42 6.46%, 
Iron, washing ma- 

SS 8! 12.46%, 
Refrigerator ..... 160 24.51% 
Water pump and 

OE sipistcwas ond 75 11.53% 
BR cecseesnns | 20.76%, 
Bathroom ........ 300 46.14%, 
Water heater... .. 75 11.53% 
Annual electric 


bill for above 
(605kw.monthly) 206.40 31.75% 





TEE vncakaveekes $1,157.40 178.06% 


ev 


Obviously, points out Mr. Teare, 
en city people wouldn’t be dishing 


out that portion of their money for 
electrification. 


Mr. Téare believes that as long as 


the farmer considers electrical appli- 
ances a luxury, he is going to be very 
slow in wanting them. The point is to 
sell him on the idea of work appliances 
which will increase his income and 
out of his income he can buy the lux- 
uries his wife desires. A word Mr. 
Teare has coined is “Electro-econ- 
omy.” He declares electricity can be 


us 


ed to: 


Improve quality of farm products. 


. Preserve perishable products. 


. Decrease production costs. 


. Decrease labor requirements. 


. Establish regular monthly income. 
. Promote home subsistence. 
. Raise farm living standards. 


‘ 
2 
3 
4 
5. Facilitate vertical diversification. 
6 
7 
8 
9 


. Upgrade marginal and submarginal 
farms. 


. Increase monthly power consumption. 
. Increase purchase of electrical equip- 


ment. 


To illustrate, Mr. Teare cited fig- 


ures from his native Kansas on four 
basic applications. 


Four Jobs on Every Farm 
1. Poultry. Night lighting, by 


stimulating the pituitary glands, actu- 
ally increases egg production. A 
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water warmer is essential to maintain 
the hen’s body weight and Permit 
winter egg production. A brooder 
will keep alive a greater per 

of little chicks than an old hen, Mr, 
Teare estimates that electricity seq 
in connection with 200 laying hens 
will produce annually a $200 added in. 
come. Night lighting which Tequires 
70 kwh. annually, water warmi 
which requires 150 kwh. annually and 
brooding 500 chicks which calls for 
500 kwh. annually—a total of 72 
kwh. for the three items, can be 
proved to pay off. 


2. Parm garden. A quarter acre 
farm garden can be annually worth 
$100 to the farmer. A survey not so 
long ago shows that the average farm 
garden produced only $27 worth of 
vegetables, net. Lack of rainfall in 
the midsummer months is what holds 
down the value of a farm garden. One 
inch of water per week will hike a 
garden yield from two to ten times and 
greatly improve the quality of the out- 
put. It will permit several successive 
plantings. A water pump requires 
300 to 500 khw. annually when garden 
watering equipment is added. Hook 
up a water pump to your garden and 
it will pay dividends on itself, says Mr. 
Teare. 


3. Refrigeration. An 8 cu. ft. re- 
frigerator will net annually $100 for 
its owner. It keeps cream sweet, pre- 
vents food spoilage, preserves food 
quality. It requires 400 kwh, annv- 
ally for productive operation. It pays 
dividends to its owners by getting him 
premium markets. Some skeptics will 
say that the open market won't pay 
any more for the good products than 
the bad. That may be true, but any- 
body can build up a premium market 
for himself. 


4, The pig brooder. Fifty three 
percent of Kansas farmers produce 
pigs, averaging 9 pigs to a family. 
These farmers (and the experience is 
common for the United States) lose 
about 40 percent of the pigs that are 
born. They are killed before they are 
weaned by these reasons: organic 
weakness, chilling or being rolled on 
or stepped on by the old sow. A pig 
brooder reduces chilling and crushing 
losses and on any farm will net annu- 
ally $25 for the owner. It will save at 
least three pigs if used twice yearly. 
It consumes 50 kwh. A year, using @ 
100-watt lamps for heat if each brooder 
cares for two litters. : 

Any farm using electrical equip- 
ment on these four common farm jobs 
will earn enough money to pay for the 
other equipment, over a ten-year 
period, says Mr. Teare. The farmer 
will then be able to afford a water 
heater, bathroom, range, washer, kit- 
chen sink, radio, hand iron, and house 
wiring. 

As in as farmers see the results 
of electric applications, they are gong 


(Continued on page 202) 
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BY MORE THAN 3,000,000 FAMILIES 
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ARY 1947 « 15 CENTS 20 1 CAMADA 
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"Music Gifts for the 
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Gardens? We told your cust 


about FM radios, radio—phonograph 
combinations, television —— and, 
separate article, small radios. 
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to realize that farm electrification is 
going to pay off for them because it 
increases their profits. In a study of 
41 electrified farms in Ohio that had 
electric service from 1 to 5 years, 
every farmer interviewed, without ex- 
ceptions, stated that electric service 
Was a major factor in increasing his 
food production and decreasing his 
Jabor in the performance of specific 
farm chores. Here is a picture of 
what happened on these 41 farms: 





Percent 
Number In- 
Before After crease 
Acres in farms. . 7,586 9,630 27 
Acres (irrigated) 10 15 50 
Acres (seed corn) 105 290 176 
Milk cows....... 356 520 46 
Beef cattle (mar- 
ee 403 489 21 
Hogs (market). . 3,316 4487 35 
Meat processing 
(T per yr.).. 218 1,768 710 
Laying hens 12,530 19,447 55 
Chicks (brood- 
ed) ......... 50,025 78,750 57 
Chicks (hatched) 350,000 807,000 130 
Turkeys ........ 11,000 23,000 109 
Apples (bu. est.) 2,000 12,000 500 
Vegetables (mar- 
a ee iiee- . wane 95 


The Necessity for Demonstration 


There are two big jobs that the sma 
town dealer can take over profitably 
in this farm market. They are: 

1. Demonstrate work appliances to 
farmers. 

2. Carry repair parts and do servic- 
ing on the equipment. 





Camfield “clicks” 
without a tick! 


=~ a * wd. . = 


. and its surprising silence is just one of many reasons 
why the beautiful new Camfield “clicks” with distributors, 
dealers and consumers alike. Yes, the Camfield turns out slice 
after slice of deliciously perfect, even-textured toast that is 
always done right—to individual choice—light, dark or any- 
where in between. 

Camfield’s exclusive ‘‘equa-therm” sees to that. This ingenious 
heat control provides freedom ‘rom voltage fluctuations from 
low to peak circuit load periods; assures uniform heat for every 
setting of the color selector. 

And no disturbing tick of clock-work—equa-therm functions 
with silent efficiency. 


... other important sales features are 


®@ Automatic Pop-Up ®@ Cushioned Pop-Up 
@ Finger Trip Release @ AC-DC Current 


® Dial Regulator @ Hinged Crumb Tray , | 
| 





® Automatic Shut-Off @ Oven Type Construction 
@ Lustrous Mirror Chrome Finish 









Represented Nohonally by 
D. E. SANFORD CO. 
NEW YORK « BOSTON « PHILADELPHIA 
ATLANTA ¢@ CLEVELAND « CHICAGO 
ST. LOUIS « SAN FRANCISCO 

LOS ANGELES « DALLAS « SEATTLE 





CAMFIELD 


AutOmatic TOASTER 


*Trade Mark — Patent Pending | 


CAMFIELD MANUFACTURING COMPANY * GRAND HAVEN, MICHIGAN | the whole area will return a profit. 
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The good, grave college professors 
can talk until they are black in the 
face, they can paper the country with 
treatises on their economic discover. 
ies but it is all going to be trivia! 
until the farmer gets close enough to 
a working application to sink his 
teeth in it. All the education in the 
world is not going to do any good 
until rural people can discover where 
they can buy equipment and get it 
serviced. It is in this respect that 
Sears Roebuck with its many farm 
stores have stolen such a march on the 
independent dealer. Several years ago 
Mr. Teare couldn’t find any dealers 
with equipment, and as a result the 
REA put on a farm show. This was 
a circus tent operation that traveled 
through 27 states. Tents were pitched 
not closer than 5 miles to any town. 
Local dealers were invited to partici- 
pate and about 25 percent that showed 
up knew nothing about the electrical 


farm equipment business. Some 65 
manufacturers and 400 distributors 
traveled with the show at various 
times. 


“Even the refreshment stands served 
food that was electrically cooked,” 
says Mr. Teare. “It was estimated 
that 1,300,000 people—all farmers— 
came out and listened seriously to the 
educational features and saw the act- 
ual equipment and machinery. Every- 
thing was operating. The Gould 
pump people reported later that they 
set up 100 new dealers in one state 
as a result of this show. A checkup 
by the manufacturers exhibiting re- 

(Continued on page 204) 


A co-op may expect to lose money on certain farms on a map like this; but 
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‘We're unmasking the beauty” 


Tehing the gloves off tor! 


- 


* This is something every Eureka distributor . . . and every 
Eureka dealer . . . has got to see for himself! New Models! New 
Program! THEPLACE. Chicago Furniture Mart, Space No. 514B. 
Merchandise Mart, Space No. 1475, THE TIME. January 7th. 
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EUREKA PRODUCTS 





EUREKA WILLIAMS CORPORATION 


EUREKA 


DIVISION © DETROIT ¢ MICH, 
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e+e The Unique, Compact Model JK- 


Here it is—the latest addition to 
the JUICE KING ftamily—the 
new, compact JK-35! A maximum 
in home juicer efficiency— incorpo 
rating the Single-Stroke Handle 
and other popular JUICE KING 
features—yet designed with a unique 
compactness that makes it ideal for 


the kitchen where space ts limited 


P lished arnt “vad ename LLL 
und smooth, flowme ntours blend 
uith the most modern kitchen a 
ries. Herve ws the utmost 
fine workm hip! O, P. A. approved 
retail price, 59.9 Other JUICE KING 
“e pt ; 


m 


in beauty and 


s ; 


sad Gardens 


‘ AN Hop HOLNERERPING ATO Col 


Ae 
¥ 


NATIONAL DIE CASTING COMPANY Touhy Ave. 
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For the Finest in Home Juicers 


Seale fucce Kiseg. / 





POWERFUL NATIONAL 
ON | ADVERTISING 


Millions of JUICE KING sales 
messages will be read in the 
March, April and May issues of 
Woman's Home Companion 

Saturday Evening Post Good 
Housekeeping Better Homes 
& Gardens. Plan now to feature 


JUICE KING! 


at Lawndale Chicago 45, Ill. 


By-Product 
of R.E.A. 


eues CONTINUED FROM PAGE 202 


vealed that they sold $25 million worth 
of merchandise in the areas where the 
show had been within six months after 
it had been held.” 

The farmers came, looked, learned 
and were won over. The REA would 
like to have the dealers carry on such 
demonstrations everywhere. 

There are several ways of selling 
farmers that are not appreciated, 
points out Mr. Teare. 

One is the usual money-saving ap- 
proach. The second is the appeal to 
the desire of the farmer to provide as 
good a background for his children 
as is enjoyed by townspeople. One 
water pump manufacturer relates how 
the bringing of schoolmates home by 
the farmer’s daughter probably sells 
more water supply systems than any- 
thing else. The farm family is eager 
to have the home make a good impres- 
sion on its daughter’s friends. 


Retire on the Farm 


An angle that is not often appre- 
ciated, however, is the fact that the 
farmer declines in physical energy just 
like anybody else. The small towns of 
America are full of farmers who re- 
tired because they were unable to carry 
on with their jobs. An electrified 
farm permits a farmer to retire on 
his own farm. It takes away the haul- 
ing, the lifting and the heavy work 
that only a man in his prime can do. 
Hay curing, done by air in a mow, 
becomes a soft touch instead of the 
hottest job. Today filling a silo is 
probably the hardest job on a farm, but 
it can be eased electrically. As a 
farmer’s strength declines, he can make 
his job easier and that is the selling 
point. Most sales approaches have 
dealt with labor saving, which proves 
to a farmer that he can do the job with 
less help. During the war the lack of 
help has been driven home very seri- 
ously to him. 


Drop in Farm Prices? 


Should there be a drop in farm prices 
as happened after World War I, Mr. 
Teare has an answer for that. Always 
the producers of the raw product have 
gotten the lowest prices for them. With 
electrical equipment it is possible for 
a farmer to do a little processing of 
his own and enjoy the benefit of it 
There is nothing to prevent him freez- 
ing his strawberries and selling them 
out of season for higher prices. He 
can spread his market over months 
when these items are scarce. He can 
go after premium business. An electri 
fied farm can cut his operating costs 
and improve the quality of his prod- 
ucts. 

In the future, what are the plans of 
REA? Republicans won the election; 
will they repeal the law and throw it 
out? The answer is you can’t repeal 
an electric service system in operation. 
It is obvious that expansion will con- 
tinue until nearly all farm homes have 
electric service. 
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A BRAND NEW TABLE COMBINATION 


The most amazing electronic advancements in 


the history of the popular-priced radio field. 


Watch For 


Sensational Announcement 
SEE US JANUARY 6-18 


Chicago Furniture Show — Space I7-N 


“CALLS THE 
WORLD TO 
p Aol ET Mololeo) aa 


ee ake GeO ene Ven eed ai, (ceele] ate) F-walel,| 
CHICAGO 44 ILLINOIS 
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THESE BENDIX AUTOMATIC WASHERS were recently 
decommissioned after having done more than 320,000 
washings in 44 months at the Coast Guard Academy, 
Groton, Conn., and the Submarine Base, New 
London, Conn. Each machine averaged between 
15,000 and 17,000 washings! And they’re still in fine 


running order! 





TRANSLATED into terms of family use—say three wash- 
ings a week—each of those twenty Bendix washers 
delivered a century of service in that 44 month period. 
And you may be sure nobody babied them—they 
washed everything from dungarees to skivvies . . . 


efficiently . . . automatically! 


Unretouched photograph taken 
November 1946 at Boston, Mass. 





WHEN YOU SELL a Bendix, you're selling proved de- 
pendability in automatic washing. You’re- offering 
a machine with a nine-year record of performance, 
not only in spectacular cases like this one, but— 
what is just as impressive—in a half-million homes, 
where the Bendix earned its position as the World’s 
Most Wanted Washer. 


BENDIX HOME APPLIANCES, INC., SOUTH BEND, IND. 
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Scheduled Meetings 


Electrical Merchandising publishes in this 
column announcements of meetings, con- 
ventions or exhibitions of interest to the 
electrical home appliance industry, In- 
formation should be mailed to the News 
Editor Electrical Merchandising, 330 West 
42nd St., New York 18, N. Y., at least 60 
days in advance of the meeting date. 


HOUSEWARES SHOW 

Auditorium, Atlantic City, N. J. 

January 5-10 

Flo English, Managing Director, Hotel 
Pennsylvania, New York City 


JANUARY MARKETS 

Merchandising and Furniture Marts, 
Chicago, Ill. 

January 6-18 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Chicago, Ill. 

January 8 


NATL. ASSN. OF MUSIC MER- 
CHANTS 

Regional Conference 

Ambassador Hotel, Los Angeles, 
Calif 

January 22 and 23 

Reservations: W. E. Moffett, Birkel- 
Richardson Co., 730 West 7th St., 
Los Angeles 


AGRICULTURAL DEVELOPMENT 
CLINIC 

Fairmont Hotel, Fairmont, West Va. 

January 24 and 25 

Edison Electric Institute, Sponsor 


7TH INT. HEATING & VENTILAT- 
ING EXPOSITION 

Lakeside Hall, Cleveland, Ohio 

January 27-31 

Charles F, Roth, Manager 


SAN ANTONIO HOUSEWARES & 
APPLIANCE SHOW 


Municipal Auditorium, San Antonio, 
Texas 

February 9-12 

Committee, 2200 Alamo Nail. Bldg., 
San Antonio 


SPRING WESTERN GIFT, TOY & 
HOUSEWARES SHOW 


Civic Auditorium, San Francisco, 
Calif. 

February 9-13 

Western Merchandise Exhibitors Assn., 
323 Geary St., San Francisco 2 


9TH ANNUAL TOLEDO SPO 
& HOME SHOW ss 


Civic Auditorium, T. i 
oo 7 orium, Toledo, Ohio 


Toledo Planners Institute 





een 




















Northwest Power Assn. Warned 
Of Impending Buyer's Market 


Planning Conference 
Reviews Achievements 


The present seller’s market will 
eventually change to a buyer’s market 
and this can happen rapidly, so that it 
behooves selling organizations to gear 
up for this event. This warning was 
the keynote issued by James H. Pol- 
hemus, Portland General Electric Co., 
president of the Northwest Electric 
Light & Power Ass’n., at the planning 
conference of the Business Develop- 
ment Section of that Association in 
Seattle, November 18 and 19. Henry 
R. Kruse, Puget Sound Power & Light 
Co., section chairman, called the con- 
ference, which was attended by 32 
members including representatives of 
electrical manufacturers, wholesalers, 
contractors and dealers, besides utility 
people from the Northwest states. 


Carry on the Forum 


Patrick Johnson, vice-president of 
Puget Sound Power & Light Co., and 
immediate past president of the Asso- 
ciation, urged the group to carry on 
the intra-industry forum tried out so 
successfully last year. He recalled to 
the group that the Association had 
expanded its activities to include ap- 
pliance dealers, electrical contractors 
and a broadened membership among 
electrical manufacturers and whole- 
salers, and that now the Association 
is the only organization in this ter- 
ritory offering a common meeting 
place for all branches of the industry. 

Under the inspiration of these open- 
ing talks, the interest of the group, 
as far as electrical appliances are con- 
cerned, was centered in the report of 
the sales promotion committee, of 
which John H. Taylor, B. C. Electric 
Railway Co., is chairman. On this 
committee representing their respec- 
tive group were, G. Langtry Bell, 
Clarkson’s Limited, a long established 
dealer of Vancouver, B. C., R. D. 
Horning, manager of Seattle Electri- 
cal Contractor’s Ass’n., F. T. Brien, 
Graybar Electric Co. and O. A. Alder- 
man, Bussman Manufacturing Co., 
Seattle. The committee recommended 
that one full day of the section’s an- 
nual spring meeting be devoted again, 
as last year, to the problems of these 
groups, in an effort to coordinate sell- 
ing programs to the public. This 
recommendation was unanimously ap- 
proved by the conference. 
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The conference set May 7, 8 and 9, 
1947, as the dates for the spring meet- 
ing. which is to be held in Seattle, 
and manufacturers and wholesalers 
present expressed the belief that 1947 
models of appliances would be avail- 
able for showing at that time. The 
conference approved the change of 
name of one of its bureaus from Resi- 
dential Sales to Electric Home Bu- 
reau. The chairman is Earl A. Olsen, 
Idaho Power Co., and the bureau pro- 
posed to place considerable emphasis 
on the Home Service Committee, of 
which Evelyn Hansen, Utah Power & 
Light Co. is chairman. The bureau 
also recommended changing the func- 
tion of the Water Heating Committee, 
under R. E. Staples, Portland General 
Electric Co., from water heater stand- 
ardization to dramatizing the sale of 
water heating. Electric House Heat- 


ALL BUSINESS: The business develop- 
ment section of the Northwest Light & 
Power Assn. met recently in Seattle to 
review the year's achievements and to 
plan for the future. In the upper photo 
are Ralph E. Gale of the Idaho Power 
Co., and Henry R. Kruse, Puget Sound 
Power & Light Co., section chairman 
who called the conference. Left below 
are, left to right: G. Langtry Bell, Clark- 
son's Ltd., Vancouver, and Patrick John- 
son, Puget Sound Power & Light, past 
president of the Association. Mr. John- 
son urged continuation of the intra-in- 
dustry forum. In the right hand picture 
are Guy Davis, Pacific Power & Light 
Co., and Berkeley Snow, executive secre- 
tary of the Association. 


ing Committee is to give attention to 
auxiliary heating, under the chairman- 
ship of R. E. Sinclair, Northwestern 
Electric Co. 

The Adequate Wiring Bureau, 
under J. F. McAllister, Utah Power 
& Light Co., chairman, proposed in- 
vestigating standards and selecting 
those suitable for adoption in this ter- 
ritory. It will also analyze media for 
promoting the sale of wiring. 

- Several specialized uses of elec- 
tricity on the farm were singled out 
for study by the Rural Electric Sales 
Bureau under A. G. Mayer, Washing- 
ton Water Power Co., chairman. 

Other bureaus presenting their pro- 
posed programs to the conference 
were Commercial and Industrial Sales 
Bureau, D. O. Bergey, Northwestern 
Electric Co., chairman; Advertising 
and Publicity Bureau, Ralph Millsap, 
Portland General Electric Co., chair- 
man; Industrial Development Commit- 
tee, C. T. Bakeman, Puget Sound 
Power & Light Co., chairman. Howard 
N. Walters, B. C. Electric Railway 
Co. was appointed vice-chairman. 
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3-Purpose Lamp Stand 
tered 










Therapeutic Lamp 


(Infra-red bulb) 








Flood Lamp 


(Photo-flood bulb) 
Exclusive Patented Feature 








Instant adjustment to any 
height (39" to 60") by pat- 
ented slide fitting . . . no 
screws or thumb-nuts. 


Shade, 8%" diam., 5” 
deep. Arm extension, 18”. 
Heavy base, 102" diam. 
Finish; base, upper stem 
and shade, black ripple; 
balance, polished chrome. 
Equipped with porcelain 
socket, feed-thru switch, 
9% ft. cord set. Shipping 
weight, 20 lbs. 














Sensationally Priced for 


Big Volume Selling . . $14 List 
Immediate Delivery 





O QUreS Manufacturing Company 


DECATUR, EILLINOIS 


Pioneers in Lighting Equipment . . . Since 1880 
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THE MUSIC GOES round and round in here. Two visitors to the New Post-War 
Products Exposition in Detroit explore the possibilities of the Ansley Dynatone, one 
of several new appliances introduced there. 


New Appliances Bow at Detroit 
Post-War Products Exposition 


Ansley, Brush and 
WWDT Displays Popular 


Three new electrical devices made 
their first bows to the public and a 
host of old familiar appliances also 
trotted out to curtsey to a long-lonely 
buying public at the New Post-War 
Products Exposition held at Detroit’s 
Convention Hall recently. 

Although the Ansley Dynatone has 
been attracting a great deal of public 
interest for some time at the Radio 
City Sales Co. where it has been on 
exclusive display for this area, the 
Exposition gave the general public its 
first view of the instrument. 

As deliveries are expected around 
the first of the year, even those who 
had previously shown interest in the 
versatile instrument concentrated on 
its exclusive features. 

The Dynatone is really four in- 
struments in one—harpsichord, con- 
cert grand piano, radio, and phono- 
graph. Made without a sounding 
board, each note is electronically am- 
plified through a microphone back of 
the strings. 

It shared the title of show-stopper 
with the television display put on by 
The Detroit News station WWDT as 
crowds of visitors to the Exposition 
clustered around the two exhibits. 


Mail-A-Voice Shown 


So new that a unit had to be air- 
mailed in to be on time for the show is 
the Mail-A-Voice which is made by 
Brush Development Co. of Cleveland 
and distributed here by Central Radio 
Service. 

Although similar to a phonograph 
in appearance, the Mail-A-Voice re- 
cords by means of electrical magne- 
tism on a specially prepared black 
paper disc. The paper can be folded 
for mailing or filing. The instrument, 
which retails at $49.50, is expected 
to replace the dictaphone in many situ- 
ations. 

Other items displayed by Central 
Radio included Operadio, a public ad- 
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dress system with possibilities as a 
plant broadcaster; the G-E portable 
radio; Tolelite, a portable fluorescent 
lamp; a portable megaphone made by 
Newcomb Audio Products Co.; 
Flexiphone, an inter-communications 
system; and Sun-Kraft Health Lamp. 

Superior Lamp Co. of 4742 Fischer 
St. made its first presentation of its 
switchless floor lamp. Each of the 
three bulbs light separately in response 
to a central control. An electric 
cigarette lighter is built into each 
stand, The lighters are also made 
separately for end-table use. 

The Colonial Lighting Co., Inc., had 
an extensive display of cold cathode 
fluorescent lamps and fixtures for 
commercial and industrial use. 


More Displays 


Among the larger displays of stand- 
ard appliances was the William Dear- 
born Appliance Co. of 16856 Schaefer 
Highway. They offered the Pureaire 
Kitchen complete with stove and re- 
frigerator for small apartments; Speed 
Queen and Universal washing ma- 
chines; Gibson refrigerators, home 
freezers, and electric ranges; Sun- 
Kraft ultra-violet ray lamps; G-E re- 
frigerators and ranges; the Crosley 
Shelvadore; Philco and Howard ra- 
dios; Handyhot automatic hand irons; 
and the Filter Queen vacuum cleaner. 

Safe-Way Sales Corp. of 8635—12th 
Street displayed Madison radios and 
Markel, Bergair and Noma electric 
heaters. 

The Economical Radio and Appli- 
ance Co. of 3409 Cass Ave., devoted 
space to Garod Radios, Armstrong 
FM radios, and Hotpoint washers, re- 
frigerators, electric stoves, and ventil- 
ating fans. 

The Callanan Brown, Inc., of 13330 
Grand River Ave., show space was di- 
vided into three sections—radios, tires, 
and major appliances. In the radio 
section were Westinghouse, Philco, 
RCA, Crosley, and Zenith. 

Among the appliances shown were 
Philco and Westinghouse refrigera- 
tors, Westinghouse stoves, Presteline 
electric stoves, Speed Queen washers, 
and Deepfreeze. 
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YOUR OWN 


CUSTOMERS 
HAD A HAND 


Scleut Scour 
DESIGN 


























Credit where credit is due. And credit for | 
many of the new improvements in this Silent 
Sioux line must go to your customers. Yes, your 
own customers had a hand in Silent Sioux 
design. Their suggestions, their ideas in what 
they need in oil burner heating, all have been 
incorporated with many other new features 
to give greater safety, comfort and conveni- 
ence. Tailor-made to your customer's needs 
and today’s new market... no wonder the 
demand for Silent Sioux is so great. 


Complete illustrations and all specifications 
are available in our portfolio, so write today 
for your free copy and see for yourself the 
many advantages of this new, and what 
promises to become one of 
America’s fastest selling lines. 
Silent Sioux Oil Burner Corpo- 





tation, Orange City, Iowa. 








PIONEERS IN GOOD HEATING 
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Easy to sell because the Handyhot Portable Electric Washer 
uses the same oscillating action as well accepted standard 
washer models. Smooth, 3-blade aluminum agitator is deep- 
set to give thorough cleansing action, keep clothes and water 
in constant motion and wash even the daintiest pieces gently 
and safely. 


A proven product further improved 


Now in permanent stainless steel with a larger, more durable 
tub and attractive modern design. Washes up to 3 lbs. of dry 
clothes. So light in weight it is easily filled at sink, carried to 
stove for sterilizing or stored away in small space. 


Sells everywhere because a convenient second washer in every 
home—for smaller, in-between washings—especially desirable 
for baby’s clothes—ideal for apartment dwellers. Retail price 
$36.95. 


Smaller size porcelain washer also available 


Little Magic Wringer fits both washers. 
Retail price $6.95. 


Other DeLuxe Handyhot Table Appliances 
are now available 


A desirable companion item to the Handy- 
hot Portable Electric Washer is the Handyhot 
Streamlined Automatic Iron with finger-tip con- 
trol dial selecting the correct heat for each 
fabric. Large aluminum alloy sole plate has 
bevelled edge; gives fast, uniform heat. Iron is 
beautifully finished in polished chromium with 
large, comfortable black bakelite handle. Weighs 
only 3 lbs. Retail price $8.95. 
Handyhot Appliances are sold exclusively through 


regularly appointed Handyhot electrical and hard- 
ware distributors. 








TOASTERS See Your Distributor Today 


CHICAGO ELECTRIC MANUFACTURING COMPANY 


Quality Electrical Products Since 1903 
6333 West 65th Street, Chicago 38, Illinois 





SUNKIST 
JUICITS HEATERS 
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Economists Foresee End of 
Price Inflation in 1947 





Expect Business 
Will Also Decline How Would You Vote? 


: Here are the answers that 72 
According to many appliance execu- non-government economists gave 
tives, the year 1947 will see the end of to the recent F. W. Dodge sury 

the seller’s market and according to 72 on the end of price inflation, 7 
non-government economists this year To the question, “When do you 
will also mark the end of price in- expect the highest price level and 
flation. the subsequent price recession to 


Thomas S. Holden, president of the occur ?” 
F. W. Dodge Corp., recently con- n 
ducted a poll among economic consul- Fifty-three said—before the end 
tants and economists connected with of 1947. ss 
business, universities and research One said—within 18 months. 
organizations which revealed a general Twelve said—after 1947. 
expectancy of an early peak in general Six—hedged. 
commodity prices, followed by a down- Fifty of the 53 who expect a 
ward trend. price recession also look for a 

Fifty-three of the respondees ex- recession in business activity, com- 
pected the peak to occur and the gen- monly called a depression. They 
eral price recession to start before were asked how serious they 
the end of setae = but three . thought it would be. 
these anticipated the downswing o - i 
commodity prices to be accompanied Twenty-three said—mild. 
by a business recession. Only one Twenty-four said—moderately seri- 
out of the 50 expects the recession to = 
reach serious proportions, while 23 One said—bad. 
think it will be mild and 24 feel that Two—didn't know. 
it will be “mildly serious.” What about consumer goods? 

Look for Buyers’ Strikes Most said—prices will start down 


during the spring of 1947. 
Eighteen said—prices will begin to 
drop during 1946. 
Sixty-six percent said—the down- 
swing will last less than 12 


Important to dealers is the fact that 
half of these 50 expect buyers’ strikes. 
Two-thirds look for inventory troubles 
and reduced business profits. 

A composite of the views expressed 





on the timing of the price and business manne. : 
recession follows: consumer goods The 53 who expected a price 
would reach a price peak and turn peak before the end of 1947 were 
down during the spring of 1947, build- asked how high they thought prices 
ing materials around the middle of would go by the end of 1946 in 
the year, other durable goods in the relation to the Bureau of Labor 
second half of 1947, Eighteen of the figure for August 24—128.4. 


economists expected the turn in con- 
sumer goods prices before the end 
of 1946. With regard to duration of 
the downswing, two-thirds expect it 
to last less than twelve months in con- 
sumer goods prices, 60 percent expect 
less than twelve months of down- 
swing in building materials prices, 
and 55 percent expect less than 12 
months of declining prices in durable 
goods other than building materials. 


Five said—they will decline. 

Eight said—they won't change. 

Twenty-eight said—they'll go up 
from 2 to 9 points. 

Seven said—they'll go up more 
than 10 points. 

The average was—about a five 
point increase. 














General conclusion of the survey flation has very nearly run its course, 
was that a majority of the economists while the minority expect it to run into 
consider that commodity price in- 1948 or beyond. 














STATE FAIR, TEXAS: Vital statistics of the recent electrical show at the Texas 
State Fair, Dallas, include 40 exhibits showing products of 200 manufacturers to some 
750,000 spectators. 
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EVERY STAR. 






AAS IWS POINTS 


With a choice of five streamlined 
financing plans, each with its own 
strong selling points, you can really 
write your own ticket on the kind 
you want, and be sure that it will get 
you the most volume and profit your 


market can yield. 


From experience, we know that you 


can get more profit on your financed 




















sales than from cash customers. We 
know that our credit selection is so 
sound, it will comb out maximum 
volume on practically a 100% loss- 


free basis. 


Why don’t you call in a Commercial 
Credit representative and let him help 
you pick the one “‘star’’ plan that 


best fits your particular business ? 














COMMERCIAL CREDIT CORPORATION 


BALTIMORE, MARYLAND 
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It takes an 
old-timer’s judgment 






























..-tO pick tomorrow’s champs 


-»-and to pick the best appliance or radio lines! 
Among the many reasons why Graybar dealers can look 
forward to a profitable future are these: (1) Graybar 
is a solidly established, thoroughly experienced distributor 

-an “old-timer” with the judgment it takes to pick, from 
the hundreds of new and old lines that are available today, 
those lines which will be the best sellers tomorrow. (2) 
Graybar is an independent distributing organization . . . is 


free to select those lines that promise to be most popular, 


— 


CO 


MAJOR 
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APPLIANCES - 


eS 


TRAFFIC APPLIANCES - 


and most profitable for its dealers . . . is free to make mer- 
chandising recommendations in your best interest. 

From the district Graybar organization which serves 
them, Graybar dealers in every section of the nation get 
time-saving deliveries of fast-selling lines—plus a wealth 
of profit-building merchandising ideas. For information 
about a Graybar dealership, write Merchandising Depart- 
ment, Graybar Electric Company, Graybar Building, New 
York 17, N. Y. 4711 


o2ee Gn independent 
distributor with a 
talent for picking 


best-sellers 


HOME RADIO 
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BLEW IN: L. A. Williams, Jr., South 
Wind, and J. S. Knowlson, all of Stewart- 
Warner. 


Stewart-Warner Shows 
South-Wind Heater 


Surrounded by elaborate installation 
models, press representatives who 
gathered at New York’s Waldorf 
Astoria late in November heard Lynn 
A. Williams, Jr., vice-president of 
Stewart-Warner Corp., introduce the 
South Wind home heating unit, a 
domestic adaptation of the corpora- 
tion’s famous aircraft heater. 

Mr. Williams described the basic 
concept of the South Wind heater as, 
. . a separate tiny furnace, about 
the size of a suitcase, that can be 
hidden away in each zone of the house, 
with individualized thermostatic zone 
control, and with a modulated flow of 
heat in which the output is adjusted 
gradually to the requirements of the 
rooms, and not by turning the device 
off and on.” 


Convenient Size 


Mr. Williams said that the unit has 
sufficient capacity to heat about two 
and one-half rooms. The heating unit 
is 14 inches wide, so that it fits readily 
between studs or joists. It is about 
30 inches long and about 94 inches 
thick. Weight without the cabinet is 
45 pounds; with the cabinet, 70 
pounds. 

The key feature of the South Wind, 
as described by Mr. Williams, is the 
sealed flame system, making it possible 
for it to burn the fuel (gas) in a con- 
fined, sealed space. One of the chief 
selling points, he pointed out, is that 
the unit takes up no usable space in the 
home, but may be tucked away in 
walls, ceilings, or floors. 

“The fire,” he said, “is completely 
sealed up, and it is fed with air from 
outside the house. It also discharges 
outside the house.” He also cited the 
quietness of operation, the stainless 
steel heating element, and easy instal- 
lation and service. 

“We are able to announce that we 
have completed the development work 
and that we are now well along in a 
program of manufacturing these new 
and revolutionary heating devices in 
very large quantities,” Mr. Williams 
declared. 

When the company originally 
started conversion, however, the prob- 
lem was not so simple. The units 
which had been so successful in air- 
planes were not well-adapted to homes. 
They burned gasoline, they were noisy, 
and they required a good deal of at- 
tention. It took Stewart-Warner two 
and one-half years to lick those bugs 
and others that cropped up during 
development. 











LEADERSHIP IN 1946 


More Goods Shipped to More Markets— Now at a Greater Unit 
and Dollar Volume Than Ever Before 


All during 1946—a year of critical material short- 
ages, labor problems and burdensome regulations 
—Emerson Radio produced and shipped ever 
increasing quantities of the quality goods that 
were in demand — that distributors and dealers 
could sell, and sell at a profit. 


A gratified public and thousands of prosperous 
dealers have expressed their thanks for the 





BETTER Style, Tone, Performance and Value of 
the Emerson Radio products they received, and 
for the methods of their allocation. 


While making enormous progress — while 
strengthening the market position of its distribu- 
tors and dealers in every territory — Emerson 
Radio has made every sound provision for the 
“buyers’ market” of tomorrow. 


Es ALAA) 


1947 


With: production climbing—with many new prod- 
uct developments in process—with resources and 
facilities equal to the great opportunities which 
lie ahead in radio and television—the even 
wider market progress of Emerson Radio 
is clearly charted and soundly assured. 








With new and more aggressive advertising, sales 
promotion and field service programs now crystal- 
lized and in operation, Emerson Radio and its dis- 
tributors and dealers are set to maintain 


their leadership again in 1947. 
Watch for important announcements! 


{ 
} 





Television 


The “INDISPENSABLE LINE” 









in EVERY RETAIL OPERATION 








EMERSON RADIO AND PHONOGRAPH CORPORATION e NEW YORK II, N.Y. 
W orld’s Largest Maker of Small Radio 
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Available as illustrated, 
with tray lifter, or without. 


Everybody is happy to welcome the new, improved postwar 
version of Inland’s famed Shucker Ice Cube Tray. 

Refrigeration makers, jobbers, dealers, and users, see at a 
glance that it is structurally sturdier in every actuating part— 
with streamlined beauty to match! 

And as always, a demonstration of the Shucker Tray’s utter 
simplicity and super-swift delivery of any quantity of ice cubes, 
full sized and dry, marks the beginning of a quick and profit- 
able sale. For prices and details write to 


INLAND MANUFACTURING DIVISION 
General Motors Corporation, Dayton, Obio 
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$2 Billion Appliance 
Market Predicted 


A $2 billion market for electrical 
appliances during the next ten years 
was predicted by Irene Cary in the 
November 1 issue of Domestic Com. 
merce, monthly publication of the 
U. S. Department of Commerce. Miss 
Carey said that this market depends 
upon the construction of between seven 
to ten million new homes during that 
period. 

“The growing tendency toward liy- 
ing in apartment houses and the de- 
cline in the size of home units has 
created a market for small electrical 
devices which make housekeeping 
easier and more pleasant,” she said, 
“The obsolescence and mechanical 
failure of many old models, moreover, 
should tend to swell the volume of 
sales, The rural field also holds great 
promise. In 1942, according to the 
Department of Agriculture, only 60 
percent of rural dwellings had elec- 
tricity, 70 percent had radios, 39 per- 
cent had mechanical refrigerators, and 
24 percent had electric or gas stoves,” 

The author declared that in 1944 
and 1945 some 7,000 new dealers en- 
tered the appliance and radio fields 
and many existing firms established 
new branches. These expansions were 
only partially offset by 800 failures, 
She advised dealers not to overestim- 
ate the market and to carefully con- 
sider the competition, ability to obtain 
merchandise under present conditions, 
and the adequacy of capital. 


REMA Asks Congress Probe 
of Materials Shortages 


Calling for a congressional com- 
mittee to investigate a serious short- 
age of materials, the refrigeration in- 
dustry last month backed up a state- 
ment by H. F. Spoehrer, president of 
Refrigeration Equipment Manufactur- 
ers Association, that lashed the CPA 
for channeling pig iron and iron cast- 
ings away from the producers of re- 
frigeration equipment. 

Asserting that the industry as a 
body is heartily in favor of vet- 
erans’ housing, spokesmen for the 
association said that those objectives 
are not only not being attained but, 
“vital materials are being taken from 
manufacturers of refrigeration equip- 
ment and other industries. . . it is 
time for the entire situation to be 
examined by Congress.” 

The industry’s troubles became 
acute during the fall as a result of a 
CPA order restricting the use of pig 
iron and iron castings to manufac- 
turers of plumbing fixtures for veter- 
ans’ homes, thus slowing refrigerator 
production as much as 50 percent, ac- 
cording to the REMA. 


NERA Plans Publication 
of Appliance Trade-in Guide 


The Electrical Appliance Trade-In 
Guide, a handbook based on thousands 
of “as is” figures gathered from re- 
tailers in all sections of the country, 
will be ready for distribution some- 
time during the first part of the year, 
the National Electrical Retailers Asso- 
ciation, announced recently. Copies 
will bé mailed free to NERA mem- 
bers. Extra copies may be purchased 
from the Electric Appliance Trade-In 
Guide Co., a NERA subsidiary, 116 
South Carroll St., Madison, Wis. 
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What Door Chimes assure 
low inventory— FASTER 
TURNOVER..... 


s 
dind What Door Chimes sur- 
leas pass all others in clear, 


@= melodious TONE..... 





What Door Chimes afford 
exclusive NORMAN BEL 
GEDDES design-suprem- 
Peer 





What Door Chimes are 


asked for by name—in 
EVERY sales area..... 


What Door Chimes pro- 
vide “RHYTHM-MASTER” 
split-second chime-se- 


@=p quence control..... 


What Door Chimes are AD- 
VERTISED to more millions 
than all other chimes com- 
bined..... 





What Door Chimes have always 
led the industry in engineering 
standards, beauty and CON- 
SUMER PREFERENCE..... 





What Door Chimes include “FLOAT- 
ING PERCUSSION”—the most im- 
portant development ever made in 
Chime engineering..... 





What Door Chimes are YOUR BEST BUY-- 
for profit, quick-sale-—less servicing, and 


. More than 150 
lasting performance..... 


MILLION AD- 
VERTISEMENTS 
will help you 
sell Rittenhouse 
Chimes in 1947. 





Thats Right, the answer is... 


‘ ° et coe, Se eet Tey ae mea 

5 fi: RRR tay 
of things they will live with and chersh—che iaherent crafts. 
mmanship 40d metiow voae of Rimenhouse Door Chimes bring 
beauty, charm and a0 arrening way of sying “A guest is 
4 your door” 

Aad only ia Riaeahouse enpimerred chimes will you bod 
the remarkable oew “Floating Percussion” mechaniam the 
out thet is seming sew sundards of chime performance sad 

* 


DOOR CHIMES 


Honeoye Falls, N. Y. 


‘The Rimenhouse Company. lac, Hoseoye Falls New York 


RITTENHOUSE 








THE RITTENHOUSE COMPANY, INC. 
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Merge Use of Lockers, 
Freezers, Says Smith 


Savings for farm families who sup- 
plement their home freezers with 
space in locker plants were predicted 
by J. A. Smith, Frigidaire locker plant 
specialist, speaking at the recent 
Fourth All-Industry Refrigeration and 
Air Conditioning Exposition in Cleve. 
land. 

Mr. Smith, addressing a meeting of 
the National Frozen Food Associa- 
tion, revealed that a farm family of 
five persons, requiring 14 cubic feet 
of frozen food storage space, could 
save about $239 on an initial inyest- 
ment for a home freezer and realize 
$35 more in savings on yearly opera- 
tional expense by a combined service 
plan. “Instead of buying a 14-cubic 
foot home freezer for about $505,” he 
explained, “the rural householder can 
hold the initial cost down to about 
$266 for an eight-cubic foot model. By 
renting and additional six cubic feet 
of storage space at a locker plant, 
he can enjoy the benefits and advan 
tages of both facilities.” 








He declared that the combination 
would afford other advantages besides 
savings. He mentioned the conveni- 
ence of the arrangement—with the 
freezer in the farm kitchen and 
additional space in a locker plant. “A 
minimum food preparation effort is 
required,” he said; “commercially 
frozen foods may be stored; the prob- 
lem of feeding seasonal help is re- 
duced, and skilled locker employees 
can handle the family’s meat supply, 
thus eliminating troublesome barn- 
yard butchering.” 

“Even the locker plant does not 
provide all of the facilities required,” 
he continued. “Convenient frozen 
food handling calls for storage space 
in the home. By combining home 
freezer and locker plant facilities, the 
farm family can have all conveniences 
and advantages for comparatively little 
money.” 


Apex Production 
Hits All-time High 


Despite serious shortages, unit pro- 
duction of electric vacuum cleaners, 
washers and ironers has reached a 
new all-time high at the Cleveland 
and Sandusky, Ohio, plants of the 
Apex Electrical Mfg. Co. The an- 
nouncement came from C. G. Frantz, 
president. Apex made 46,685 cleaners, 
washers and ironers last October, as 
against 29,041 for October of 1941. 
And up to the end of October, 1946, 
301,990 units were turned out; the 
figure for 1941 stood at 244,104 for 
the same period. The current rate of 
production—more than 2000 units 4 
day—is looked on as proof of the suc- 
cess of Apex’s wage incentive system. 
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Anmeunciiy \Mt SENSATIONAL NEW 
FLORENCE iter” 












































The Greatest Step [érward 
tia Broiler Design in Years / 


Just imagine what a hit this new Florence 
Broilercue will make with housewives! 
It does all three — broils, roasts and 
barbecues. Furthermore, 2-oven conven- 
ience means that hot breads and casse- 
roles, for instance, may be taken from the 





oven at the same time a roast or steak is ready 
in the Broilercue. Packed with exclusive fea- 
tures that add new ease and efficiency every 
housewife will want. 


LOOK FOR IT ON DISPLAY 
AT THE JANUARY MARKETS 
CHICAGO - NEW YORK - HIGH POINT 





SP 





GAS RANGE! 


featuring 
THE NEW SWING-OUT FLORENCE 


Grotlereue* 
and other great “sell-on-sight’ features! 


v Completely New Streamlined Turret- 
Top Design—United and Divided 


# 2-Oven Convenience 
- w Famous Florence Baking Oven 
# Easily serviced from the top 
& New C-Quik Gas Cock Handles 
v New De Luxe Top Light, 
Combination Telechron Electric Clock 
and Time Reminder, Utility Outlet 


T'S new design inside and out! It’s a two- 
I oven range in one! It has the new Florence 
Swing-Out Broilercue* with features never 
before seen in any gas range! It’s the result of 
the greatest housewife survey ever conducted 
in the industry — and more than 70 years of 
Florence experience. Be sure to see the new 
Florence “Registered” Gas Range at the Janu- 
ary markets. It’s the business-like thing to do! 

*Patents applied for 














ONLY FLORENCE OFFERS FOCUSED HEAT 


The arched Broilercue roof is designed to 
distribute penetrating radiant heat over en- 
tire broiling surface. Result: More delicious, 
more healthful food withminimumshrinkage. 





FLORENCE STOVE COM- 
PANY .. . General Sales 
Offices and Plant: Gardner, 

ass. Western Sales Offices 
and Plant: Kankakee, Il. 
Southern Plant: Lewisburg, 
Tenn. Other Sales Offices: 
One Park Ave., N. Y.; 1459 
Merchandise Mart, Chicago; 
53 AlabamaSt.S.W., Atlanta; 
301 No. Market St., Dallas. 








SO 
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ELECTRIC RANGES 


Gas Ranges + Oil Heaters 
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HAND SCULPTURED 
HANDLE 


NAPCO SALES POLICY 


Manufacturer direct to Dealer... means 
; SUPERIOR QUALITY at a lower consumer 

price. Investigate the sales possibilities of this 
outstanding iron. Watch for future Napco prod- 
ucts to be announced soon. . . get acquainted 
with the Napco Line! Write factory direct. 


Vorth _Aanvtete P roducts Company . 


WAYNE MICHIGAN 
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Florida-Georgia Survey Sees 
$10 Million Appliance Market 


Utility Dealer Book 


Outlines Policies 


Ready for a realization of post-war 
appliance markets are the Florida 
Power Corp. and the Georgia Power 
and Light Co. A handsome Dealer 
Cooperative Sales Manual recently 
published by the company contains 
the results of a market survey reveal- 
ing a selling opportunity for $10,006,- 
800 worth of electrical appliances and 
equipment, $8,891,817 of which will be 
spent by homemakers in their terri- 
tory. 

The survey indicates that their cus- 
tomers want and are ready to buy 
20,868 refrigerators, 11,628 electric 
ranges and 11,394 electric water heat- 
ers—a total of $5,912,502. 


9,830 Washers 


Potential purchases of laundry equip- 
ment include 7,257 conventional 
washers, 2,673 automatic washers and 
11,106 ironers, purchases which will 
amount to $1,094,160. 

Other totals of potential appliance 
purchases are: 762 roasters, 429 dis- 
posals, 814 dish washers, 2,073 attic 
fans, 5,189 toasters, 509 grills, 1,556 
coffee makers, 2,184 waffle irons, 
2,944 food mixers, 2,977 electric fans, 
723 space heaters, 4,437 radios, 4,933 
vacuum cleaners, 5,850 electric irons, 
1,685 sewing machines, 2,311 water 
pumps, 74 room coolers, 1,370 home 
freezers, 2,989 I.E.S. lamps and 945,000 
lamp bulbs. 

The book predicts a sale of 22,941 
appliances to replace major competi- 
tive appliances—a dollar value of 
$3,101,217. Some 5,255 new home 
builders want all-electric homes, a de- 
sire which represents an expenditure 
of $2,283,980. The survey showed 
that 4,388 customers want all-electric 
kitchens. 

The replacement market for major 
electrical appliances is estimated at 
5,184 items, totaling $798,620. 

One section of the sales manual deals 
with the importance of adequate wir- 
ing to the appliance dealer. Appli- 
ances new either in conception or as 
replacements will require outlets and 
wiring to carry the loads. Some 5,000 
customers, the survey reports, want 
more convenience outlets, switches or 
rewiring jobs in their present homes, 
a business amounting to over $400,000. 


Dealer Policy 


The company’s dealer policy is ex- 
plained in another chapter. The utili- 
ties have decided to discontinue the 
selling of merchandise, but will make 
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sales representatives available to assist 
dealers. They will not finance any 
appliance sales contracts. They ex- 
pect every dealer of major appliances 
to provide the necessary servicing 
facilities to service his own products, 
but will provide trained service per. 
sonnel to assist in the instructing of 
dealer service men. 

Dealer aids to be provided by the 
utilities include a dealer coordinator 
who will assist dealers in their merch- 
andise problems, salesmen training, 
and will interpret cooperative policies 
and service rates. Residential sales 
representatives will maintain personal 
customer contacts; home service ad- 
visers will conduct training classes for 
dealer employees, demonstrate appli- 
ances and teach their use, and prepare 
recommendations for modern electric 
kitchens and adequate wiring. Other 
dealer aids include a dealer publica- 
tion, floor and window displays and 
advertising. 

A sales potential of $1,115,000 is 
estimated by the survey for the com- 
mercial market. This includes $47,400 
for cooking and baking, $6,500 for 
water heating, $6,200 for other types 
of heating, $336,400 for wiring jobs, 
$39,000 for motor applications, $62,- 
500 for refrigeration, $279,000 for air 
conditioning, and $338,000 for lighting 
installations. 


Duo-Therm Teaches Dealers 
By Controlled Service Plan 


Reduction of installation and service 
of Duo-Therm space and water heat- 
ers to a simple, uniform procedure has 
been the aim of the Duo-Therm Con- 
trolled Service Plan, presented by the 
company’s distributors throughout the 
country as an educational package for 
dealers. 

The plan, which reflects the com- 
bined service of field engineers and 
service department personnel, wraps 
up installation and service in a factory- 
prepared presentation. Actual cut- 
aways, as well as a series of blow-up 
diagrams mounted on a large easel, are 
used by various speakers to illustrate 
each point in the presentation. Ac- 
companying the program is a pocket 
manual which is distributed to every 
dealer in attendance at the meetings. 

According to the company, a divi- 
sion of the Motor Wheel Corp., many 
meetings have attracted as many as 
300 persons. The meetings started 
early in the fall and will be continued 
until every territory has been covered. 


om, REP FY 


CONTROLLED SERVICE of Duo-Therm space and water heaters brought these 
dealers together in Raleigh, N. C., to learn the company's new method of reducing 
installation and service of its products to a simple, uniform procedure. The meeting 
was arranged by the Carolina Sales Corp., Duo-Therm distributors. 
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Answer to a urning Question 


What would the master do next, 
thought Bridget, when that enter- 
prising gentleman ordered an open- 
ing cut through her kitchen wall 
to the chimney behind it. But by 
next Thursday-off, she was boasting 
of the ingenious arrangement in her 
house whereby garbage vanished 
into the flames of the new-fangled incinerator. 


grammed by House & Garden in 
1917 was a long way from the sleek 
electric garbage disposal sink of 
today... but progressive families 
welcomed it as a forward step of 
the times. Today, House & Garden 
continues to report new trends in 
household efficiency, new trends 
in living ... continues to influence the planning 
and the purchases of top families everywhere. 


House & Garden 


sells America’s most influential families 





This built-in method of garbage removal dia- 
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WITH YEAR-AROUND PROFITS ASSURED BY 
THE COMPLETE SILENT BREEZE SELLING PLAN 





Here you have it—just what you've been look- 


"site hieny Payment Plan 
Cads 5-Point Program 


1. WINTER SELLING—Ma 
DEFERRED PAYMENT PL 
pendability that provides a complete change day 


ing for to boost appliance sales and to in- 
crease appliance profits: A rich and virtually 


untapped market . . . a product of proved de- 


de easy with the Silent Breeze 
AN. Customers can “ 

n “order to- 
cane P 

= art payments in May! Forcefully put across in 
Paper ads prepared for dealer use. Opens Up an en 


factory or public buildings in just a few min- irely new era in selling ventilating fans, 


utes ... plus a complete, hard-hitting selling rose ON os 
newspaper campaign for the big f 
3. NATIONAL ADVERTISIN 
and winter local Campaigns 
consumer magazines. 


of healthful, invigorating air for home, shop, 


. bya hard-hitting dealer 
program that produces profitable sales in sea- la 

son and out—the year-around. wees 
: G Backing up both summer 


So cash in on this tremendous, ready-made ~—and in-between— 


"a , in leading 
market for ventilating fans by selling the prod- 
4. SALES PROMOTION AIDS— 
and many other Sales-builders 
the customer's eye! 


uct that offers maximum profit opportunities Leaflets, folders dieple 
’ ys 


and maximum selling assistance. Write or wire {0 keep Silent Breeze j 
ollent Breeze in 


today for complete details on Silent Breeze 
5. SELECTION AND INSTAL- 
LATION MANUAL—A handy 4g. 
Page guide for every dealer 
with complete data to make 
every installation a Success! 
Most comprehensive book of its 
kind ever Published. Write for it. 


Ventilating Fans. 


HOLCOMB & HOKE MFG. COMPANY, INC. 


1549 Van Buren Street + Indianapolis 7, Indiana 














VENTILATING FANS See our Exhibit—7th International Heating & Ventilating— 


January 27th-3lst, 1947, Cleveland, Ohie 
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Britain Will Permit Imports 
Of U. S. Washers and Fans 


The British Board of Trade recently 
announced a list of American products 
which may be imported into the Uni- 
ted Kingdom in limited quantities, it 
has been reported by the Office of 
International Trade. U. S. Department 
of Commerce. Included on the list are 
domestic electric fans, complete with 
motors, domestic electric washing ma- 
chines, electric light bulbs, and elec- 
tric switches. 

Each .American producer is_per- 
mitted to ship a yearly amount of each 
item not to exceed 20-percent of the 
value of his average annual shipments 
of the item to the United Kingdom 
during the base years of 1936, 1937 
and 1938. For the remainder of 1946 
the quota for each producer is 10 
percent of the average annual amount 
of his shipments in the base years. 


Bullfights Via Television; 
RCA Sets Up in Latin America 


Knowing with its usual canniness, 
what the people want, RCA im- 
pressed Latin America with its recent 
televising of a bullfight in Mexico 
City’s new bullring, Plaza Mexico, 
Staged asva feature of the First Inter- 
American Broadcast Congress, the 
first transmission of bullfighting was 
brought to 7,500 spectators at the 
Hotel del Prado, six miles away. Ac- 
cording to Meade Brunet, managing 
director of RCA International, some 
32,500 persons saw not only the bull- 
fights but fashion shows and other 
subjects during a five-day exhibition. 
Said John F. Royal, vice-president of 
NBC in charge of video, “The Image 
Orthicon Camera and the telephoto 
lens are now as much a part of bull- 
fighting as the sword and the cape.” 

Success was assured when pop- 
eyed bullfight fans jammed up in front 
of the receivers of the Prado and re- 
fused to budge until special police were 
called in to make room for the fans 
still clamoring on the outside. 


End of 1946 Sees 
90 FM Stations in U. S. 


That the number of FM broadcast- 
ing stations is jumping in the United 
States is revealed by a recent release 
from the Federal Communications 
Commission. The end of 1946 sees 90 
stations operating, compared with 46 
during the war and 67 last Septem- 
ber. Most of the new stations are 
operating on the new frequency in the 
80 to 100 band, although 27 are still 
continuing on the old channels below 
50 megacycles, pending the time they 
get equipment with which to make the 
change. 

It is believed that the list will con- 
tinue to grow until there are at least 
500 FM stations in the United States. 


Aero Needle Launches 
UHF Needle Promotion 


The Aero Needle Co., Chicago, last 
month launched a nation-wide promo- 
tion for its new Aeropoint Emerald 
UHF (Ultra High Frequency) jewel- 
tipped phonograph needle. Backed by 
a national advertising campaign, the 
promotion also provides emerald 
gold counter display cards for dealers. 
According to the company, the new 
needle reproduces even difficult high 
notes with fidelity and will play for 
up to two years under average use. 
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HOW_TO GIVE YOUR CUSTOMERS 
















RECOMMEND AND SELL 


\ Slectresteem 


Reg. U. S. Pat. Off. 


> PORTABLE STEAM RADIATORS 


The “easy money” days are over ... and the public once 
again demands VALUE! You can best meet this demand 
with performance-proved Electresteem Radiators. It’s so 
easy to demonstrate the difference . . . the many exclusive 
advantages of Electresteem over similar heatirg units. No 
wonder you stay “On the Profit Beam with Electresteem!” 





























NO SERVICE WORRIES 
FE, CLEAN, HEALTHY, THRIFTY 
AM HEAT from a WALL PLUG 


No switches, valves or other moving parts to get out of order. 
Dependable service guaranteed by sound engineering and 
top-quality production. Every sale means another lifetime sat- 


isfied customer. 
Here’s the Secret of ( ‘ Only 34" of 
aft at a time, fed 
(( \ from main body 
Slectresteem of cater ot aoe 


Over-all Superiority! oe oe 





shot into radia- 
tor with water 
bubble broken 
above water 
line, creating 


Only Electresteem offers dual hotter steam. 

















steam heating at no extra cost. Boiling water RETAIL ¢ 35 
It provides forced steam heating in turbulent ac- -_ 3 7 
tion combines PRICE 








through pressure jets in all eight 
sections PLUS turbulent steam 
boiler heating from the patented 
Electresteem boiler. That’s why it 
throws man-size heat on a midg- 
et consumption of electricity. 


the two most 
efficient steam 
heating meth- 
ods in one unit. 








Light-weight, sturdy steel construction. Handsomely fin- 
ished. Easy to carry with convenient handle. Operates 
on AC or DC current. Ideal for nursery, bathroom, rec- 
reation room or other hard-to-heat areas. 


ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


¢ Steam Radiator Company of Canada, ltd., Windsor ° Also Manufacturers of Electresteem Bottle Warmers, Sterilizers, Electric Servants for Baby 





© Esrc 
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In the 
Women's Magazines 


House Beautiful 


The December issue of House Beay- 
tiful, in addition to being their 50th 
anniversary number, carries some in- 
teresting articles on electrical equip- 
ment. . . .two of them by Charlotte 
Eaton Conway: “From the Worst to 
the Best Room in the House” js a 
spread of old and new kitchens—The 
sprawling 1888 and 1903 kitchens iflys- 
trate the lack of step and work Saving 
plans in those earlier days, and are in 
sharp contrast to the 1946 kitchens 
with continuous work surfaces, engi- 
neered storage space and coordinated 
equipment. “Push Button Launder- 
ing,” another picture spread, shows 
how the automatic washer, dryer and 
ironer have revolutionized the entire 
laundering phase of living to a mere 
flick of a switch. 

Miles Colean, in the same issue, 
tells briefly how financing methods 
in most states now make it possible for 
prospective home owners to include 
ranges, freezers, and washers in their 
house mortages. The title of the 
article is “Have You Heard of the 
Packaged Mortage?” 

















Good Housekeeping 


“The New Electric Irons—How to 
Choose and Use Them” is the title of 
a 2-page, informative article by Helen 
W. Kendall in December Good House- 
keeping. She discusses weight, heat 
controls and the steam iron. Anna- 
belle Voigt Dirks tells of the ad- 
vantages of the electric blanket, cost 
of using, and its proper care. And 
in the Building Forum section there 
is a novel kitchen-laundry-dining room 
floor plan with a roll-up screen be- 
tween kitchen and dining room to 
quickly shut off kitchen and dining 
room, or include them all in one large 
space as the occasion requires. 




















Ladies Home Journal 





In Ladies Home Journal, December, 
Gladys Taber continues their kitchen 
series with the tale of how an old- 
fashioned tile bathroom was converted 
into a new, fully equipped kitchen— 
the article is entitled “Magic In An 
Old Manse.” 


Better Homes & Gardens 


“What Is This Radiant Heating?” 
by Bob Jones and Harold A. Hol- 
brook in Better Homes & Gardens, 
December, explains in simple language 
the advantages of heating a home by 
radiation, although, according to the 
authors, this is done most success- 
fully at present by hot water rather 
than through the use of electrical 
equipment. Another article in the same 
issue, “Music Gifts for The Family,” 
by Christine Holbrook, suggests radio- 
phono combinations including FM, 
television sets in console and table 
models, an electric organ, and auxil- 
iary table models. 





























McCall's 


The dishwasher-garbage disposer- 
sink is the subject. of Elizabeth 
Sweeney’s December article in Mc- 
Call’s, which takes the form of a 
technicolor minute movie strip entitled 
“After Dinner Magic.” Step-by-step 
it shows how after-dinner chores are 
reduced to a press of a button with a 
combination dishwasher-garbage dis- 
poser-sink. Holiday meals prepared 
in an electric roaster is another im 
teresting feature which appears in this 
same issue. 
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Philadelphia Housewares 
Show Mails Floor Plans 


Some 20,000 sq. ft. of booth space 
js available in a separate building for 
major appliance exhibitors at the 
Philadelphia Housewares Show, April 
27 to May 2, declares A. W. Budden- 
berg, who will manage it. This in 
addition to 72,000 sq. ft. of exhibir 


A. W, BUDDENBURG 


space in the convention hall for house- 
wares gives the show the most elbow 
room in history. 

Joseph V. Friel, of Reber-Friel Co., 
117 S. 17th St., Philadelphia, has 
charge of the building set-up and 
should be contacted for information 
about plumbing and carpenter work 
which are generally required by major 
appliance exhibitors. 

Gone will be the hotel bedroom inti- 
macy that graced the Housewares 
shows held in Chicago, but Mr. Bud- 
denberg believes that the extra space 
will more than make up for it. A 
special bus line will be available to 
whisk visitors and exhibitors from 
convention and hall to the downtown 
hotels. 

Until show time, Mr. Buddenberg 
will be available at Room 1402, Mer- 
chandise Mart, Chicago. Virtually all 
of the familiar faces that exhibited at 
the Chicago show will be present at 
Philadelphia, he declares. 





THERE 1S A MODERN CORY COFFEE BREWER FOR ANY REQUIREMENT 





= Oe 


: . ‘ . Ko ay 
F —_ \ A a m 
BENDIX BUILDING: E. K. Foster, factory ? C Ste 6 age 
manager, and L. C. Truesdell, general sales nN 2 - ; 
manager for radio and television, Bendix , at : ay aN 1 , mare 
Bendix Aviation Corp., make = . a 
ion of the new 50,000 foot 
construction which has 
for some time A... of a 
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Thousands of these superb 
irons are being shipped . - - 
order yours today. 


onths of scientific 
porte d ploin hord 


engineering an 
work have resulted in fine 


i H 
st-wor irons. v. $. E. 

reer to run the usval : 
“Coming Soon—Have Patience 
advertising dean 
neral disappo! . 
Ye purposely woited until 
our production line could 

take core of orders . . - 

ond NOW IS THE TIME. 


. Electre Home Products 
nda’ are built for long hard 
service and scientifically 
designed for really constant 
and accurately contr 

heat. They are priced to 
sell quickly and yield 
a very attractive 
dealer profit. 


Three Popular M 
M- 6A De Luxe onset i 


M - 10 De Luxe Automatic AC— 


Outstanding Foalures 


@ Quick, even heat distribution ©@ Fin 


control 

@ Coppe 

plate 
@ Minimu “6 

i e 

@ Air-vent sole pia 
@ Extra-large ironing — 
} @ Curved, natural-grip hand Ww 
4 Tear-drop sole plate, bevelle 


handling 
m heat radiation 





U.S. ELECTRIC HOME PRODUCTS, INC. 






tie — AC - DC 
Autom 1000 Watts 


1000 Watts 


ger-touch automatic 
r-clad Meehanite ote @ Perfect balance for easy 


@ Fiberglos 
@ Minimum neo 
@ Just-right weight 


cool to touch 
edges and rounded corners 


s insulation — 
heat differential 





145—58th Street, 
Brooklyn 20, N. Y. 
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CONSUMER INTEREST in the displays at the recent Tennessee Valley Agricultural 


and Industrial Fair is apparent in the faces of these visitors who watch a demon- 





stration of a Bennett-lreland cordwood saw. The Knoxville Utilities Board sponsored 
over 26 exhibits by rural electrification, and household equipment manufacturers. 


Electrical Equipment 
Shown at Knoxville Fair 


In keeping with its slogan, “Plan- 
ning for the Future,” the Knoxville 
Utilities Board, Knoxville Tenn., re- 
cently occupied half of the available 
space at the Tennessee Valley Agri- 
cultural and Industrial Fair with 
sponsored exhibits of 26 manufac- 
turers of rural electrification equip- 
ment and several producers of house- 
hold appliances. 

Chief among the home displays was 
that arranged by General Electric 
Supply Corp. Items shown included 
ranges, waterheaters, refrigerators, 
dish washers, disposal units, freezers, 
laundry equipment, radios, electric 
blankets, small appliances, and farm 
equipment including milkers, dairy 
drinking fountains, sprayers, heaters, 
stokers, wood saws, pneumatic tools, 
electric fences, soil heating cable, 
power tools, farm heaters, hay driers, 
and poultry scalders. 

The exhibits were visited by 225,000 
people, some of whom were attracted 
by the daily radio programs boosting 
the fair. According to the utility, 
plans were started in February and 
were initiated by a letter to distribu- 
tors within a radius of 100 miles. As 
a result of the advance planning, all 
the rural equipment manufacturers who 
had agreed to participate, except one, 
came through with displays. 

A kitchen designed by Mary Da- 
vies Gillies of McCall’s Magazine, at- 
tracted most attention from housewives 
and has resulted, says the utility, in 
numerous requests for kitchen plan- 
ning assistance. 

Additional displays covered adequate 
wiring, farm and home lighting, scale 
model farms, and two -utility display 
booths directed toward customer rela- 
tions and explaining the lack of ma- 
terials for electrical expansion. 


VCMA Elects Executive 
Committee Members 


Two new members of the execu- 
tive committee of the Vacuum Cleaner 
Manufacturers Association were re- 
cently elected to succeed regularly 
retiring members. They are W. E. 
Slabaugh, Jr., manager of the vacuum 
cleaner division of Westinghouse, and 
J. J. Downs, vice-president of Cle- 
ments Manufacturing Co., Chicago. 
Two other vacancies caused by the 
death of A. E. Norris, late head of 


Regina Corp., and the resignation of 
Henry W. Burritt, Eureka-Williams 
president, were filled by Lannon F. 
Mead, Regina president, and George 
T. Stevens, Eureka-Williams vice- 
president. The association has set up 
a new membership committee, headed 
by C. G. Frantz, Apex president, and 
including George H. Scott, president 
of Scott & Feltzer, and Ralph B. Wil- 
son, Premier Division of General Elec- 
tric. A special new committee to plan 
the spring meeting is headed by Rich- 
ard J. Simmons, vice-president of 
Birtman Electric Co., Chicago. 


Westinghouse Output 
High, Profit Low 


Dissatisfaction with present produc- 
tion was recently expressed by the 
Westinghouse Electric Corp. despite a 
production record for the third quarter 
exceeding any peacetime rate prior to 
late 1941. President Gwilym A. Price 
said that although current post-war 
production is at a rate which would be 
exceptional in any pre-war year, the 
company is finding it difficult to earn 
a profit. Net sales billed in the third 
quarter were $100,716,520, but the com- 
pany reported an operating loss of 
$12,160,204 which was only offset by 
tax carry-back provisions and adjust- 
ments from reserves, thus leaving a 
net income of $2,854,553. 

Mr. Price stated at a meeting of 
the board of directors that it will be 
necessary to‘isupport expanded capa- 
city production for at least a year and 
probably longer. 

Company solutions offered for the 
present unsatisfactory profit showing 
include increasing production, new 
tools and improved manufacturing 
facilities, correction of price restric- 
tions, elimination of shortages, and a 
higher output per man hour. 

Said Mr. Price, “We believe that 
individual effort of most Westinghouse 
employees today compares favorably 
with their pre-war effort. But this 
does not change the fact that output 
per man hour is less today than before 
the war. . . Failure of materials to 
arrive at our machines on time or im 
sufficient and continuous supply may 
be partly responsible. . .We believe 
that the time has come to cut com- 
pletely loose from artificial controls 
and let the prices of manufactured 
artieles find their natural level, dic- 
tated by competition and the’ costs of 
materials and labor.” 
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OULD you have said, offhand, that Albany 

\\) is one of the most strategically located mar- 
kets in the United States? That this inland 
“empire” has direct water connection with every 
port in the world? That it’s a point of conver- 
gence for six major rail lines —a terminus for a 
busy 525-mile barge canal—a 
tourist mecea visited by 750,000 


people every year? 


Actually, Albany is the focal point 
for a vast world of trade and travel. 
East. the current flows to Boston— 
North. to the Adirondack resorts 
and Montreal — West. to Buffalo 
and the Great Lakes—South, to 
the city of New York. 


He Knows Albany from 4 to Y—and 7 







FA 


=¢ 


wo 


To know Albany marketwise takes a lot of getting 
around, a ready welcome with key executives in 
a score of different lines, quick access to authentic 
research sources. In the Hearst Advertising 
Service are men to whom this work is a career— 


9 


“reporters with a nose for sales” —men who know 
Albany as only newspapermen 
CALL THE can know a great and teeming 


H-A-S market. 
MAN 


What these men have evolved — 
what they are observing daily about 
Albany and its importance as a 
market — is yours for the asking. 
That goes not only for Albany, but 
for all the other nine key points 
listed below.Call the H-A-S man now. 





~ Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
Baltimore News-Post-American +¢ Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 
San Francisco Examiner . Los Angeles Examiner «+ Seattle Post-Intelligencer 
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FREEZ’R Locker 


A terrific selling point—something you can 
really talk about! ...A big, wide, unobstruct- 
ed storage compartment for keeping frozen 
foods at the peak of farm-fresh goodness! 
Pianeered and perfected by Gibson. 


FRESH’NER Locker 


Pairs up with the Freez’r Locker for the 
greatest selling combination in refrigeration 
history! .. . Another big, wall-to-wall space 
for keeping fresh meats, fruits and vege- 
tables tasty-fresh and vitamin-full. 


hice Co: & ‘ 


THAT SELLS!... AND 
EVERY GIBSON HAS IT! 








GIBSON 


HOME FREEZER 


—Upright design. Handier and 

more efficient. Does away with 
awkward stooping and fumbling for 
packages. Keeps frozen foods fresh for 
months at zero temperatures. 


KOOKALL ELECTRIC RANGE 


—With UPS-A-DAISY. Fully automatic. 
Four surface heating units, or three plus 
deep-well Kookall—all on the same range! 
Banquet-size oven. Waist-high broiler. 
Easy-clean poreelain on steel. 








COMPANY 


GREENVILLE, MICHIG 


elegy FT 
. patie, tYa., 
47, Gibson Refrigerator Co. 


EATURES SALES» 
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Bendix, Kelvinator and 
Launderall Prices Up 


Increases in the retail prices of 
their products were recently announced 
by Bendix Home Appliances, Ine. 
Kelvinator division of Nash-Kelvina. 
tor and F. L. Jacobs Co. 

Kelvinator increased the prices of 
its domestic electric refrigerators an 
average of 12 percent. Model Cs7. 
for example, went up from $163 to 
$179.95 and model MMO increased 
from $317 to $359.95. 

Bendix automatic washers went up 
to $239.50 for the deluxe model and 
$219.50 for the standard model. 


Launderall Increase 


A seven percent retail price increase 
for the Jacobs Launderall became ef- 
fective on November 26. The new 
zone 1 retail price is $299.95, the zone 
2 price is $302.95 and the zone 3 price 
is $309.95. These figures represent a 
$20 increase over the former list 
prices and include installation and first 
year’s service. 


EE| Will Sponsor Clinic 
for Agricultural Development 


An Agricultural Development Clinic, 
first of its type ever scheduled by the 
electric utility industry, will be con- 
ducted under the sponsorship of the 
farm section of the Edison Electric 
Institute on January 24 and 25 to dis- 
cuss what the power company can do 
to improve farming methods and raise 
living standards in its area. The meet- 
ing in the Hotel Fairmont, Fairmont, 
West Virginia, will be the first step in 
the EEI’s new agricultural develop- 
ment program. 

About 35 power companies in 20 
states have indicated that they will 
be represented at the meeting, accord- 
ing to Roy W. Godley, rural service 
manager of the Institute. Representa- 
tives of agricultural extension services, 
colleges and schools and ether agencies 
will also be present. 








TELE-TONE'S DYNA-MITE: Ray Shar 
non, master of ceremonies of the Scram- 
by-Amby radio show, Tele-tone's audi- 
ence participation addition to its na- 
tional promotion, receives the first 
mite model radio from John S. Mills, 
general sales and advertising manager of 
Tele-tone Radio Corp. The show, intro- 
duced on the West Coast, was rece 
moved East and is heard every Saturday 
night at 8:30 EST. 
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Clinic, 
by the 
e con- 
of the 
ae LEWYT, a proud name in manufacturing and engineering 
— circles since 1888, announces a sensational new product 
> meet- for the home. 
irmont, 
step in 
evelop- . . 
Backed by the integrity and competence of the Lewyt 
y will | Corporation, this new development will present a revolu- 
d- , f ; : 
poss tionary concept in product design and efficiency. 
esenta- 
ervices, : 
gencies New features . . . new conveniences . . . new compactness 


and outstanding versatility will distinguish this innova- 
tion from any other product of its kind now on the market. 


Presenting: Tomorrow’s home cleaner . . . here today! 


THE LEWYT VACUUM CLEANER 


Booth 718 See it displayed and demonstrated publicly for the first time. 


HOUSEWARES SHOW 


ATLANTIC CITY 
January 5th-10th 





Booth #17- 63 (i71h fico) 


"son AMERICAN FURNITURE MART FOR NEW THINGS TO COME 


os ok CHICAGO 
rst Dyna January 6th-18th 
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LEWYT CORPORATION - CONSUMER PRODUCTS DIVISION - BROOKLYN, N. Y. 
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REYNOLDS 


Freeze 











T 
Dev 
Sell 
du 
as 
bey 
ty 
- 
be 
fi 
si 
It’s ALL-ALUMINUM! 
= Ele 
” 1 
for better home freezing 
faster sales — greater profits 
4 
Here's one of the greatest advances in years in the home-{freezing 
field ... Reynolds Eskimo Freeze . . . the all-aluminum unit that 
is rustproof, stain-free, impervious to food odors . . . gives more THESE FEATURES MEAN FAST SALES: 
even refrigeration and more efficient operation. ' 
; : : : : ‘ ' * Six-cubic-feet capacity 
Aluminum is the ideal metal for refrigeration construction. Its © Chea Mecieiieents tt eneath atta 
high heat conductivity permits rapid flow of temperature between © Giiimaniiiels crane anita, Rie 
refrigerant and freezer compartment. In Reynolds Eskimo Freeze if ciety... etnias dah 
: inner and outer walls and lid as well as the entire evaporator are ‘ aaae , ‘ 
i aglip : © Four-inch blanket of approved insulating material 
made of finest Reynolds Lifetime Aluminum completely quality- ; } 
/ : ie / 4 ® 1/5 h.p. hermetically sealed compressor unit 
controlled: by Reynolds from the mine to the finished product. 6 Tenens: entities teens Chait 
Reynolds has entered into a long-range program in the refriger- © Teles design .. . gleaming white baked-onemel Gaish 
ation field. Many leading organizations are already distributing © Warning light on front center 
Reynolds Eskimo Freeze. Inquiries are welcomed. Write Reynolds * Outside dimensions: Length 40”; height 37”; width 28” p 
Metals Co., Refrigeration Div., 2557 So. 9th St., Louisville 1, Ky. © Inside dimensions: Length 32”; width 20”; depth 16-9/10” 
- 
D 
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YOUNG Washer 
The Young Corp., Fall River, Mass. 


Device: Model WDE 

Selling Features: Flat topped, square, 
dual purpose washer, can be used 
as work surface in kitchen; mounted 
on wheels for easy moving; finger- 
tip controls; deluxe wringer rolls 
with safety trip; large agitator; 
white baked enamel finish. chrome 
fittings; self-lubricating transmis- 
sion rack and gear case with worm 
drive. 

sd Merchandising, January 1, 
947, 














PREMIER Cleaner 


Premier Vacuum Cleaner Div., General 
Electric Co., 1734 Ivanhoe Rd., 
Cleveland, O. 


eee: Premjer “Aire-Matic” model 


Selling Features: Cylinder - type; 
Streamlined; maroon and gray; 
tures a + h.p. rubber-mounted, 
ball - bearing, 600-watt motor; 
double sized dust bag with high 
tering efficiency; rug nozzle with 
adjustable brush; swivel construc- 
tion for cleaning under low furni- 
ture; attachments include upholstery 
nozzle, round brush, swivel brush, 
crevice tool; 2 lightweight exten- 
sion tubes ; deodorizer ; liquid spray- 
er; bag can be removed for empty- 
ing with minimum of effort and 
without spilling dirt 


WESTINGHOUSE Heater 


Westinghouse Electric Corp., Emeryville, 
Calif. 


Device: Lightweight portable home 
heater. 

Selling Features: Aluminum, with 
satin finish; 1250-watts; weighs 
less than 54 lbs.; provides immedi- 
ate heat by radiation of infrared 
rays; may be used as only heat 
source in small rooms in areas 
where modern year-round tempera- 
tures prevail, or as supplementary 
heating of larger rooms where 110- 
120 volt outlet is available; equipped 
with handle; 153 in. high, 108 in. 
wide, 9 1/18 in. deep. 

Electrical Merchandising, January 1, 
1947. 


TEMP-STIR Ceiling Fan 


Elk-Manster, Inc., 8601 Denison Ave., 
Cleveland, O. 


Devicc: Temp-Stir Marvel ceiling 


circulating fan. 


Selling Features: Aluminum body and 


louvers with gold bronze finish; 
spring suspension; over-all diam. 26 


in.; diffused louvers and body height . 


12 in.; 1/20th h.p. motor, 115 volts, 
60 cycles; 1100 rpm.; Airistocrat 














fan, 20 in. 18 deg. blades hand 
guaged and statistically balanced; 
capacity 2400 cfm; Ward Leonard 
rheostat speed control; Spencer 
Klixon temperature control 55 to 
85 deg. range; for winter and sum- 
mer operation—in winter thermostat 
automatically controls operation of 
fan while circulating diffused hot 
air from ceiling without draft; in 
summer operates independent of 
thermostat. 


RESTEMP Bed-Warmer 
Crise Mfg. Co., Columbus, 16, Ohio 


Device: Restemp  bed-size electric 
warmer. 

Selling Features: Measures 36x54 
in.; to be placed on top of mattress 
of any size bed, directly under bot- 
tom sheet; Restemp’s Tropic (high) 
or Temperate (low) heat rises 
gently and is held around sleeper by 
the minimum number of light blan- 
kets made of 2 layers of colored 
cloth enclosing a network of fine 
wires; small transformer reduces 
voltage to very low range; can be 
laundered easily. 

— Merchandising, January 1, 

947. 








NUMECHRON Clock 


Pennwood Numechron Co., McKenna 
Bidg., Pittsburgh, Pa. 


Device: Vogue kitchen or wall clock 
No. 100. 

Selling Features: Self-starting, direct- 
reading numeral clock, 110 volts, 60 
cycles, a.c., plastic case in red, 
green or ivory; 58 in. long, 52 in. 
high, 3% in. deep. 

Electrical Merchandising, January 1, 
1947. 


RADIRON Iron 
Radiron Corp., Miamisburg, Ohio 


Sclling 


“Chang-O-Cord” interchangeable, 
for use on either side of handle for 
right or left-handed operator; 
“Kool-Handle” scientifically-de- 
signed, molded plastic handle with 
air cushion front and back to keep 
it cool; “Stream-wide” with wide 
ironing surface; 2 weights: 4% Ibs. 
with cast-iron soleplate, and 3 Ibs. 
with aluminum soleplate; 1000 
watts, 110-120 volts, a. c. only; lean- 
back, tilt-rest. 


Electrical Merchandising, January 1, 
947. 
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DISHAMATIC Dishwasher 


Lake State Products Inc., 1623 Wildwood 


Ave., Jackson, Mich. 


Device: Dishamatic automatic dish- 


washer. 

Features: Automatically 
washes, rinses, dries dishes, glasses, 
silver, pots, pans; self contained 
water heater heats its own water, 
connects to cold water pipe; during 
washing period, hot water is driven 
by impeller over articles in tub; 
uses only 3 gal. water for complete 
washing and rinsing; cover pops 
open and impeller circulates hot 
steam through dishes till they are 
dry, then automatically shuts off; 
washes as many as 95 pieces in one 
operation; compact, 24 in. square, 
36 in. high; white baked enamel 
cabinet, porcelain top; visible indi- 
cator switch tells at glance what 
dishwasher is doing at given mo- 
ment. 


Electrical Merchandising, January 1, 


1947. 


HOMOZONE De-Odorizer 


Automatic Electrical Devices Co., 324 E. 


Third St., Cincinnati, 2, O. 


Model: Homozone deodorizer “A”. 


Selling Features: Deodorizers for 
use in kitchen, etc., oxidizes odors 
of cooking meats, fish, cigars; plugs 
in nearest socket 115 volts, a.c.; 
- moving parts, no liquids, no re- 

s. 


—" Merchandisinc. January 1, Electrical Merchandising, January 1, Device: Radiron automatic iron. Electrical Merchandising, January 1, 


1947, Selling Features: Equipped with 1947 
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ELECTRIC TABLE BROILER \\ 
with an added grill plate 






Buying choice of American women... now with an added convenience 
that creates an added selling point for the famous Holliwood Electric 
Broiler. It's complete in every detail—it broils, it fries, it cooks, it 
heats. And it combines 100% functional flexibility with beauty, 
efficiency, simplicity and easy operation. 


Oe you SELL @ Holliwoo. _— “bay. 


These superior features 


SELL Heollwood 


* Patented “Even-Heat” Coil for over-all, 
all-at-once broiling. 


* New Specially Designed Metal Drip 
Rack. 





This is the Holliwood way for *% Well-Tree Sizzle Platter. 
broiling steaks, chops, fish. etc. 


* Broils without smoke, muss or fuss. 


*% E-Z Lock Device for removing coil unit 
for thorough cleaning. 


| . * Non-Heat Conducting Bakelite handle 
and legs. 
* Safety hinge permits easy removal of top— 
F ; locks into position when top is raised. 


*Two-Heat Control for desired broiling. 






This is the Holliwood way for 
grilling cr frying esas, bacon, 
pancakes, hamburgers, etc. 


* Beautifully finished Cast Aluminum with 
rich hammered effect. 

+ and now... an extra Grill Plate 
that fits easily over prongs on lid. 


Aggressively advertised in leading national 
publications. Tie in now by requesting 
new Holliwood display materials and 
booklets from your distributor. 





This is the Holliwood way for 
heating canapes, ham slices, etc. 


FINDERS MFG. CO., 3669 S. MICHIGAN AVE., CHICAGO 15 










ATLANTIC CITY 





87, HOUSEWARES SHOW, 





yisit US AT BOOTH 5 
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HEAT-KING Rangette 


M. & J. Products Co., Inc., 3730 N. South- 
port Ave., Chicago, 13, Ill. 


Device: 2-burner hotplate mounted on 
metal utility cabinet. 

Selling Features: Hotplate section has 
two 3-heat burners which consist of 
500 and 800-watt elements in each 
which gives a total of 800 watts to 
each side; overall height 35 in.; 18 
in. wide, 93 in. deep; inside cabinet 
space 22x17 in., with shelf 11% in. 
from bottom; drawer measures 
16x9 in.; white baked enamel finish; 
recommended for use in small homes, 
apartments, rooming houses, cot- 
tages, laundries, trailers, etc. 


Electrical Merchandising, January 1, 
1947, 








TELECHRON Clock 
Warren Telechron Co., Ashland, Mass. 


Model: “Register” 
desk clock. 

Selling Features: Finished in gun 
metal with gold ornaments, brass 
feet; 34 in. high, 73 in. wide, 3¥% in. 
deep; numeral drums show hours, 
minutes, seconds in black on ivory 
background; standard Telechron 
synchronous movement. 


Electrical Merchandising, January 1, 
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KLEEN AIR Ventilator 


Kleen Air Corp., 60 E. 42nd St., 
New York City 


Device: Kleen Air window ventilator. 


Selling Features: Motor driven fan 
forces fresh air through fiberglas 
filter which filters out pollen, dust, 
soot; for use in nursery, sick room, 
or office; 10 extra fiberglas filters 
packed with unit; light weight; 110 
volt, 60 cycle, a. d. motor needs no 
lubrication. 
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SUN-KRAFT JR. Sun Lamp 


Sun-Kraft, Inc., 215 W. Superior St., 
Chicago, 10, lil. 


Device: Sun-Kraft Jr. portable ultra- 
violet ray lamp. 

Selling Features: Streamline design; 
compact, light weight; fits in a 
dresser drawer; can be plugged in 
anywhere; offspring of the Model 
A-1 Sun-Kraft sunlamp. 

Electrical Merchandising, January 1, 
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QUICK FREEZE Freezers 
Victor Products Corp., Hagerstown, Md. 


Device: Victor “Quick Freeze” frozen 
food refrigerators for farm and home 
use Nos. 04510, 04518 and Q4526. 

Selling Features: Model Q4510 has a 
total storage capacity of 10.31 cu 
ft.; with a freezer capacity of 2.46 
cu. ft. and a storage compartment 
capacity of 7.85 cu. ft.; + h. p. com- 
pressor. 
Model Q4518 has a total capacity of 
18.62 cu. ft., 2.46 cu. ft. freezer ca- 
pacity and 16.16 cu. ft. storage com- 
partment; 4 h. p. compressor. _ 
04526, total freezing capacity 25.11 
cu. ft.; 5.6 cu. ft. freezer; and 205 
cu. ft. storage; 4 h. p. compressor. 
Other features consist of a tempera- 
ture control mounted in compressor 
compartment near front grille ad- 
justed to maintain zero degs. F. in 
storage compartments ; 5 in. insulation 
sides and bottom; 2 in. in top lids; 
heat exchanger increases condensing 
unit efficiency; freezer compartment 
side walls and bottom heavily coiled 
for rapid “pick-up” of heat from 
packages during freezing process; 
side and bottom walls of storage 
compartment are used as refrigerating 
surfaces; removable partitions 
vertical racks and baskets a 
as accessories; white baked 
heavy gauge steel exterior. 

Baie Merchandising, January |, 
1947, 
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REZNOR 
THE AUTOMATIC GAS 
HEATER with the .. 
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You have trouble-free heating, 
where and when you want it and at 
Md. less expense with handsome Rez- 
—_ nor Gas Fired Unit Heaters... 
home located at ceiling height or floor 
26. level. Automatic controlled Reznor 
as a units answer difficult heating prob- 
= lems in thousands of factories, 
onan offices, stores, warehouses, and 
com- homes . .. in large and small areas. 
Write for further data on comfort- 
¥s able, clean, economical Reznor 
com- units. 
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REZNOR CO. 
7 MERCER, PENNA. 
; GAS HEATERS SINCE 1888 




















HEET-WEL Hotplate 


Welko Inc., 219 W. Chicago Ave., 
Chicago, 10, Jil. 


Device: No. 2000 hotplate. 

Selling Features: Operates on a.c. 
only, 120 volts, draws 1600 watts 
when both burners are on at full 
capacity ; single heat, 600 watts, and | 
the 3-heat 1000 watts high 500 watts | 
medium and 250 watts in low; both 
burners controlled by rotary switches | 
with dial type black knobs; 192 in. | 
long, 104 in. wide; 44 in. high. 
Electrical Merchandising, January 1, | 
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OVENBLAST Heaters 


Ohio Bottle & Supply Co., 404 Morgan 
Ave., Akron, 11, O. 


Device: “Ovenblast” radiator 
convection heater, No. M-46. 
Selling Features: 
surface; convection heat draws cold 
air up from floor, heats it and 
forces it upward through grille; 
fully enclosed element, 950 watts, 
110-120 volts, a.c.-d.c.; baked brown 


type 


wrinkle finish; 10 in. long, 11 in. 
high, 7 in. wide, weighs 73 lbs. 

Electrical Merchandising, January 1, 
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INTERNATIONAL Oil Heater 


International Oil Burner Co., Spring & 
Park Aves., St. Louis, 10, Mo. 


Device: No. 119C oil burning heater. 

Selling Features: Heats from 3 to 6 
rooms, 50,000 btus minimum 5 gal., 
corrosion proof terne-plate oil tank; 
oil regulating valve; shut-off valve; 
oil regulating controls at convenient 
height ; combustion unit 2700 sq. in., 
of 18-gauge sheet steel; porcelain 
enamel humidified has 2 qt. capa- 
city; steel outside casing finished 
in baked-on brown enamel, 23 in. 
wide, 20 in. deep, 50 in. high; 
equipped with draft regulator; air 
circulation blower and thermostat 
control and combustion blower fur- 
nished at extra cost. 


Electrical Merchandising, January 1, 
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IT’S THE NEW 
ELECTRIC TABLE GRILL! 


Yes, it's a great new appliance for serving the modern easy way, 
created by the makers of the famous HOLLIWOOD Electric Table 
Broiler. Beautifully designed in highly polished aluminum, it's an 
asset to any dinner table. For grilling and frying eggs, bacon, * 
pancakes, hamburgers or any kind of sandwiches. 


Just look at these features: 


Removable top 
plate with drip 
groove and slot. 
Just a twist of the 
E-Z Lock Device 
and heating ele- 
ment is easily re- 
moved for thor- 
ough cleaning. 


Jewel indicator 
lights up to show 
grill is in oper- 
ation. 
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Non heat-conduct- 
ing plastic legs 
andhandles, 
handsomely 
molded. 


Handy drip draw- 
er to catch fat, 
grease or crumbs. 
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THE GEM SIZZLE PLATTER 






Here is the new, beautiful, lifetime GEM Sizzle Platter of polished 
and satin-finished cast aluminum .. . highly resistant to stains and 
easy to clean. Handles are removable so that the broiler can be 
used in ovens and directly over stove burners. Available now in 
two sizes. 


het yoy SELL Z@ Holliwood iis “A ay 


FINDERS MFG. CO., 3669 S. MICHIGAN AVE., CHICAGO 15 





US AT BOOTH 587, HOUSEWARES SHOW, ATLANTIC CITY 
FIA III I AIS AIA IAA AAAI IAI SIA 


VISIT 
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THE GREATEST PARADE 
OF FEATURES IN 
RADIO HISTORY! 


Hold everything .. . for the greatest line-up 


NEW of radios, radio-phonographs with automatic changers, 

9 and portables in Admiral history. Pictured 
free-wheeling here is only the beginning of this impressive 
tone arm parade of selling features... led by a sensational 


new record pick-up that will completely revolutionize 
your conception of fidelity in record 

reproduction. You'll see sample models on 
display ... get the whole exciting story . . . from 
your Admiral distributor early in March. 





ADMIRAL CORPORATION, Chicago 47, Il. 










ADMIRAL PRODUCTION i 
hits new peak! 


urrent model 
dio-phonograph 
h the famous 





Production of c 
Admiral radios, ra 


i s wit 
-ombinations 4 a 
-hildproof”’ automatic reco 
portable radios are 





Check your Admiral distributor 


for deliveries now. 
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FARNSWORTH Phono-Radio 


Farnsworth Television & Radio Corp., 
Fort Wayne, 1, Ind. 


Models: EK-083, EK-102 and EK-141, 


radio-phono consoles. 


Selling Features: EK-083 features 


standard and short wave bands— 
540 to 1620 k.c. and from 9.4 to 
15.4 m.c. respectively; a. c. super- 
het; phonograph compensated cir- 
cuit; continuously variable tone 
control; precision setting push-but- 
ton tuning; shielded rotatable Bilt- 
in-Tenna for AM; 8 tubes, including 
rectifier; 12-in. permanent Magnet 
Alnico speaker; large, legible front- 
mounted Travelite slide-rule dial 
featuring spot-illuminated numerals; 
Farnsworth deluxe 3-point suspen- 
sion automatic record changer han- 
dles pp to 12 10-in. records or 10-12 
in. records; automatic stop offering 
play control; rare-metal needle. 
Modern cabinet with divided-top, in 
matched woods. 

EK-102, 10 tube model with stand- 
ard and F. M. tuning bands—FM 
calibrated in channel numbers from 
88 to 108 m.c.; Bilt-in-Tenna for 
A.M., and Built-in dipole antenna 

















for FM reception; Farnsworth De- 
luxe 3-point suspension automatic 
record changer same as model EK- 
083; Travelite slide-rule dial with 
standard and FM bands indicated; 
walnut or Golden Harvest cabinet. 
Model EK-141 features AM-FM 
and short wave reception; 3 wave 
bands including band spread tuning ; 
two antennae-rotatable Bilt-in loop 
for standard and short wave; and 
built-in folded dipole antenna for 
FM; 14 tubes; Farnsworth Deluxe 
3-point suspension automatic record 
er; automatic illumination of 
record changer compartment. 
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PHILCO Farm Radio 


Philo Corp., Tioga & C Sts., 
Philadelphia, 34, Pa. 
Device: Philco farm table model 142. 


Features: Special superhet 
tadio circuit affords recep- 


ELECTR APPLIANCE 


tion of standard broadcasts and po- 
lice calls over entire range 540 to 
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1600 kes; 5 Philco farm radio tubes 


of Loktal type for high efficiency, 


low current drain, long life; con- 
cealed standard battery block housed 
inside cabinet ; automatic on-off flag ; 
dual push-pull pentode audio sys- 
tem; dynamic speaker of perma- 
nent magnet design; new 4-color in- 
clined horizontal dial; streamlined 
ivory plastic table cabinet with 
smooth modern styling; 9% in. 
high, 151% in. wide, 8% in. deep. 
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ECA Radios 


The Electronic Corp. of America, 170-53 


St., Brooklyn, N. Y. 


Models: No. 132, No. 204, and No. 


131 “Holiday.” 


Selling Features: No. 132, 7 tubes in- 


cluding rectifiers ; a.c.-d.c. superhet ; 
4-knob control; 6 in. Alnico V 
speaker; continuous variable tone 
control; 3 watts undistorted output. 
No. 204, 3-way portable features 
7 tubes including rectifier; 3-gang 
variable condenser, tuned RF stage; 

















l-watt undistorted power output on 
a.c.-d.c.; separate power output tube 
on batteries for power consumption 
economy; Alnico V speaker; slim, 
leatherette cabinet; controls re- 
cessed for protection. 

No. 131 portable automatic radio- 
phono, weather-sealed for protec- 
tion; uses a selenium rectifier. 
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NEW RADIO PRODUCTS 





WESTINGHOUSE Battery 
Radio 


Westinghouse Electric Corp., Home 
Radio Div., Pittsburgh, Pa. 


Device: “Ruralist” 5-tube battery set. 
Selling Features: Standard-band table 


model ; compact cabinet houses chas- 
sis, battery packs and wiring units; 
special phosphorescent dial for use 
in poor light or total darkness, and 
a wide vision, slide-rule dial with a 
set of station ‘frequency numbers for 
daytime tuning; American walnut 


’ cabinet; cabinet is 10% in. high, 


18 in. wide, 9Y% in. deep. 
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LEAR Radios 


Lear, Inc., 110 lonia Ave., N. W., 
Grand Rapids, 2, Mich. 


Models: Chairside consoles 6612-PC 


and 6611-PC. 


Selling Features: Both models 6 tube 


a. c. Superhets including rectifier; 
automatic volume control; built-in 
antenna; 10 in. permanent-magnet 
dynamic Alnico 5 speaker; 3 bands 
—broadcast 535-1730; 1st short 
wave 1.68-5.65 m.c.; and 2nd short 
wave 5.45-18.3 m.c.; Reflexograph 
dial lighting; smooth gliding finger- 
touch drawer at right houses radio 
in horizontal position; upper left 
contains Lear automatic record 
changer phonograph combination 
which automatically intermixes 10 
and 12 in. records; automatic stop; 
also handles new plastic record 
permanent needle, factory installed, 
crystal pickup; full floating tone 
arm; speaker is located in lower 
right compartment and lower left 
opens to permit ample storage space 
for records. 

No. 6612-PC has blond mahogany 
cabinet in Contemporary Modern 
styling. 

No. 6611-PC mahogany cabinet in 
Hepplewhite 18th Century. 
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MOTOROLA Radio 


Galvin Mtg. Corp., 4545 Augusta Bivd., 
Chicago, 51, Ill. 

Model: Table radio 65X15. 

Selling Features: Table-a.c.-d.c. ; 
Aero-Vane loop; 6 tubes; walnut 
veneer cabinet. 
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1947, 

v 

















LEAR Table Radio-phonos 


Lear, Inc., 110 lonia Ave., N. W., 
Grand Rapids, 2, Mich. 


Models: Learadio 667-PC and 6617- 
PC table combinations. 

Selling Features: 6 tubes including rec- 
tifier; superhet circuit; avec; RF 
stage with tuned I-F rejection filter 
coc; single band—540—1730 kcs.; 
permanent magnet dynamic speaker 
using Alnico 5; built-in antenna; re- 
flexograph dial lighting; automatic 
record changer automatically inter- 
mixes 10 and 12 in. records or plays 
all of 10 or 12s; automatic stop; 
handles new plastic record; 18th 
Century cabinet; full chromeplated 
piano hinge running entire length 
of cabinet; smartly designed louvres ; 
Hondoras mahogany veneer; 103 in. 
high, 21 in. wide, 153 in. deep. 
Model 6617-PC same as above with 
permeability tuning—range from 540 
to 1610 kc; with full built-in induc- 
tive loop pickup. 
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USE-A-TONE Record Changer 


National Acoustic Products, 120 N. 
Green St., Chicago, 7, Ill. 


Model: Use-A-Tone Record Changer 
OR-2, 


Selling Features: Plays automatically 
at one setting up to 10-12 in. or 
12-10 in. records; on-off and re- 
jector switch; mounted on leath- 
erette covered base; a.c. only, 110- 
120 volts, 60 cycles, 18 watts. 
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So, NEW—ATTRACTIVE—EFFICIENT 


CHURN 










Powerful, 
Fan-cooled Motor 
Guaranteed NOT 
to Overheat 


Adjustable 
Aluminum Dasher 


4 Splash-proof 
Dasher Blades 


1 Year Guarantee 


SMART, NEW DESIGN 
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Against Defects in 
Manufacture 






The BERNHARDT 


Cool-running C H U 4 Nh 


THE BETTER WAY TO MAKE BUTTER 


A QUALITY PRODUCT — REASONABLY PRICED 
FOR QUICK SALES — GOOD PROFITS! 


Top performance, compact lines and modern design make the 
new attractive BERNHARDT CHURN today’s best value for you 
and your customers. This is a precision-built, high-quality churn, 
guaranteed one year against defects in manufacture. Its quiet- 
running, fan-cooled motor delivers greater power without over- 
heating. Improved 4 blade dasher churns better, quicker, without 
splashing. The sturdy aluminum dasher is adjusted easily with 
handy thumb screws. 

Compare the BERNHARDT CHURN point for point. You'll find 
it's way ahead for style, performance and quality. 


AVAILABLE IN TWO MODELS: 


MODEL G (illustrated). Furnished complete with either 3 or 5 gallon glass jar. 
MODEL K (not illustrated). Equipped with rubber-covered arms adjustable to fit 
any 3 to 6 gallon earthen crock. 


FILL IN AND MAIL TODAY 
‘ aireoendian 
BERNHARDT COMPANY, INC. 
Division of John J. Smith Mfg. Co., Est. 1888 
McDONOUGH, GA. 
Cj Send illustrated descriptive folder on CT Send samples of your churn for our 

the new Bernhardt Churn. inspection. 

FIRM NAME 
ADDRESS_ 
Cry..." 
[_]} DEALER 


MY DISTRIBUTOR IS 
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NEW POSITIONS 











Young Corp. 


Raymond Rech, for 22 years with 
the Easy Washing Machine Co. as 
production manager, has been elected 





RAYMOND RECH 


to the board of directors and named 
vice-president in charge of production 
of the Young Corp. He was also form- 
erly associated with Bell Aircraft and 
the Eversharp Pencil! Co. 


Minerva National Sales Corp. 


Richard Mattison, former wholesale 
division manager of Tung-Sol Lamp 
Works, Inc., has joined the Minerva 





R. MATTISON 


National Sales Corp. as general sales 
manager. In his new post he will 
direct the sales of the Minerva line 
of radios, FM and television. 


Landers, Frary and Clark 


B. C. Neece, vice-president and gen- 
eral manager of Landers, Frary and 
Clark, recently announced the promo- 
tion of Clarence Lemley as assistant 
sales representative in Texas. Mr. 
Lemley, who joined the company in 
1941 as a sales assistant in the Chi- 
cago office, served in the Army. 


Traubee Products, Inc. 


Samuel Gaunter, formerly in top 
production capacities with Pioneer In- 
strument Co. and the Arma Corp., 
has joined Traubee Products, Inc., 924 
Bergen St., Brooklyn, N. Y., as works 
manager. 
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Lustra Corp. of America 


W. R. Freeman, formerly general 
sales manager of the lighting and ap- 
pliance division of the Wabash Corp, 





W. R. FREEMAN 


a Sylvania subsidiary, has accepted a 
position as vice-president in charge 
of sales of the Lustra Corp. of America 
and its affiliated company, Amplex 
Corp., both of New York City. 


Colonial Radio Corp. 


The appointment of Richard K. 
Pew as service manager for Colonial! 
Radio Corp., a subsidiary of Sylvania 





RICHARD K. PEW 


Electric Products, Inc., was announced 
recently by H. E. Riordan, vice-presi- 
dent. Mr. Pew will direct the activi- 
ties of the firm’s national service 
organization. Prior to joining the staff 
he spent 11 years with General Motors 
Corp. as director of parts and service 
operations for the eastern aircraft 
division and as sales and service mana- 
ger of the Delco Radio division 
Michigan and Indiana. He has also 
served as development engineer for 
Majestic Radio. 


Evans Products Co. 


The appointment of William L 
Shea as midwest sales and service 
representative of the heating and ap- 
pliance division of Evans Products 
Co., Detroit, was recently ann 
by A. W. Shields, division 
sales manager. Mr. Shea was former- 
ly a sales representative of the Inter- 


state Power Co., Albert Lea. Minn. 
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Nebraska Farmer  Wallaces’ Farmer & lowa Hort 


MIDWEST 


NEW YORK 17, 250 Park Ave. CHICAGO 2, 6 N. Michigan Ave. 
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EST FARM MARKET 





1947 BUYING 
REQUIREMENTS 


NEBRASKA 


FARM FAMILIES 








NORTH DAKOTA 
SOUTH DAKOTA 


Want to know what 
Midwest farmers 


will buy in “47? 


You’Ly find the answer and many vital farm market 
facts in the handy booklets pictured above. 


The MIDWEST FARM PAPER UNIT conducted an in- 
tensive survey of representative farm families in eight 
Midwest states to gather accurate and reliable facts 
about needs for farm home commodities and farm 
equipment. Any: or all of these booklets are yours for 
the asking. 








CASH IN ON THIS TREMENDOUS 
MIDWEST FARM MARKET! YOUR DISTRIBUTION MAY BE NATIONAL 


--. BUT YOUR SELLING IS ALWAYS LOCAL 


in Agriculturist & Farmer Prairie Farmer 


PER UNIT 


USAN FRANCISCO 4, Russ Bidg. LOS ANGELES 14, 645 S. Flower St. 





DETROIT 2, 542 New Center Bidg. 






STS SS 





Automatic Heat 
Control, 1000 
watts, 4 Ibs. 


SUPERZLECTRIC appliances 


1947 is our LOth Anniversary 


© *25 YEARS OLD THIS YEAR’. . . There's a reason for this fine record building 
household appliances. Every time you sell a SUPER-LECTRIC product... you 
sell a hard wearing servant and the assurance of “long years of service.” 
‘Sell-e-brate” our Silver Anniversary with us. . . Sell them SUPER-LECTRIC appliances. 





e TOASTER— Pops up toost. Bakelite 
handles and base. Other attractive 
models, woed handle: ond non- 
automatic 





SUPERIOR ELECTRIC 
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© WAFFLE IRON —7% inch cast ® AIR TUNNEL HEATER — Gray 
aluminum grids. Heat indicator and leathertex finish. Quiet motor, safe 
wood handles. Other models a.id construction. Also 14 inch reflector 
Sandwich toasters heaters. 





PRODUCTS CORP.-°az the Gage” CAPE GIRARDEAU, MO. 











NEW Posirions | 











Westinghouse Electric Corp, 
After five and a half years of mili- 
tary service, former Colonel F. E. 
Ross has returned to the electrical 
appliance division of Westinghouse as 
Supervisor oi household refrigeration 





F, E. ROSS 


advertising. According to Roger H. 
Bolin, who made the announcement, 
Mr. Ross was with the company’s 
advertising department from 1937 to 
1941 and during that time handled re- 
frigeration and laundry equipment ad- 
vertising. In his new position he 
succeeds R. G. Hiett who resigned to 
become advertising manager of the 
Gorman-Rupp Manufacturing Co., 
Mansfield, Ohio. 


Hartford Products Corp. 


Martin Van Brauman, western sales 
manager for Hartford Products Corp., 
has been appointed to handle distribu- 





MARTIN BRAUMAN 


tor contacts in Illinois, Wisconsin, 
Minnesota, and Indiana, according to 
C. H. Newman, vice-president. The 
company manufacturers a line of 
household products including Cafex 
coffee makers and pressure cookers. 


NuTone, Inc. 


J. Ralph Corbett, president of Nu- 
Tone, Inc., door chime manufacturer, 
recently announced that two new Chi- 
cago units are in production and that 
Al. W. Gardes has been named gen- 
eral manager for both. Mr. Gardes 
was formerly production engineer with 
the McCord Corp., Detroit. Previously 
he was employed by the National 
Cash Register Co. and the Interna- 
tional Register Co. 
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HIDE-PUUY tec. in elect 


Camps 
Cabins 
Trailers 
Apartments 


















Here's a complete, compact facility for convenient cookery 
where full-size ranges won't fit. Small enough to hide away 
under a table, yet it handles a full meal with ease. 


Boiling Hot-cup — 30 oz. capacity — for soups, cer- Durable Finish — smooth white inside; O. D. outside 


eal, vegetables, beverages Canvas Cover — with spring fasteners 


Broiler-Grill —for steaks, chops, eggs, toast — Two Models — General-purpose, No. 125A 115 volts, 
7 71 


534”"x 719”, with detachable drip pan a-c only; Marine model, No. 24D 24-32 volts, 


Twin Hot-pots — 3 qts. each — heavy enamel-ware d-c only. 





removable stainless steel hinged covers LOW PRICE — No. 125A $39.00 list 
Thermostatic Control — Keeps food at right temper- No. 24D — $32.50 list 


ature for serving Dealer discount 33! 3% 


Clear Plastic Shakers — for salt, pepper, and flour 


or sugar ORDER TODAY! 


Sturdy Case — 3015x 15!{ x 914 — includes storage 
space for food or utensils 


Gack Gay Equipment Co. 
739 Boylston St. 
BOSTON 16, MASS. 
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Easily demonstrated advantages 








of FIBERGLAS insulation 











FIBERGLAS 
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NEVER UNDERESTIMATE THEAPOWER 


OF A WOMAN 
Nor the sales appeal of a feature like FIBERGLAS 
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NEW Postrions | 





Sylvania Electric Products, Inc. 


Henry W. Parker, former employee 
of General Electric and Rogers Radio 
Tubes, Ltd., Toronto, has been ap- 
pointed technical adviser for Sylvania 
Electric Products, Inc., according to 
Dr. B. S. Ellefson, director of the com- 
pany’s central engineering laboratories. 
The new post has been created to 
stimulate review of industrial and 
scientific developments and to propose 
new projects. At present Mr. Parker 





H. W. PARKER 


is Cooperating with the U. S. Depart- 
ment of Commerce in a study of elec- 
tron tube developments in Germany 
and Japan during the war. 

A new assistant to the vice-president 
of the radio tube division of Sylvania 





FRANK J. PRIME 


has been found in Frank J. Prime 
who started with the company in 1932 
as a cost accountant in the parts manu- 
facturing department, later became 
superintendent of parts manufacturing 
and superintendent of the Montours- 
ville plant and cost accountant for the 
radio tube division. 


Majestic Radio & Television Corp. 


Two divisional sales managers fe 
cently appointed by the Majestic Radio 
& Television Corp. are Jay J. Clancy, 
central east division, and John W. Bul- 
lock, north central division. Mr. 
Clancy replaces Howard Souther, who 
recently resigned to become a partner 
in the Majestic distributorship in Cin- 
cinnati. He was formerly a § 
representative with RCA-Victor and 
later national sales manager for Execu- 
tone, Inc. 
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THIS FULL COLOR ELECTRICAL 


ACTION DISPLAY 
SELLS ba on tho ‘* N SIGHT! 


went into this one job 


Middletown, Ohio, Post No. 218 
The American Legion Home Addition 





























A convincing case example of the 
huge sales and profits opportunities in 


LAU “NITEAIR” EXHAUST FANS 


Seven LAU Propeller-type Ex- 
haust Fans were installed in this 
































new building addition—two in the 
auditorium, two in the basement 
game room, one on the roof (in a 
enthouse) over the taproom, one 
. 3 the nom Soe offices, Pa one out- Absorbs refrigerator odors. Helps retain original food 
rad side the small card room. Besides, flavors. Keep butter, milk, ice cubes, etc., fresh and 
nany the contractor used LAU Blowers sweet tasting. 
in all heating units and for ventilat- 
dent ing toilet rooms. Fie 
= 8 RESHER ZONES ARE EASY TO SELL! 
* Include a Fresher Zone with each new refrigerator 
*® Sell Fresher Zone thru your service men— 
20 million old boxes need Fresher Zone 
* Use Fresher Zone as a canvassing item 
* Sell Fresher Zone for Deep Freeze and Commercial Units. 
IN LEADING MAGAZINES THRU 1947 
FIRST 2 COLOR HALF PAGE 
Avditori 72 owe e ts 450. 2—42” f Sh ' tected f haust IN SATURDAY EVENING POST 
jum: 72’ x 43’ wit * ceiling. Seats . ans. owing protec ‘an exhausts. 
Lau Propeller-type ‘‘Niteair’’ Fans have e, yee A PPEA RS M AY 177TH 
been designed f vid: i f . a 
i hae & i een, ap Plus a Congistent Advertising Program 
; advantageous to exhaust undesirable air in thése national magazines 
rime and provide fresh air from the outside. 
1932 Equally applicable for industrial, com- 
anu- mercial, residential, farm and public 
‘ame buildings. 
ring Installation at the time of construction 
urs- adds little to construction cost. Every : 
the installation becomes a silent salesman 
for this comfort-creating’ product. Six 
sizes—18 in. to 48 in. Cash in NOW 
on the opportunities available to you 
orp. in LAU FANS. Write us direct or 
contact your jobber. Basement: same size with 9’ ceiling. 2—30”" fans. 
re- 
adio Poe 
ncy, 
Bul- 
Mr. 
who BLOWER 
-~ WRITE TODAY FOR INFORMATION 
in- ABOUT FRESHER ZONE SPECIAL DISPLAY DEAL! 
<i COMPANY 
an 
bss > DAYTON 7, OM1O, ¥. 5. A. THE PRESCO-M COMPANY 
1101 MULBERRY ST KANSAS CITY 7, MISSOURI 











WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 
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Be an Expert 
on Home Freezing and 
make Sales Faster the 


easy FROSTOFOLD way 


Jiffy Set-Up Frostofold is original equip- 
ment in many leading home freezers— 
and widely recommended by food experts 
because they know that more mistakes 
are made in packaging frozen foods than 
in any other phase of handling foods for 
home freezing. 

So protect your cabinet’s reputation— 
make more sales and repear sales to 
satisfied customers. Sell Frostofold, the 
single-use sanitary patented container 
with the built-in liner that keeps air out 
and moisture in to preserve the original 
goodness of both dry frozen and liquid 
packed foods—also pre-cooked foods of 
every type. 

Nationally advertised Frostofold pack- 
ages of 50 pints retail at $1.75. 50 quarts 
retail at $2.25. Get Frostofold and get 
full profits from the container that keeps 
your freezer users happy. Available 
through leading distributors of home 
freezers and electrical appliances. 


THE INTERSTATE FOLDING BOX COMPANY 
Middletown, Ohio 
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IN A JIFFY FROSTOFOLD IS SET UP 
AND FILLED. NO FUSS! NO BOTHER! 
NO SPECIAL EQUIPMENT! 










L 


Simply press sides together and 
Frostofold pops open. Close 
outer flaps and it becomes a 
smooth, strong package. 





Filling is easy and efficient with 
special Frostofold funnel. 





Patented liner quickly heat- 
sealed with ordinary electric 
iron or curling iron—to keep air 
out and moisture in. 


@) O8 4 Siiun, 
ae — “<-> 
* Guaranteed by 
Housekeeping 
@ OErECTIWE 
65 sovransco ea 












LEAGUE ACTIVITIES 








Philadelphia Resumes 
Dealer Sales Training 


In response to the request of dealer 
organizations, the Electrical Associa- 
tion of Philadelphia has resumed the 
sales training program for dealers 
which was first conducted in the winter 
and spring of this year. The new 
classes have an enrollment of 151, di- 
vided into six classes. The course 
was prepared by the Edison Electric 
Institute. 


Milwaukee Radio Dealers 
Hold First Meeting 


The Milwaukee Radio Service Deal- 
ers’ Association, formed in May of 
this year, held its first regular meeting 
last month. Officers for 1946-47 are: 
William Sullivan, president; Fred 
Catel, vice-president; R. Pohl, secre- 
tary; Herbert Atkins, treasurer. The 
stated object of the association is to 
promote the general business welfare 
of its members and to protect the pub- 
lic from poorly trained or unscrupulous 
repair men. 


Heath Replaces Smalley As 
Head of West Penn League 


Paul L. Heath has been elected man- 
ager of the Electric League of West- 
ern Pennsylvania to replace A. J. 
Smalley who has returned to the 
Duquesne Light Co. as supervisor oi 
dealer departments. Mr. Heath was 
formerly associated with Westing- 
house Electric Corp. 


San Diego Bureau Sets 
Date for Fall Conference 


The annual conierence of the 
Bureau of Radio and Electrical Ap- 
pliances of San Diego County, Calif., 
is set for December 2 at the U. S. 
Grant Hotel. Because of difficulties 
in obtaining a building, the scheduled 
November electrical show was can- 
celed, but definite plans are under way 
for resumption of the Bureau’s show 
sequence with the Spring Fair sched- 
uled for next April. 











SPEAKER OF THE EVENING: Frank 
Gruesel, Gruesel Distributing Co., was 
the featured speaker at the recent re- 
organization meeting of the Central 
Wisconsin Appliance Dealers Associa- 
tion in Wausau at the Wis. Public Ser- 
vice Corp. auditorium. President L. Hack- 
barth of Merrill presided at the session. 
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New Orleans Appliance 
Show Called Successful 


Some 86 appliance exhibits filled 
two sections of the New Orleans pub. 
lic auditorium for the city’s Electrical 
Association’s recent home appliance 
show. Over 54,000 visitors roamed 
through the exhibits between October 
6 and 10. Differing from shows of 
previous years, no dealers exhibited; 
all displays were arranged by manu- 
facturers. Said Carl O. Brown, Asso- 
ciation president, “The purpose was to 
display various kinds of equipment 
which New Orleans dealers are now 
ready to sell their customers.” 


Morrison Elected Head of 
Pittsburgh Housewares Club 
The Pittsburgh Housewares Club 


recently announced that elections of 
officers had resulted in the naming of 





FRANK R. MORRISON 


‘rank RK. Morrison as president, I. A. 
Frankel as first vice-president, Charles 
L. Linder as second vice-president, 
Paul H. Erler as treasurer, and E. M. 
Marks as secretary. With the admis- 
sion of 82 members during 1946 the 
club now has 270 on its roster, the 
highest in its history. 


Westchester Dealers Name 
Walton New President 


The Westchester Gas & Electrical 
Appliance Dealers Association, Inc., 
numbering 90 percent of the major 
appliance dealers in Westchester 
County, N. Y., recently announced 
officers for 1947. Elected president was 
Phil Walton, General Appliance Co., 
Mount Vernon; vice-president, Joseph 
Englander, Yonkers; Ray Kline, 
White Plains, second vice-president; 
Dick Norman, Household Heating 
Co., New Rochelle, secretary; and 
Louis Kamm, Yonkers, treasurer. 


Chattanooga League 
Announces New Officers 


Recent elections conducted by the 
Electric League of Chattanooga, 
Tenn., resulted in the naming of Rob- 
ert R. Shedd, Westinghouse, as presi- 
dent, Frank Grant, Modern Home 
Appliances, as first vice-president, L. 
A. Ragon, Ragon Electric Co., as sec- 
ond vice-president, Paul J. McMillan, 
Electric Power Board, as secretary, 
and C. C. Bower, Tri-State Supply 
Co., as treasurer. 
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A LAMP THAT WILL LIGHT a cigaret 
held an inch away: was demonstrated at 
the opening of the new Chicago illumina- 
tion laboratory by the Westinghouse Elec- 
tric Corporation. This special 10-volt 
infrared lamp directs its heat rays at 
one spot where the concentrated heat 
nears 1,500 degrees Fahrenheit. When 
the young lady's cigaret was placed near 
the “hot spot" it began to burn. 


Washington Hears Second in 
Design for Marketing Series 


Helen W. Kendall, household equip- 
ment editor of Good Housekeeping 
Institute, was the feature speaker at 
the second in the Electric Institute of 
Washington’s Design for Marketing 
series. “Better Selling” was the sub- 
ject of a half hour skit introduced by 
Alfred D. Dodge, vice-president in 
charge of sales, A. R. Tiller, Inc., 
Richmond, Va. 


New Lynchburg League 
Hects Allen President 


The newly organized Lynchburg 
Appliance C Lynchburg, Va., ,has 
elected James Allen of the McGehee 
Furniture Co., as president.. R. S. 
Terry, J. R. Millner Co., was named 
vice-president ; 3ertram Schewel, 
Schewel Furniture Co., secretary- 
treasurer. 


Boston Institute Holds 
Frozen Food Clinic 


“What You Need to Know about 
Frozen Foods to Sell Home Freezers,” 
was the subject of a recent frozen 
foods clinic conducted by the Electric 
Institute of Boston. Ira Morey, 
branch manager of Q. F. Wholesalers, 
Inc., spoke on the production of frozen 
foods. Richard C. Merrill, Mayward- 
Merrill Locker Plant, discussed what 
the freezer locker can do for the home 
freezer industry. F. F, Duggan, vice- 
president of Deepfreeze, surveyed the 
home freezer market and D. C. McCoy, 
manager of the home freezer division 
of Frigidaire, spoke on selling home 
freezers to the consumer. 


Britith Columbia League 
Adds Victoria to Area 


A dinner meeting of 125 members of 
all branches of the electrical industry 
at the Empress Hotel, Victoria, re- 
cently marked the official adoption of 
the Victoria Electrical Association by 
the British -Columbia Electrical Serv- 
Ice League, thus making its full pro- 
Motional and educational resources 
available to the former. 











* 
ae in its new three-quarter-million dollar plant, enters 1947 prepared 
for the greatest volume of business in its history. j 
In this new plant, completely equipped with the most modern machinery, Electromaster 
utilizes mass production methods new to the electric range industry. The result is a better 
range, competitively priced for volume sales. For the Electromaster customer, this. means 
better value; for the Electromaster dealer, this means business. 
The new Electromaster ranges embody 18 years’ specialized experience in electric 
range production. They combine traditional craftsmanship with the latest advances in 
engineering. Again in 1947 the Electromaster name will stand for the best in electric cooking. 
Electromaster’s line of 
Water Heaters is com- 
plete. At right, thé Doric Below: The luxuri- I 


Model. ous Electromaster 
Banquet Model com- 
bines superb per- 
formance with smart 
appearance. 









Left: Electromaster’s Space 
Saver—a full-capacity range 
for the kitchens of modern 
small homes. 
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FOR THE BEST IN COOKING—c' /.. fcecely » FOR THE BEST IN ELECTRIC COOKING 


Obecnmaser 


| 

| 

Executive Offices: Detroit 31, Michigan 

gerne ier Plant address: Mount Clemens, Michigan | 














LIGHTWEIGHT = 
—<STREAMLINED= 


RIC IRON 










THE IRON THAT 
HAS EVERYTHING! 


Featherlight, streamlined, rapid-heating .. . 
precision thermostatic control affords proper 
temperature for every fabric... highly polished 
non-tarnishing aluminum . . . heat resistant 
black bakelite handle ... safety cord perma- 
nently attached ... silver contacts assure 
trouble-free, long-life operation. 110 volts AC. 
Guaranteed for one year. 


EXCELLO 


HOME APPLIANCES COMPANY 


2230 South Michigan Avenue 


CHICAGO (16) ILLINOIS victory 7711 








DISTRIBUTORS 
APPOINTED 








Duo-Therm Div., 
Motor Wheel Corp. 


M. F. Cotes, vice-president of Motor 
Wheel Corp., Lansing, Mich., has an- 
nounced the appointment of the fol- 
lowing as Duo-Therm furnace dis- 
tributors : 


C. R. Rogers Co., Pittsburgh, Penna. 
McLennan, McFeely & Prior, Ltd., Van- 
couver, B, C. 


Minerva Corp. of America 


Newly appointed distributor for 
Minerva radios, product of Minerva 
Corp. of America, New York, through- 
out the states of Georgia, Alabama 
and Flordia is: 


Parmor, Inc., 176 Pryor St., Atlanta, Ga. 


Musitron Co. 


Gerald H. Rissman, sales manager 
of the Musitron Co., Chicago, has 
named the following new distributors 
for the Musitron line of portable 
phonographs, playback units and auto- 
matic record changers: 


Biehl's, 500 S. Centre St., Pottsville, 
Penna. 

The Larson Co., 806-810 N. P. Avenue, 
Fargo, N. D. 

Leo Maxwell Co., Inc., 810-814 N. W. 
4th St., Oklahoma City, Okla. 
Philadelphia Electronics, Inc., 2013 
Walnut St., Philadelphia, Penna. 

T. A, O'Loughlin & Co., 88-90 Washing- 
ton St., Newark 2, N. J. 

Vermont Hardware Co., Inc., Burlington, 
Vt. 

Gerlinger Equipment Co., Inc., 100! 
Adams St., Toledo 2, Ohio 

Hollander & Co., Inc., 3900 W. Pine 
Blvd., St. Louis 8, Mo. 

Adleta Co., Cedar Springs at N. Akard, 
Dallas 1, Texas 

Wright Service Co., Broadway at Second, 
Little Rock, Ark. 
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DOUBLE PRODUCTION is expected in 
1947 by these representatives of the Iron- 
rite lroner Co., Mt. Clemens, Mich. 
Seated is Hal Biddle, merchandise mane- 
ger of the company, while G. E. Wilkins, 
western manager, bends down to catch a 
word. Ironrite is devoting its full pro- 
duction to ironers and promotion plans 
include a follow-up home demonstration 
of each ironer sold. Messrs. Biddle and 
Wilkins recently completed a tour of 
distributors. 


JANUARY 1, 1947—ELECTRICAL MERCHANDISING 
























ir 
l- 
\. 


as 
rs 
le 


din 
ron- 
jich. 
sna- 
kins, 
ch a 
pro- 
Jans 
tion 
and 
- of 


~ “ROYAL-CHROME” 


CASSEROLES 


“KITCHEN-QUEEN” 


TWO BURNER COMBINATION HEATS 
TABLE STOVES 














IDEAL FOR GIFTS . . PROMOTIONS . . STAPLES 
Smartly Styled, Sturdily Constructed 

White baked enamel base. Black baked enamel top. Totally 

enclosed frame insures maximum heat and gives armored pro- 

tection. Compact and light in weight. Right burner is 1000 

watt: high, medium and low. Left burner is 650 watt. Com- 


plete with cord. 


TRIPLE-PLATED CHROME FRAMES 


DESIGNED TO FIT 
“PYREX"— 
“GLASBAKE" and 
“FIRE KING" 


Genuine “Pyrex Ware” 
14 qt. round casserole 
with knob cover. 
Mounted in Regency 
style. Here’s New! 
Startling! Practical 
Oven-to-table service. 





DESIGNED TO FIT 
“PYREX"— 
“GLASBAKE" and 
“FIRE KING" 

@ Genuine “Pyrex Ware” 
9}” pie plate complete 
with Regency styled 
service frame. Here’s 
New! Startling! Prac- 
tical Oven-to-table 
service. 


IMMEDIATE DELIVERY ON ALL ITEMS 


KITCHEN QUEEN Inc. 


Manufacturers of Electrical Appliance 


1825 Cermak Road, Chicago 8, Ill. 


On Display Space 121 (17th Floor) 
American Furniture Mart | 
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Evens so often folks forget to 
turn off the washing machine. It 
washes shirts too long . . . and 
wears ‘em out before their time. 
That can’t happen when a con- 
ventional washing machine has 
a Telechron switch timer. It’s 
shut off automatically as soon 


as clothes are clean. 


These new Telechron syn- 
chronous electric switch timers 
can be applied to a wide variety 
of home appliances and indus- 
trial devices. A “hold” position 
permits their use on devices 
where an accessory must operate 
independently of automatic con- 
trol. They’re available with an 
audible warning signal, if de- 
sired. They give dependable, ac- 
curate service in controlling elec- 
tric appliance outlets on gas and 
electric ranges, in X-ray and 


photographic timers, fast battery 





ELECTRIC SWITCH 
TIMER E-34, shown 
wi.a washiag machine 
dial, designed for a wide 
variety of houschold 
and industrial equip- 
ment. It turns device 
off. E-33 is identical, 
but turns device on. 
(Other models avail- 
able for different tim- 
ing periods with or 
without audible signal.) 


see our 
CATALOG 


SWEETS FRE 
fer PRODUCT OLSIGNERS 





chargers, and many other types 
of electrical equipment. Choose 
from two types — one turns a 
device off, the other turns it on. 
Available with 15, 30 or 60 min- 
ute timing intervals — all rated 


at 15 amps. — 115 volts. 


Put extra sales appeal into 
your products with switch timers 
by Telechron — for 25 years the 
largest producers of electric 
timing mechanisms. Telechron 
timers never have to be wound, 
never run down—because they’re 
electric. Precision building and 
Telechron’s exclusive capillary 
lubricating system assure years 
of trouble-free operation. All 
Telechron motors and timers are 
Underwriters Laboratories ap- 
proved. Write or wire for full 
details to Industrial Sales Divi- 
sion, Dept. G, Telechron Inc., 
Ashland, Massachusetts, 


TIMERS 


CLOCK 





The first and favorite electric clock timer 
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PORTABLE LIGHTING 
FOR EVERY PURPOSE 
=  PROMOTIONALLY PRICED 


/ 


USS FOR EVERY PURSE 


NO-GLARE 























































Series 600 














No. 101-8 Ni 


No. 1214 es 


WHEN you think of portable fluorescent lighting, 


think of Richter . . the line that gives you everything. 
There's an Rmc desk lamp for every one from executive kK H C be T fg ke 
to hobbyist; there's no faster selling line of kitchen and 


household fixtures. Best of all, every piece of Richter METALCRAFT CORP. 
lighting is perfectly engineered, beautifully styled for 

consumer acceptance, and mass produced to give you eer + nee’ * Mt. VERKON, N.Y. 
good profits at a promotional price. So, when you 
think of portable fluorescent lighting. Specify Richter. 
Available at recognized jobbers and distributors 
everywhere. 


LATEST CATALOG ON REQUEST 


AMERICA’S LARGEST PORTABLE FLUORESCENT LIGHTING MANUFACTURERS 












DISTRIBUTORS 


APPOINTED 











Quillen Bros. Refrigeration Co, 


According to Stanley C. Bell, gen- 
eral manager of the Quillen Brothers 
Refrigeration Co., Indianapolis, the 
following are new distributors of the 
Quillen Home-Freez: 


J. E. Miller Co., Pittsburgh, Penna, 
W. T. Shackelford Co., 393 Peachtree 
St., Atlanta, Ga. 


Iceberg Refrigerated 
Locker Systems, Inc. 


B. C. Davison, general sales man- 
ager, Iceberg Refrigerated Locker 
Systems, Inc., has announced the ap- 
pointment of four more distributors 
for the company’s frozen food lock- 
ers. They are: 


Tri-State Electric Appliance Co., 4322 
Clayton Ave., St. Louis, Mo. 

The Wallahan Co., 1815-1819 W. St. Joe 
St., Rapids City, S. D. 

Waters Equipment Co., 7400 Northwest 
8th Ave., Miami, Fla. 

Saviers Electrical Products Corp., Second 
and West Sts., Reno, Nevada. 


Tone Products Corp. of America 


Howard A. Jacobs, sales manager 
of Tone Products Corp. of America, 
announces an expansion in its distribu- 
torships of Merry-Go-Sound phono- 
graphs and children’s records. New 
appointments are: 


Dobbs-Skinner, Inc., 2624 Elm, Dallas, 
Texas 

The Recordit Co., St. Louis, Mo. 

Maco Appliance Distributors, Inc., Kan- 
sas City, Mo. 

Dale Distributing Co., Inc., New York, 
N. Y. 

Mutual Appliance Distributors, Buffalo, 
N. Y. 


Diehl iden El Paso and Amarillo, 
Tex., and Albuquerque, N. M. 


John Meck Industries 


John Meck, president of John Meck 
Industries, has announced the addition 
of four new jobbers. They are: 


Fulton Radio Supply Co., 707 S. Black 
stone St., Jackson, Mich. 

Lifsey Distributing Co., 730 N. Saginaw 
St., Flint, Mich. 

Fischer Distributing Co., 222 Fulton St., 
New York 7, N. Y. 

Anthony Wayne Electrical Supply Co. 
Inc., 2732 Broadway, Fort Wayne 6, 
Ind. 


G-M Laboratories, Inc. 


The following is a list of distributors 
appointed to date to handle the Surf 
Season-Air, according to A. P. Sirols, 
promotion manager of G-M Labora- 
tories, Inc., Chicago: 


Electric Supply Co., 1430 Locust St., Des 
Moines, lowa. 

The Electric Corporation, 110 N. Ale- 
meda St., Los Angeles, Cal. 

Doubleday-Hill Electric Co., 715 12th 
St., N. W., Washington, D. Cc. 

M. A. Conley Co., 1300 4th St. S.E., 
Canton, Ohio. 

Commercial Electric Co., 1301 Adams 
St., Toledo Ohio. 

Harley D. Carpenter, 1517 State St. 
Erie, Penna. 
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Frank M. Brown Co., 8-12 Free St., 


d, Me. 
bln Co., 1612 Harmon Place, 
Minneapolis, Minn. 
ae Gee Light Co., 11! E. Lom- 
bard St., Baltimore, Md. 
Chapin-Owen Co., Inc., 205 St. Paul St., 
Rochester 4, N. Y. 
Incandescent Supply Co., 825 E. 3rd St., 
Los Angeles, Cal. 
Hub Cycle & Radio Co., 596 Common- 
wealth Ave., Boston 15, Mass. 
Honald & Lepage, 815 Penn Ave., She- 
, Wis. 
Pon real Inc., 1506 N.W. Irving 
$t., Portland, Ore. 
Graybar Electric Co., 500 S. Clinton St., 
Chicago, Ill. 
Graybar Electric Co., 180 Varick St., 
New York, N. Y. 
Englewood Electrical Supply Co., Inc., 
325 N. Lafayette Blvd., South Bend 24, 


Ind. 

Englewood Electrical Supply Co., 124 N. 
Ist St, Rockford, Ill. 

Englewood Electrical Supply Co., 5801 
§, Halstead St., Chicago 21, Ill. 

Electronic Distributing Co., 1622 Ara- 
pahoa St., Denver, Colo. 

£, A. Wildermuth, 1102 Atlantic Ave., 
Brooklyn 16, N. Y. 

Westinghouse Electric Supply Co., 240 
Cedar St.. New Haven 8, Conn. 

Tri-State Electric Co., 1015 State St., 
Erie, Penna. 

Steiner Electric Co., 3500 Milwaukee 
Ave., Chica go 41, Ill. 

Standard Electric Co., 37 W. Lawrence 
St., Pontiac 15, Mich. 

South Texas Appliance Co., 605 S. Flores 
St., San Antonio, Tex. 

Reichardt Electric Co., 1009 Wood St., 
Houston, Tex. 

Pittsburgh Electric Supply Co., 6375 
Penn Ave., Pittsburgh 6, Penna. 

Peerless Electric Supply Co., 122 S. 
Meridian St., Indianapolis 9, Ind. 

Peerless Electric Supply Co., 22 W. 
9th, Anderson, Ind. 

North Coast Electric Co., 625 N.W. 
Everett St., Portland, Ore. 

Motor Power Equipment Co., c/o Mid- 
way Terminal Warehouse, 2295 Uni- 
versity Ave., St. Paul 4, Minn. 

Morley Brothers, Saginaw, Mich. 

Meletio Electrical Supply Co., Corner 
Preston & Young Sts., Dallas, Tex. 
McGregors, 1071 Union Ave., Memphis 

3, Tenn. 

McCleery Carpenter Co., 301 N. 3rd 
St. at Haghten, Columbus 15, Ohio. 

H, U. Mann Co., 540 Lake Shore Drive, 
Chicago, Ill. 


Farnsworth Television & 


Radio Corp. 


The Farnsworth Television & Radio 
Corp, has announced the appointment 
of the following firm as distributor of 
Farnsworth products in central and 
southern Indiana and eastern Illinois: 


Kiefer-Stewart Co., Indianapolis, Ind. 


Maclane Mfg. Co. 


The MacLane Mfg. Co. has an- 
nounced the following as national sales 
ev for the MacLane electric 

er: 


Gary Sales, Newark, N. J. 


Youngstown Kitchens Div., 
Mullins Mfg. Corp, 


Youngstown Kitch 
ens have an- 
— the appointment of the fol- 
wing three distributors to complete 
Coverage of Texas: 
wah Tense Appliance Co., San Antonio, 
aie Supply Co., Fort Worth, Tex. 
‘aus Frank Co, Houston, Tex. 
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INCREASE THE POPULARITY 
OF YOUR STORE 
BY MODERNIZING .. . NOW! 


MORE CUSTOMERS are attracted—you make greater 
profitt—when you modernize your store with Pitts- 
burgh Glass and Pittco Store Front Metal. Here is an 
example of what was done with an appliance store 
in Waycross, Georgia. 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 











PITTSBURGH 


» 1947 


Pl. ee fe 


The Electrical Appliance Store with EYE-APPEAL— inside and out — 
draws more customers — boosts profits 





@ Successful merchants know that a modern front 
is like a magnet—it attracts passers-by . . . draws 
them inside. And a smart interior arrangement 
makes them prefer that store. That means a steadier 
flow of customers, increased profits. The magic 
secret? It isn’t magic and there’s no secret: These 
merchants simply recognized the value of mod- 
ernizing their stores with Pittsburgh Glass and 
Pittco Store Front Metal and did something about 
it. 

You, too, cam increase the popularity of your 
store — make more money — by following the ex- 
ample of these progressive merchants. Why not 
look into the idea of remodeling your store now— 
inside and out—with Pittsburgh Glass and Pittco 
Store Front Metal? Your architect knows all about 
the advantages of these products. Be sure to discuss 
your problems with him. That will assure -you a 
well-planned, economical design. We'll be glad to 
cooperate with you and with him. In fact, if you 
want them, you can arrange for convenient terms 
through the Pittsburgh Time Payment Plan. 

While you’re thinking about it, send for your free 
copy of our recently published booklet, which gives 
you valuable information and scores of interesting 
illustrations of Pittsburgh Glass and Pittco Store 
Front Metal installations. The coupon below is for 
your convenience. 


Pittsburgh Plate Glass Company 
2034-7 Grant Building, Pittsburgh 19, Pa. 
Without obligation on my part, please send me a FREE copy of your 


illustrated brochure, “‘How Eye-Appeal—Inside and Out—Increases 
Retail Sales.” 
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The Nation’s 
Finest 


EVAPORATIVE 
COOLER 


Arctic Circle Evaporative 
Coolers have every desir- 
able feature . . . are defi- 
nitely superior in appear- 
ance and performance. 


NOW 


THE AMAZING NEW 


ARCTIC 
CIRCLE 






@ Constructed of heavy rust- 
resisting galvanized steel 


@ Completely die pressed and 
welded 


@ All steel treated for rust 
prevention 


@Dynamica'ly and _statisti- 
cally balanced oversize 
blower 
Larger than other coolers 
of comparable size 


@® Suspended blower, elimi- 
nating obstructions in bot- 
tom pan 


@ Equipped with quiet run- 
ning Westinghouse motor 

® Bronze water meter gives even water distribution to all pads 

@ Extra large non-sag pads 

®@ Special chemically treated pads absorb water 30 times faster 

® Finished in blue-grey hammered baked enamel inside and out 


Manufactured By 


INTERNATIONAL 
METAL PRODUCTS CO. 


P.O. BOX 1712 e 500 S. 15th STREET 
PHOENIX, ARIZONA 









NIGHT SHOT: This open vision front gives a striking effect, especially at night. The 
store is the Gibson Furniture Co. of Wellsville, N. Y., which has just finished a major 
remodeling program. It has a 50 foot front, with 7.500 sa. ft. of floor space on three 


floors, with a fourth floor due to open soon. 














DEALER DOINGS 






















































OVERSIZED 
PRINCESS ALL-CHROME 


ELECTRIC BROILER 


® Highly polished chrome finish. 

¢ Ceramic heat block—no suspended wires. 
© Cool, heat-resistant plastic accessories. 

e Larger, more effective cooking area. 

® Quick, balanced heat for faster broiling. 
© 1000 W high—400 W low; AC-DC 


it's NEW! ~~ It's ALL CHROME! 
NEWARK APPLIANCE CORPORATION, INC. 


92 South Sixth Street Newark, New Jersey 
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ALABAMA 


Birmingham has a new outlet for 
electrical appliances in Butler’s, which 
can be found at 2020 N. Second Ave. 
A. H. Butler operates the sore. 

The Civilian Production Adminis- 
tration’s office in Birmingham has ap- 
proved plans for a $2,245 construction 
project planned by the Darleen Shop 
of Decatur, which specializes in air- 
conditioning. 

Robert N. Yarbrough has decided to 
take a forward step and carry out a 
$3,000 construction project in connec- 
tion with his plumbing, heating and 
electrical shop in Huntsville. The CPA 
district office has put its O.K. on 
the idea. 


ARIZONA 


Guy L. Grippen has given up his 
interest in the Bacon Electric Co., 
appliance firm at Third and Roose- 
velt Sts., in Phoenix, and Mrs. B. E. 
Greatman and Peter Davidson have 
taken over their new property. 

Another evidence of a trend is in- 
dicated by the removal of Vinson 
Carter Co. of Phoenix away from the 
main shopping district to a much 
larger space somewhat outside the 
Main Stem. They’re planning a for- 
mal opening in the near future. 


FLORIDA 


John Farshee established himself 
in the radio repair business in Green 
Cove Springs several months ago when 
he opened up in the Hart Furniture 
Co. building. He now lets it be 
known that he is reestablishing him- 
self, this time across the street in the 
Geiger Appliance Store. 

The Southern Electric Co. isn’t sat- 
isfied with the way the inside of its 
business and store front looks, so 
they’ve taken out a permit to remodel 
it to the extent of $500. The store 
is located at 48 SW Second St., Fort 
Lauderdale. 

Norge appliances were on tap when 
the Brandon-Jett Co. opened its new 
display rooms and service garage at 
1451 S. Monroe St. in Tallahassee. 
The modernistic building got its last 
touches a little while ago. Partners 
in the firm are George M. Brandon, 
William T. Christie, Clarence W. 
Brandon and Robert S. Jett. 





Light Crafters, 1747 S.W. Eighth 
St., Coral Gables, “distinctive illu- 
mination and appliances,” has” opened 
its second Studio of Illumination. The 
establishment, at 1815 Ponce de Leon 
Blvd., features lighting fixtures, lamps 
and fireplace accessories. 


ILLINOIS 


The Zenith Store in Rockford has 
got together between $15,000 and 
$20,000. Result: modernization is pro- 
ceeding apace in the appliance shop, 
under the watchful eye of J. G. Gia- 
noli. 

Bean’s Electric Shop, Urbana, a 
20-year-old business, has had only a 
single mercantile room at 103 W. 
Main St. in the past. Business is 
increasing at such a rate that the firm 
has purchased three buildings at 119- 
121 N. Race St. for sales and storage 
space, and for access to loading plat- 
forms. 


INDIANA 


Willard C. Stiver has built a new 
building at 1037-1039 S. Main St. in 
Elkhart. The General Appliance Co. 
will have Robert J. Thursby as gen- 
eral manager in charge of the store. 
Crosley leads the parade of franchises, 
with several others in evidence. 

Everett Hilligoss, owner of the New 
Electric Co. at 501 N. Buckeye St 
Kokomo, is erecting a new fire-pi 
brick store building at 604 N. Wash- 
ington St., and will move his store 
there upon completion. 


KENTUCKY 


Jack Kirk has bought and taken 
over the appliance and comm 
refrigeration business operated by C 
L. Mains & Son in Maysville. It ss 
now Jack Kirk & Co. 


MASSACHUSETTS 


Realizing that the name “Home Ap- 
pliances, Inc.” looks like too many 
other names, the stockholders voted to 
give due credit to the founder 
chief stockholder ; so the Medford firm 
is now known as J. A. Harraghy, 
Inc. The news comes via D. J. Gil- 
more, vice-president. The firm's ad- 
dress is 127 Main St. 
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The Lafayette Radio Corp. of New 
York has opened a second and much 
larger store in Boston at 130 Federal 
St, in the same block as its original 
store opened five years ago at No. 
110. The new store will have a broad 
range of famous brands and will 

ialize in custom-built sets in 
special cabinets. The old store will 
jalize too, in electronic equipment 


and radio parts. 


MISSOURI 


$65,000 changed hands recently when 
Tribaut C. Kammerlen, operator of 
an appliance store in St. Louis, bought 
a two-story building at 2720-30 Lo- 
cust St. He plans to locate his busi- 
ness there. 


NEW JERSEY 


Lafayette Radio, 24 Central Ave., 
Newark, is the scene of a twenty-week 
course for radio hams. Every Friday 
from 7 to 9 p. m. a radio expert takes 
over to give free training to people 
who will try to wangle ham tickets 
from the FCC. George W. Taylor, 
store manager, says that a special 
effort is being made to accommodate 
ex-servicemen. Another activity 
just developed by the firm is the in- 
stallation of a complete sound system 
showroom—a transmission room with 
a complete selection of microphones, 
and a demonstration room with amp- 
lifiers, etc. 


NEW MEXICO 


L. H. Chant, owner of the Chant 
Electric Co. of Albuquerque, has en- 
larged and expanded the business, and 
is installing a model kitchen. Elmo 
Reynolds is manager of the store. 


NEW YORK 


Times Square Stores Corp., New 
York City, is shifting personnel these 
days. John L. Marge now buys radios 
and major appliances in addition to 
duties as phonograph and_ record 
buyer. Monroe Lewison will add traf- 
fic appliances to his housewares pur- 
chases. John Gillig, former buyer of 
radios and major appliances, is now 
purchasing agent and buyers’ repre- 
sentative for the entire organization. 








PAUL Y. GALVIN, head of the Galvin 
Manufacturing Corp., makes the first 
commercial radiotelephone call in the 

9° area from his car to Toronto, 


“one ~ service was initiated 
atter midnight on October | and 
Mr. Galvin spent most of the night 
gusing around trying to find dead spots 
would blank out communication. He 
5 but reports that the transmitting 
receiving equipment did not. 
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PROFIT PRODUCER 





VORNADOFAN dealers are piling up profits this winter because 
this Finest of All Air Circulators sells just as well in winter as in 
summer. Truly an air circulator, not just a fan, VORNADOFAN 
circulates warm, heated air, minimizes drafts, and saves on fuel bills. 


Its summer cooling features are the sensation of the Industry. 


Extensive all-year advertising, employing more 










than two dozen national journals, sells the pub- 
lic month in and month out. So order your 


requirements immediately. Profit now. 
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0. A. SUTTON Corperation wicHiTa, KANSAS 
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FANS 


EYE APPEAL 
O17 sales APPEAL 
QUALITY APPEAL 


M Deluxe EXHAUST FAN 


All steel welded construction insures 
durability combined with light weight 
and unbelievable quietness. Extra large 
blades. For stores, restaurants, homes, 
factories. 


@ Deluxe attic FAN 


An engineering triumph! Extra large 
blade surface for tremendous air moving 
capacity. Motor cradled in live rubber 
to eliminate vibration. 


GEO.B. Ae co. 


CINCINNATI, OHIO 


Sectional Representatives 
H. Koff Sales Co 
Dayton 7, Ohio 


Carl A. Lewis, Inc 
Atlanta, Ga 


Neuburg Sales Service 
New York, N. Y 
A. H. Tutin Cc. Lb. Hornaday Co ee ee a) 
Boston, Mass Indianapolis, Ind Houston, Texas 

J. Scott Wilson & Assoc., Milwaukee, Wisc 








‘DRAKE 


RELIABLE 


DEALER DOINGS 











Here’s a (Ow Pyiced 
Light Duty Delivery and 
Service Body 


for APPLIANCE DEALERS 


© Saves Man-Hours 
® Speeds up Deliveries 


© Compartments for 
Tools, Repair Parts 


ALL-STEEL welded con- 
struction. Spacious interior Available 
with overhead 


ladder racks. 


with weathertight compart- 
ments on each side for tools, 
repair parts, etc. Other ac- 
cessories optional. Designed 


for Y2 ton chassis. 


ENGINEERING CORP. 


2546 EAST 79) ST., CLEVELAND 4, OHIO 
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SOLDERING 
, EQUIPMENT 


The Complete Home Equipment Co. 
of Buffalo, electrical appliance dealers, 
have been granted a building permit. 
The project is a $10,000 construction 
job at the company warehouse at 366 
Ohio St. 


NORTH CAROLINA 


The Anderson Electric & Supply 
Co., “an electrical department store,” 
has finished a remodeling and mod- 
ernization program. A practically new 
store can be found at the corner of 
5th and College Sts. in Charlotte. 





OKLAHOMA 


The Northwest Appliance Co. of 
Blackwell is no longer in the hands 
of Earl E. and Robert E. Watson. 
T. G. Kiser and LaVerne Albin now 
claim ownership. 

Another business which has seen 
a change is a Bristow store owned 
by Joseph Elsby. Mr. Elsby has 
turned his Philco shop over to C. E. 
Parrott. 

Lyle Boren has received a $250,000 
capital stock charter for the Boren 
Co., which will operate stores in 
Seminole and Konawa, and in 1947 
will extend operations to three other 
cities in Oklahoma, selling appliances 
and allied lines. Mr. Boren is presi- 
dent, and his three vice-presidents are 
Dale Boren, V. R. Wood and A. C. 
Kidd. 


PENNSYLVANIA 


The Sears, Roebuck & Co. outlet 
in Jenkintown has given over 2,400 
sq. ft. of floor space to appliances, in 
a building adjoining the original store. 





TENNESSEE 


The wholesale and retail jewelry 
and appliance firm of Perel & Lowen- 
stein, 144 S. Main, Memphis, has 
widened its store front about three 
times and has finished other improve- 
ments as well. 


TEXAS 


The Chambers Lumber Co., 2401 N. 
Beckley, Dallas, is opening a new 
hardware and electrical appliance 





DRAKE ELECTRIC 
WORKS, ING. 


3656 LINCOLN AVENUE 
CHICAGO 13, ILLINOIS 


BRUCE WADE 


department. Bruce Wade has received 


the appointment to manage the sec- 
tion. 





6 
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viSI-QUIZ ON THE AIR: Don Saxon, 
announcer on Sears Roebuck's television 
show, hands a lamp to a winning con- 
festant. The program originates over 
Phileo station WPTZ and recently was 
expanded to include WNBT, New York, 
and WRGB, Schenectady, thus becom- 
ing the first interstate commercial tele- 
vision show to originate in Philadelphia. 


= DEALER DOINGS 
The Reed Sales Co. has a new store 
at 214 Congress Ave., Austin, and sells 
both appliances and automotive sup- 
plies. F. M. Reed owns the store. 
VIRGINIA 


Jones & Gooding, Richmond appli- 
ance store owned by George R. Good- 
ing and Harvey M. Jones, is now 

10 occupying new quarters at 3158 W. 
Cary St. Major appliances and radios 

















are displayed on the first floor, and 
downstairs you can find a modern 
electric kitchen and an appliance re- 
pair shop. 

Pless Electric Appliance and Fur- 
niture Co., Inc.,. has increased its 
maximum authorized capital stock 
from $50,000 to $75,000. A. G. Pless 


is president. 


WASHINGTON 


Floor space has been doubled in 
Earl’s Electric Appliance Co., To- 


| nasket, to handle radio, phonograph 


and record departments. 


WISCONSIN 


Wisconsin’s electrical dealers are 
doing their part to take preventive 
measures in regard to fire hazards. 
La Belle Electric Co. of Oconomowoc 
is a good example. Taking the stand 
that too many chicken coops are being 
heated by kerosene devices, etc., the 
firm advertises electrically heated 
brooders equipped with automatic ther- 
Mostats, as well as water heaters con- 
trolled in the same way. Some farm- 
ers take the advice to heart, and do 
themselves good by keeping up egg 
Production through the winter. 

Cudahy isn’t far from Milwaukee— 
12 miles, to be exact. Just the same, 
the town held its own appliance show 
@short while back. Fifteen Cudahy 

__ merchants who handle appliances and 
7 other equipment took booth space, a 
nen show was given at night, such 
things as electric cooking demonstra- 
Be were given, prizes were offered, 
anda good time was had by all. 







DISING 


































If only we could 
stretch it ! 


Like you, Lyon is exerting 
every effort to give its customers the 
products they need. Our completely 
modern plant, designed specifically 
for quantity production of Lyon 
Kitchen Cabinets has long been 


ready for full production. Manpower 


LYON Se 


KITCHEN CABINETS 


Lyo a METAL PRODUCTS, INCORPORATED @ 
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is adequate and thoroughly trained 
to produce cabinets that will please 
the most critical buyer. 

And we’re happy to report that 
production is rolling...though lim- 
ited receipts of steel still restricts it 


to a fraction of our potential. 





General Office: 121 Monroe Avenue, Aurora, Ill. 
BRANCHES AND DEALERS IN ALL PRINCIPAL CITIES 
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Easiest Rolling Appliance Truck 
Has Dual Wheels, °31-% 





Try at our risk 
HANDEES trucks sold by 
Less than a dozen returned on our 
simple guarantee “Send back any 


Over, 


HANDEES truck collect 
doesn't fit your needs”. 





10,000 


mail 


if 


it 


Set of 4 big 8” Rubber Tires 
Makes It Roll Easy As Baby Buggy 


ORDER MONDAY — GET IT FRIDAY 


This new dual wheel appliance dealers’ truck 
has many advantages and all of them add up 
to easier work for the truck operator. The 
4 big wheels contact floor at 4 points, giving 
truck a solid footing, making heavy objects 
easier to load and the truck easier to get roll- 
ing and easier to handle. No strain on arms of 
operator (due to the 4+ large wheels) there is 
no tendency to side-pull or side-tip, nor will it 
suddenly pull off at an-angle when some small 


obstacle is run into on the floor. 


Unusually resilient durable rubber tires with 
CAPACITY 


famous Chrysler Oilite bearings. 
—1000 LBS. 


Light, strong frames of tube steel. All welded 
construction. Ht: 54: width, 24”; curved cross 
13’ web strap with buckle. Delivery: 
Terms: 1% 10 


Order from 


pieces ; 
Order Monday—Get Friday. 


days. Unrated firms, cash. 


HANDEES COMPANY 


Dept. EM-1 


Bloomington, Ill. 














MELL-O-CHIME 


LOOK... LISTEN 


FOR GOOD NEWS ABOUT 


Alle in 


ELECTRIC DOOR CHIMES 


that will play PROFITS on your cash register in 


1947 


Oldest Manutacturer of Electric Door Chimes 








AND SIGNAL CORP. 


riginators of All-Plastic Chime Design 


119 SOUTH 


JEFFERSON ST 
CHICAGO 6, 


ILLINOIS 


Hotheway & Co 
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75 Montgomery $t., Jersey City, N. J 














BIG AND LITTLE APPLIANCES are displayed in the new basement appliance 
center of Livingston's, Bloomington, Ill. The department was opened with appro- 
priate ceremonies including a radio broadcast and a showing of the G-E refrigerator 
which kept sailors happy on the U.S.S. Enterprise during the war. 








DEPARTMENT STORES 








Shelley Leaves Rich's; 
Will Open Own Business 


R. B. Shelley, merchandise manager 
of major appliances, radios and rec- 
ords for Rich’s, Inc., Atlanta, has re- 
signed to open his own appliance firm 
at 273 Peachtree St. under the name 
of “Bob Shelley.” His former duties 
have been taken over by J. W. Adams, 
buyer of major appliances, Verne P. 
Manley, manager of radio department 
and radio and record buyer, and How- 
ard Hughes, merchandise manager of 
radios and records. 


Leonard Named Table Appliance 
Buyer for Montgomery Ward 


R. A. Leonard, former buyer of 
kitchen gadgets, bakeware and kitchen 
cutlery, has been appointed buyer of 
table electrical appliances by Mont- 
gomery Ward & Co., Chicago. 


Shields Leaves J. L. 
Hudson Buying Post 


Archie Shields has resigned as as- 
sistant buyer of housewares, including 
major appliances, from the J. L. Hud- 
son Co., Detroit, Mich., department 
store. No successor had been named 
at press time. 


Norse Named Major Appliance 
Purchaser for Shephard Co. 


G. Morse has been appointed buyer 
of major appliances by the Shephard 
Co., Providence, R. I., and will report 
to A. E. Pyne, chief buyer of house- 
furnishings, electrical goods and hard- 
ware. 


Dey Joins National 
Furniture, Nashville 


Robert C. Dey, formerly associated 
with Graybar Electric Co., New York, 
for ten years, has joined the National 
Furniture Co., Nashville, Tenn., as 
buyer and manager of appliances. 


Livingston's Opens Appliance 
Center in Bloomington, Ill. 


Fanfared by a radio broadcast and 
featuring the display of a G-E refrig- 
erator which went through the war 
aboard the carrier Enterprise, Liy- 
ingston’s opened its new appliance 
center recently in Bloomington, Il. 
The department is completely stream- 
lined and decorated in gray, rose, and 
green. Brand-name appliances and 
radios are carried. According to 
Hugh Henry, manager of the store, a 
definite program of promotion has 
been planned which will include radio 
and newspaper advertising and direct 
mail. Perry Cusey is appliance man- 
ager. 


Ginsberg Appoints Baldwin 
Appliance Buyer-Manager 


Harry Baldwin, for ten years assist- 
ant buyer of the housefurnishings and 
appliance department of Younkers 
Department Store, Des Moines, Ia, 
has been appointed buyer and manager 
of the house furnishings and appliance 
department of L. Ginsberg & Sons 
Furniture, Des Moines. 


Eloise Chandler Will Buy 
Appliances for Ernst Kern 


Mrs. Eloise Chandler, formerly em- 
ployed by People’s, has been appointed 
assistant buyer of traffic appliances for 
the Ernst Kern Co., Detroit. She will 
assist Dave J. Reddaway. 


Thornton Resigns from RCA 
To Enter Retail Business 


Paul Thornton, former advertising 
and sales promotional manager of the 
educational sales division, RCA Vie- 
tor Division, Radio Corp. of America, 
has resigned that position to enter the 
retail business. He had been with 
RCA for over six years in various 
sales administrative capacities. Prior to 
his RCA jobs he was assistant state 
supervisor of music for Louisiana. 
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Rowen Takes Spiegel 
Radio Buying Post 
The new radio buyer for the retail 
division of Spiegel, Inc., Chicago, is 
Rowen, former assistant radio 
buyer for R. H. Macy & Co. He will 
serve under T. Stanley Fremont, 
merchandise manager of radios, small 
appliances and housewares. Hugh 
Larson, who formerly bought for both 
mail order and retail divisions, will 
devote himself exclusively to the 
former. 


Davison-Paxon Promotes 
Gordon to Radio Buyer 


Melvin T. Gordon, associated with 

Davison-Paxon Co., Atlanta, Ga., 
has been promoted to radio and record 
buyer, leaving Judson R. Draper, 
former buyer of major appliances, 
radios and records, with the respon- 
sibility of buying major appliances 
only. 


Eastern Outfitting Opens 
Appliance Department 


After months of preparation, the 
Eastern Outfitting Co., Portland, Ore., 
recently opened its new electrical de- 
partment to the public. Among the 
special features developed by Winn 
Davis, department manager, are a 
complete laundry room, an operating 
kitchen, and attractive fixtures for the 
display of radios and small appliances. 
A large record department with sound- 
proof booths supplements the radio dis- 
play. Air conditioning and modern 
lighting insure optimum selling condi- 
tions. A special department will be 
provided for I.E.S. lamps and sewing 
machines. 


A &S Appoints Watton 
To Assist in Radios 


Abraham & Straus, Brooklyn, has 

named Van C. Watton to assist Har- 
old Bassoff, buyer of radios and 
major appliances. Mr. Watton re- 
cently completed a 90-day training 
program at the store. 





"YOU PUSH THE FIRST VALVE 
DOWN” says C. E. Lute (right), assist- 
ant sales manager of Red Jacket Mfg. 
Co., to R. E. Seddig and H. C. Sparrow, 
engineers: This leaves only one 
valve to adjust. Otherwise the 
water * ase which the boys are exam- 
@ brand new model, is enti au- 
el, rely 


qn BM" 


The new "Detroit" CRC-246 Float 
Valve is a revolutionary improvement 
over any other valve — enables the 
manufacturer to offer you far better oil 
heaters, ranges, water heaters, fur- 
naces, etc. 


Some of the new features are: 


@ Rate of flow to burner is constant 
with inlet heads varying from 2 inches 
to 84 inches. Tank can be placed lower 
—heater can be more compact. "Dying 
fire", when fuel supply is low, is elimi- 
nated. 


@ Safety mechanism trips from level of 
fuel in burner as well as level in valve. 
Results in less pooling of fuel in burner 
if fire is extinguished. 


© Magnetic trip mechanism is positive, 
controlled by permanent magnet which 
has no electrical connection. Will not 
trip from vibration. 


e Low flows are extremely accurate 
and consistent—a decided advantage 
for low pilots on water heaters and 
furnaces. 


© Due to the position of the metering 
stem, approximately in the center of 
the assembly, this valve can be tilted 
a reasonable amount without affecting 
fuel flow. Heater can be leveled by eye 
and will operate satisfactorily. 





A REVOLUTIONAR 


ADVANCED IN PRINCIPLE 


SUPERIOR IN PERFORMANCE 


SIMPLER 


IMPROVED IN APPEARANCE 


¢ Fully temperature compensated. Uniform fuel flow regardless of fuel 
temperature. Full heater output is assured at all times. 


© Connects directly to burner nipple. Eliminates tees, fittings and tubing 
—a great convenience where valve must be installed separately. 


e Simple to service—few parts to handle—job takes only a few minutes. 














Y General Offices: 5900 TRUMBULL AVENUE 
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Individually packed ina strong 
carton of unique design. 
Shade and reflector carefully 
protected from damage in 
one section—the other 
modeled to hold the base and 
bracket, complete with cord. 
Takes only a moment to as- 
semble for display. 





Som 


men. Shades tastefully decorated to match all bases. 
Approved by Underwriters’ Laboratories, Inc. 


New York Office 
225 Fifth Avenue 


THE VERPLEX COMPANY 


TO SELL! 


The Pin-Up Lamp with 
eye-appeal. Superbly 
made by lamp crafts- 





All Verplex lamps are furnished 
complete with 6” plastic reflec- 
tors, all-metal sockets and rotary 
switches. 6 of a style packed in a 
stout Master Carton. 

Easy to Handle — Easy to Ship 

EASY TO SELL 

Write for a catalog describing 
styles and models. Retail from 
$4.95 to $6.95. 

Los Angeles Office 
Merchandise Mart 


At Essex, 
Connecticut 








a 


W estinghouse 


LAMPS IN NEW DRESS: Westinghouse Lamp Div. has redesigned the packages 
for its entire line of incandescent and fluorescent lamps. A shift to a horizontal type 


from a vertical package. 








NEW LITERATURE 
AND DEALER HELPS 










































Visit Our Display 





Radio Manufacturers Assn. 


The Radio Manufacturers Assn. 
recently announced publication of a 
brochure on “School Sound Systems”, 
which is expected to open the way for 
widespread use of radio equipment 
in schools throughout the United 
States. The brochure was prepared 
by the Joint Committee on Standards 
for School Audio Equipment which 
served at the invitation of the U. S. 
Office of Education, Federal Security 
Agency. Dr. John W. Studebaker, 
U. S. Commissioner of Education, 
has the following to say about the 
brochure and its purpose: 

“Without mentioning the product 
of any particular manufacturer, this 
booklet presents the best thinking of 
both manufacturers and educators who 
worked on ‘this project. I believe 
you will find it helpful as a guide to 
the planning and installation of varied 
types of classroom equipment and cen- 
tral radio-sound systems.” 

Copies are available and may be had 
by writing to the Radio Manufacturers 
Assn., 1317 F St., N. W., Washington, 
a ¢c 


Duro Co. Division, 
Hydraulic Machinery, Inc. 


A new Water Softener Catalog 
Insert, Bulletin 46, has just been issued 
for general dealer distribution. Com- 
plete description of Duro water soft- 
eners, iron and sediment removal fil- 
ters, alkalinators and carbon type 
filters is contained in this 4 page, 8% 
by 11 inch bulletin. Included is one 
page of suggested sales help for the 
dealer, and an accompanying retail 
price sheet covering all models listed. 
It will be mailed upon request to 
appliance, plumbing or hardware 
dealers and well drillers by the -Duro 
Co., Dayton 1, Ohio. 


Electromode Corp. 


Portable all-electric room heaters, 
made by Electromode Corp., Dept. 
Pub. 2, 45 Crouch St., Rochester 3, 
N. Y., are illustrated and described 
in a new 6-page folder. The all- 
around use and safety features are 
fully described. A simple, attractive 
window” or counter display card for 
dealer use is also announced. 






















NEW PACKAGE DESIGN for all Domestic Sewing Machine Co. parts and 
60 supplies. Easy to identify at any elevation and in any position on counter or shelf 
without loss of readability. 


MANUFACTURING CO. “cues 
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Merchandising 
Specialists in Indiana's 
Richest Market 


= LoGanspot® 


To manufacturers interested in securing sales in the rich 
industrial and farm market of Central Indiana and Eastern 
Illinois, Associated Distributors offers an aggressive distribu- 
tion organization, long experienced in sound, helpful dealer 


sales development. 


Its service is a personal service . . . tailor-made to fit the 
long-range needs of each manufacturer and each individual 
dealer. This service includes, in addition to aggressive adver- 
tising and sales promotion, personalized assistance for the 
dealer on service, sales training, organization and all other 
details involved in building greater acceptance for the product. 


So, if you're looking 


Associated Distributors, merchandising specialists in Indiana’s 


richest market. 


Exclusive Distributors for . . . 


RCA Victor Radios, Victrolas, and Records 
. Presteline Refrigerators, Electric Ranges, Dryers 






% 
LA FAYETTE $ MARION 


aunt 
LOOMINGTon ; 


MARQUETTE 
HOME FREEZERS 













Associated 
poeeeecee! Distributors 








$ 
CONNERSVitie 
BEAUTIFULLY STYLED . . . designed for 


selling. Dulux gleaming white enamel with 









a Sieetd contrasting black trim at base . . . chrome 

SEYMour <I, + name plate and door-lifts. . . a Home 

= Prremenenf ——.--~| Freezer you'll be proud to give center posi- 
erred tion on your display floor. 


TRIPLE-SEALED . . . engineered for selling. 
Show your customers how the Marquette 
Triple-Sealed doors make positive, airtight 
seal to keep freezing cold i in for efficient 
operation. Show them how the one-piece 
rubber door hinge provides quick, easy 
a access to Frozen Poods 


HEAVILY INSULATED . . . built for selling. 
Marquette Home Freezers have a 454" 
thickness of rock wool between inner and 
outer walls and doors. Four inch cork base 
provides excellent insulation and firm 
foundation for storage compartment. 


HERMETICALLY SEALED REFRIGERA- 
TION UNIT . . . for dependable service. 
Modern, precision-built in dustproof, tamp- 
erproof housing. Spring mounted for quiet 
operation. Safe FREON 12 is used in all 
Marquette Home Freezers. Thermo Con- 
trol adjustable 10° to 10°. 


A MODEL FOR EVERY HOME... Mar- 
—_ Home Freezers come in Sixteen, 
ight, Six and Four cubic foot models. 


for sales in Indiana, look first to 


MARQUETTE APPLIANCES, Inc. 
MINNEAPOLIS 14, MINNESOTA 








Cadillac Vacuum Cleaners t.— 2 


Freez-All Home Freezers 


Launderall 


Sperti Sun Lamps 
Also distributors for a complete line 
of small electrical appliances 


Associated Distributors, Inc. 


210 South Meridian Street - Li. 2593 + Indianapolis 4, Indiana 
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BETTER PERFORMAME 


Proved By 
Highlights On The 
“Lowside’ 


































Inside and outside, Oasis Electric Water 
Coolers are built for years of maximum thirst 
satisfaction. The lowside — the water-cooling 
compartment—is a sturdy copper-alloy tank, 
heavily tin alloy-plated inside and outside. 
Outside, spiral copper refrigerant coil bonded 
to “lowside” tank guarantees refrigerant can- 
not contaminate water. Inside, newly designed 
“fingers” are ingeniously arranged to capture 
extra efficiency from every cubic inch of 
refrigerant. EBCO’S 20 years of water-cooler 
leadership assures extra value in every detail 
of every OASIS Electric Water Cooler! 


tHe FRCO MANUFACTURING (0., INC. 


401 W. Town St., Columbus 16, Ohio 
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The office, home, factory, 
restaurant, garage, ware- 
house, class room or a hun- 
dred other places where pro- 
per ventilation is the prime 
requisite for health and com- 
fort, makes the new 1947 
Johnson HEALTHAIRE 
fan a MUST! 


Johnson HEALTHAIRE 
fans are available in two types 
... Belt Driven (ranging in size 
from 24 inches to 48 inches) and 
Direct Driven (from 12 inches 
to 20 inches). 


BELT DRIVEN TYPE 
Sizes: 24” to 48” 


Beauty, style and ruggedness 
has been incorporated into the 
1947 HEALTHAIRE line, mak- 
ing a more modern 
and longer lasting fan 
of proven quality. 





DIRECT DRIVEN TYPE 
Sizes: 12” to 20” 









































1319 West Lake St., Chicago 


























NEW LITERATURE 
AND DEALER HELPS 











“GETTING VACATION SUN TAN 
THIS WINTER" is theme of promotion 
material being distributed by Sperti, Inc., 
Cincinnati, manufacturer of sun lamps. 








Minneapolis-Honeywell 
Regulator Co. 


The first complete manual in the 
control of radiant panel heating has 
just been published by the Minneapo- 
lis-Honeywell Regulator Co., John E. 
Haines, vice president, has announced. 
Entitled “Automatic Control of Ra- 
diant Panel Heating,” the book will 
be distributed throughout the heating 
industry, to universities, architects and 
others interested in this comparatively 
new method of heating homes, he said. 
The book contains diagrams, charts 
and photographs, together with infor- 
mation on the use of the graphs for 
determining the required performance 
of a heating installation under control. 
Free copies may be had through the 
company’s regular trade channels or 
by writing directly to the company’s 
headquarters in Minneapolis, Minn. 


Lustra Corp. of America 


Nine types of Lustra reflector lamps 
for industrial, commercial, store, thea- 
tre and display lighting are illustrated 
in the new Bulletin No. 101, “A Bet- 
ter Kind of Lighting,” issued by the 
Lustra Corp. of America, 40 West 
25th St., New York 10. Included are 
neck-silvered directs and concentra- 
tors, side-silvered tubulars and various 
floodlights, spotlights, and super-spot- 
lights designed to produce individual 
lighting patterns from very wide 
beams to narrow high-intensity beams. 


Henry J. Morton Associates, Inc. 


An 8-page two-color booklet de- 
signed for dealer use as well as indi- 
vidual prospects and purchasers has 
been issued by Henry J. Morton Asso- 
ciates, Inc., 510 Boulevard Building, 
Detroit 2, Mich., in connection with 
its Morton Co-Z-Air portable electric 
radiator. Running across the top of 
each page are cartoon illustrations of 
“uses” for this heating device that 
plugs in anywhere and uses no steam 
or water. Information includes not 
only design features, but table of 
operating costs, instructions to users, 
etc. 


Westinghouse Electric Corp, 


A sturdy new metal merchandiser, 
designed by Egmont Arens, industrial 
designer, is being offered to 
dealers by the Westinghouse Electric 
Corp. This display unit, X-279, js 
finished in bright orange and blue 
colors and measures 318 in. long and 
6% in. high. It is illuminated by g 
20 watt fluorescent lamp, imprinted 
with the name “Westinghouse Lamps.” 
Holes are provided on both ends for 
feature displays of unlighted incan- 
descent lamps. The merchandiser js 
available for $1 plus shipping cost 
from each of the Lamp Division dis- 
trict offices in New York City, Phil- 
adelphia, Atlanta, Pittsburgh, Chi- 
cago, St. Louis, San Francisco and 
Boston. 

A new booklet, giving the first de- 
tails on circuits and performance 
characteristics of their models H-104, 
H-195, H-107 and H-108 home radio 
receivers has been announced by the 
Home Radio Division of the West- 
inghouse Electric Corp., Sunbury, Pa. 








‘CLOCK IN BED. New Telechron clock 
display is a quilted bed of natural color 
satin with headboard of blue satin drap- 
ed with gold cord. Heavyweight clear 
plastic dome. $1.00 each or $1.25 with 
dummy clock. 
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Sylvania Electric Products, Inc. 


The “most complete” fluorescent 
service and maintenance manual yet 
published has been announced by Syl- 
vania Electric Products Inc. This 
80 page book, written for electrical 
contractors, wholesalers, lighting eng! 
neers and electricians contains full d 
tails on fluorescent lamp operation 
and the various problems encounter 
in the maintenance of fluorescent 
systems. In addition to text material 
on trouble shooting, testing procedures 
and cleaning methods, this 
sized manual contains many illustra- 
tions and diagrams of different = 
cuits and test equipment which er 
built in electrical -* on 
with index, cross relief 
glossary of terms, the manual = 
$1.00 and can be had by writing 
Sylvania Electric Products, olen 
Dept. MA-3, 211 Derby a. 
Mass. 











< INITE 
Donte cy i ie | frulomallic 
| SWITCH 
SiC a 



















































printed 
amps,” e 
ry The only SAFETY LIGHT and SWITCH LIGHT combined that 
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ler PT 9 gives you all these advantages! 
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on dis- PILFER-PROOF OISPENSER for Waleo ghesegregh aa rr h ee poms ide d ~ Uses LESS than X The original LumiNite is the only device of its kind | 
Das the dispenser but instantly removable from the back, is 15" high by wide and i res Ps oF he someon, “1a: ; vos 
. Phil- — bi r 4 quick! ted worth of t offering you— sales-building national advertising ... | 
supplied with six refills w ich are easily and quickly mounted. 4+, Nye Bo curren listing by Underwriters’ Laboratories, Inc....a | 
co and sales-clinching unconditional renewal guarantee... 
= 4 ‘ies complete sales literature and display helps ...a | 
‘ ; + Egy sora Ge one-piece switch plate with sez/led-in lighting mecha- 
rst de- Lamp Dept., National Electrical , Ends. fumbling and stumbling ! nism ... units for both single and multiple-gang 
ame General Electric Co. Manufacturers Assn. , : ae Se switches ... approved wiring terminals for easy, | 
-104, aie = Tic — ‘always ON safe installation ... the prestige of being standard 
= radio A new 76-page technical treatise The National Electrical Manufac- “a Sree ah AS equipment in Sundreds of leading hotels . . . the 
by the entitled “G-E Bulletin LD-1”, pre- turers Association has just published when room is dark and always backing of a famous name that has already achieved 
West- pared by C. E. Weitz, widely known a comprehensive analysis of the re- OFF wh lights wt tel more than a million sales . . . immediate delivery in 
ry, Pa. lamp and lighting authority at Nela — _, in on 1940 National : ha sae a _ sizeable quantities! ! 
Park headquarters of General Elec- Zlectrical Code. 1ese revisions are Oa Fs Ge 
ae tric Lamp Dept., is available at 40¢ incorporated in the 1947 edition of the zs Fits standard toggle switches ; Immediate Shipment on All Reasonable Quantities! 
each. Mr. Weitz’s work, in standard Code, copies of which _ will soon be —quickly and easily installed! If your wholesaler can’t supply you, write us today! 
8% by 11 inch size, contains technical made available by the National Board ; | Associated Projects Co., 80 E. Long Street, Columbus 10, Ohie 


data gathered from a wide range of of Fire Underwriters. This edition , i : ee pa we oe . 

bulletins and articles published by the contains two completely new articles— - MORE THAN A Mit LION SLU MINITES. ARE NOW? INBUSBEn 
engineering division of G.E. lamp de- one on electric welders and one on : lean!» sll emicas asso ae 
partment, as well as the very latest machine tools—and no less than eight 
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applications to a host of fields in com- The Analysis is in the form of a book- | 
merce, industry and the home. It is let, 44 by 6% inches, containing 144 | 
copiously illustrated with photos, dia- pages. Single copies at 50¢ and 10 or | 
grams and charts, and on the back more at 30¢ each. Write to the Asso- 
cover, the various sales and service ciation at 155 E. 44th St., New York 
districts of G.E. Lamp Dept. are 17. 
listed. 
Premier Vacuum Cleaner Div. 
Warwick Mfg. Corp. General Electric Co. 
farwick fo Cor ¢ 7 . — . ‘ 
ee. Mig. Corp.. of 4640 West One of the principal units in Pre- 
—. St. Chicago 44, Ill., has -mier’s “Champion-Get-Ready-Ahead- COMPLETE POWE! 
n clock os eased a fully dramatized sound film, — 6f-Time” promotion is a colorful neon- WORKSHOP IN ONE 
A Sound Proposition”, slanted to- Nee * tamttlnatt 3 : KIT FOR HOBBYISTS, 
| color : : . : fluorescent identification sign made CRAFTSMEN 
ward the dealer with particular defer- railahle Jealers by P hae ‘ 
n drap- , : available to dealers by the Premier MACHINISTS 
ence to his salesmen. A twenty min- Fain se == ¢ » . 
+ clear eb aiiture full of — Vacuum Cleaner Division of the Gen- aoe 
05 with gt full of — sense and eral Electric Co. It is designed for WooD, METAL. 
a eer ot _ 7 — a effective use in windows or anywhere GLASS, PLASTICS 
y ganization, it will be avail- : ~alers’ stores. The - ier” 
Si ieah Warwick distributors in de alers stores. The name Premier 
; is prominently displayed in brilliant 
green neon tubing at the top. Cylin- 
nc. der-type and floor model Premier 
cleaners are reproduced in color on 
rescent an illuminated background of silvered 
oe glass. Overall ; size is 30 in. wide, . 4 , \ TO RETAIL AT 
ry Thi 12} in. high, 53 in. deep. Dealers may \ $ 50 
: r obtain this sign from Premier distrib- 3 - a NE 22 
ctrica utors. The cost is $30 each, f.o.b. ~ Fp. a COMPLETE WITH 36 
5 cag Cincinnati, O. = ——— ACCESSORIES IN 
ull de- - sak FITTED STEEL CASE 
. 4 . ‘ 
eration ae Ln : $31.75 VALUE IF PuR- 
intered The Silex Co. ig > CHASED SEPARATELY 
rescent : , , , ~ 
aterial A most interesting and informative | 
edures booklet entitled “French Hand Laun- 
pocket dering Secrets”, filled with helpful oo 
lustra- hints and up-to-the-minute instructions 
nt cif on the laundering of all types of fab- 7 
can be rics se ng Seater oe sir SEMLS ON SIGHT... FAST: 
mplete yy ae »y : 2 mee arwere Stores from coast to coast reportimme- _ now history is repeating itself. Casco 
» and NEW 2, Conn, makers of the “Duolectric diate sale of all the Casco Electri-Craft _is sold only in retail stores. It’s nation- 
+ costs T-PIECE WINDOW DISPLAY _ steam iron, and offered gratis to read- | Tool Kits we can deliver! Small won- ally advertised in general and special- 
ing to Aer aged and distributor use just ers of current Silex advertisements in | oe _ _— = a paar wage = ~ a cus- 
y National Radio. Corp. of leading national magazines. The book- am ony. othee Geek. ie prewar anges temnass S68 FOR. AAS SES NEMty Op 
. " yazines. : , 
. . . ’ 
Inc. Newark featuri record put others in the shade, and customer sends another! 
Salem, " ring a central theme of let stresses hand finishing and contains 


" 7 » ‘ : P zn Deliveries are still far from what d Id like, still based on 
Only Skilled Hands Touch the Radio proved tips and safe rules for ironing allocations, but we are shipping more Electri-Craft Tool Kits every day. 


* Repair for You.” suits and shirts, pressing lace, etc. CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. 
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%& Demand-stimulating 
designs 
Sales-building packaging 
Effective promotional 
material 


Dependable source of 


AGATE PLASTICS CORPORATION 


The Symbol of Quality Merchandise Mart, Chicago 54, Illinois 


Plastics Products 





GOOD HOUSEKEEPING SAYS: “We give 
this Seal to no one — the product that has 


it, earns it.” 


> 
Guaranteed by @ 
Good Housekeeping 


ip R 
40 yD) 
TAS Apventistd Wt 


And now another milestone in Free-W estinghouse 
and New Home progress... the right to use the coveted Good 
Housekeeping Guaranty Seal. Another testimonial to the famous 
quality of these fine machines! Another reason why it pays to deal 
with Free Sewing Machine Co., Rockford, Illigois. 


Mig, 


“tn, 


SINCE 1870 ; AMERICA’S FINEST SEWING MACHINES 


nw 
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| Stromberg Announces 


Adapter for Old FM Sets 


Restoration of the usefulness of 
350,000 prewar FM radio receivers 
has been declared possible by the 
Stromberg-Carlson Co. which has 
introduced the Driscoll FM Adapter. 
a simple converter for attachment to 
receiver chassis which functions as a 
replacement for the conventional 
built-in FM antenna. 

The inventor, George Driscoll, is 
manager of the company owned FM 
radio outlet, station WHFM, in 
Rochester, N. Y. Lee McCanne, 
Stromberg-Carlson vice-president, 
emphasized that the adapter will be 
effective for use with most, but not 
all, of the pre-war frequency modula- 
tion receiving sets. He reported that 
tests in a number of cities showed 
that the adapter would receive pro- 
grams on both the old and new FM 
bands. The company has mailed 
samples of the converter kits to its 
radio distributors in FM-equipped 
cities for additional testing. The 
device has been made to sell for a 
list price of $6.35 plus installation 
charges. 


W.R.G. Baker Heads 
Radio Engineers 


Dr. W. R. G. Baker, vice-president 
of General Electric Co. in charge of 
electronics, has been elected president 


DR. W. R. G. BAKER 


of the Institute of Radio Engineers 
succeeding Frederick B. Llewellyn of 
Bell Telephone Laboratories. 

The Institute has been in operation 
since 1912 and is the recognized 
professional radio engineering organi- 
zation. Dr. Baker is director of the 
engineering department of the Radio 
Manufacturers Assn., a member of 
the board of governors of the National 
Electrical Manufactyrers Assn., and 
chairman of the electronics com- 
mittee of the American Institute of 
Electrical Engineers. 


Detroit Appliance Dealers 
Increase 45°, in 18 months 


New electrical appliance stores in 
Detroit, Mich., have increased the 
total number of such stores by 45 per- 
cent in the past 18 months, the Board 
of Commerce reported recently as a 
result of studies of sales tax income. 

Electrical wiring and fixture dealers 
have increased by 51.2 percent; house- 
hold appliance stores, 45.5 percent ; and 
radio and music stores 41.9 percent. 

Overall: gain for all types of busi- 
nesses during the period was 14.2 per- 
cent. 





These fast selling 
low cost items 
will make 


PROFIT FOR YOU! 


Timely, sure-fire sales items now 
available! Quality products that sell 
on sight—merchandised to give you 
a plus margin of profit! For domes- 
tic, industrial and laboratory use... 


everyone's a potential consumer! 


Model No. W-1 


@ HOT PLATE 

Sturdy, one piece metal construction with 
genuine Nichrome element. 600W- 
115V AC-DC. Nickel plated finish. To 
retail at 


Model No. C-1 


@ COVERED ELEMENT PLATE 
Compact, safe, sturdy. Element is en- 
tirely enclosed in metal. With attractive 
nickel plated finish 600W-115V AC- 
DC. To retail at 


Model No. WC-101 


@ CHROME COFFEE BREWER 

For all glass coffee brewers. One piece 
fool-proof, heavy metal construction. No 
handles or legs to break or burn off. 
Heating unit easily removed to facilitate 
cleaning. 600W-115V AC-DC. In 
gleaming Chromium plate. To retail 


All packed 24 to the carton. 
Available for 220V on special order. 


RC. VICTOR MANUFACTURING CO 


FFER N 
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New Lamps Help Dealer 
To Dramatize Lighting 


Lamps that do novel tricks are 
going to be available before long to 
dealers who want to put a little 
drama into their lighting departments, 
according to R. E. Ebersole, lamp 
sales manager, Lamp Division, West- 
inghouse Electric Corporation. 

A 75-watt lamp that concentrates 
the heat of infra red rays gives a very 
natty demonstration with its ability to 
light a cigarette held an inch away. 
Black light lamps whose invisible 
radiations cause a fluorescent treated 
luminous carpet to glow makes the 
customer's eyes pop. Regular infra 
red lamps, 250 watts, provide comfort- 
able warmth to ease tired muscles, 
serve as spot heaters or speed up the 
thawing of frozen foods. 

The grain of wheat lamp which 
surgeons use to explore the inner parts 
of human bodies intrigues customers. 

A new sealed beam spotlight, four 
times more powerful than the sealed 
beam auto headlight, is an eye opener 
for automobile or boat owners. The 
new spotlight was born out of a 
flasher developing experience during 
the war, and is now going to have its 
inning in identifying house numbers. 

Westinghouse is pushing “see-abil- 
ity centers” designed to show the 
proper method of arranging lighting 
displays of both incandescent and 
fluorescent lamps. This mission is a 
new feature of the Chicago illumina- 
tion laboratory of the Westinghouse 
Electric Corporation. It will serve as 
a working center for power company 
representatives, illuminating engineers, 
lamp dealers and lamp distributors. 


Sell FM in Good Receiving 
Areas, G-E Asks Distributors 


Common sense advice to distributors 
to sell FM receivers only in areas 
where FM service is or soon will be 
available has been incorporated into 
the policy of the General Electric Co. 
Paul L. Chamberlain, manager of the 
company’s receiver division, asked 
immediate institution of the policy and 
continuation of it for several months 
and further requested distributors to 
check with FM broadcasters in their 
territories “to determine areas now 
covered satisfactorily.” 

The company also announced that 
it is nearing full production on its 
model 417 receiver at Bridgeport, 
Conn., and expects to make other FM 
receivers available after the first of 
the year. 








~WHAT'S THiS | HEAR ABO 
UT YOUR AD 
DING A LITTLE SIDELINE OF YOUR OWN?! 
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“HOME FREEZERS 


GET A WARM RECEPTION 
IN THIS MARKET!”’ 


"BILLIONAIRE |amieme 
ap ~ BIDDY’ 


Take it from our feathered friend—the poultry 
farm market is “hot” for home freezers! 
What’s more, it’s got the cold cash to lay on 
the line—$7,000,000 daily cash income from 
poultry alone! To get a warm reception for 
your home freezer, advertise now in Poultry 


Tribune — business magazine for half a 


million of the nation’s leading poultry 
farmers. It’s the sure way to put 


this hot market “‘on ice!” 







You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 
(Source U.S.D.A.) 
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America’s Leading Specialized FARM MAGAZINE 


Your FARM Magazine List Is Not Complete Without Pocleey TRIBUNE 


, 1947 














500,000 Circulation 


Member: 


AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, DL 
Representatives — New York: Billingslea and Ficke. 


Chicago: Peck and Billingslea. 
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ANOTHER VOSS FEATURE-- 
THAT INCREASES SALES AND PROFITS 
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| WOULDN'T BE WITHOUT 
THE VOSS ELECTRO-SAFE 
WRINGER ... JUST TOUCH. 
ING THE SAFETY 

B BAR RELEASES 
wm) ROLL TENSION, 

STOPS BOTH 
ROLLS, AND CUTS 
OFF MOTOR — IN- 


STANTLY! 
a 
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Patented suds 
washing and 
trouble-free 
euto-type 
transmission 


Time Testeo 
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VOSS BROS. MFG. CO. 


DAVENPORT, IOWA 








OUR ne AMERICAN BEAUTY FOR 1947 


If you thought last year’s AMERICAN Home Freezers led the field 
in quality and design .. . just wait until you see the new AR-8 for ’47, 
with its “‘years ahead” sales features! 





@ Dual-purpose freezing— 
coiled Quick 
section as well as Zero-Stor- 


@ Visual temperature indi- 
cator and thermostat con- 
trol, conveniently located. 


super Freeze 


age compartment. : 
@ Storage bin for packaging 












































- . . 
@ All-aluminum cabinet, materials; wire dividers for 
heavily insulated, hermeti- extra convenience in storage Touch-Button Door Opening 
cally sealed; light, strong, compartment. 
rustproof, with beautiful 
white, baked enamel finish. * bd 

ss Write for colorful literature and 
@ Self-opening top door... ; 4 
. ; he t A information about American farm, 
just touc a the outton. home and commercial Freezers, 
great sales feature for house- Ayjd. Air Bottle Coolers, Exten- 
wives. sional Walk-In Coolers. 











Storage Bin for Packaging Materials 


REFRIGERATOR & MACHINE, Inc. 


2700 University Avenue, N. E., Minneapolis 13, Minn. 
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FIRST APPEARANCE: Two General 
Electric officials discuss their company's 
new direct-view television receiver which 
made its first appearance at the recent 
Television Broadcasters Assn. meeting in 
New York. On the left is Ray Foster, an 
engineer, and holding the 10-inch tube 
is E. H. Fritschel, manager of tube sales. 





G-E Electric Appliances, Inc., 
Replaces Distributing Branch 


General Electric Appliances, Inc., a 
new corporation, has been formed by 
the General Electric Co. to carry on 
the business formerly conducted by 
the nine G-E Appliance Distributing 
Branches, Charles E. Wilson, presi- 
dent of the parent company, announced 
recently. 

The corporation’s headquarters are 
at Bridgeport,, Conn. Branches are 
located in Boston, New York, North 
Jersey (Bloomfield), Philadelphia, 
Pittsburgh, Florida (Jacksonville), 
Cincinnati, St. Louis, and Los An- 
geles. Mr. Wilson said that manage- 
ment and operating personnel of the 
branches remains unchanged. Officers 
of the new corporation are: H. L. 
Andrews, chairman of the board; P. 
A. Tilley, president; W. D. Wood, 
vice-president; Merrill Brown, secre- 
tary; L. E. Walkley, treasurer; W. E. 
Swinton, assistant treasurer; W. H. 
Pickett, assistant secretary; and R. F. 
Wieneke, assistant secretary and treas- 
urer. 


Canadian Appliance Sales 
Outstrip Other Products 


Radio and electrical retailers in 
Canada increased the volume of their 
business 80 percent in September as 
compared to the same month of 1945, 
the largest increase of any trade, the 
Dominion Bureau of Statistics re- 
ported recently. 

As compared with August of this 
year, September sales were up 7.6 per- 
cent and compared to September, 1941, 
they showed an increase of 44.7 per- 
cent. Sales for the first nine months 
of 1945 were 42.1 percent greater than 
for the same period in 1941. Depart- 
ment store sales of radio, musical in- 
struments and supplies totaled $778,- 
347 in September, compared to $232,- 
861 in September of 1941. Depart- 
ment store sales of electrical appli- 
ances and electrical supplies for Sep- 
tember reached $1,397,908 as compared 
to $791,635 in September of 1945, an 
increase of 76.6 percent. Sales for the 
first nine months of the year were $9,- 
192,620, an increase of 96.6 percent 
over sales of $4,675,454 in 1945, 
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Cleana 


Metalglas} 


CBhishes 
















Protects the 
FACTORY-FRESH 
FINISH of 
Aousehold 4 ppliances 


From Maker 
To Dealer 
To User 


A quick application of Metal- 
glas to stoves, refrigerators, 
and other similar appliances 
before they are shipped pre- 
serves the factory-fresh finish 
all the way to dealers’ showrooms! 
Metalglas is ideal for the purpose 
since it is designed for use on both 
the enameled surface and the metal 
trim. And it is thoroughly safe— 
even for the most sensitive surface. 
Contains no harmful chemicals or 
grit to mar or scratch. 


If you are a dealer, here is a cleanser- 
polish that will keep the enameled 
appliances in your showroom at their 
newest, brightest best. And Metal- 
glas is a profitable item for you to 
sell with every such product. Has 
‘101 Uses’ in the home. Excellent 
for silverware ... sinks and fixtures 
. .. windows and mirrors . . . in fact, 
for cleaning and polishing all metal 
and all glass surfaces! 


FREE SAMPLE 
To Manufacturers, Jobbers, 
and Dealers 
Manufacturers are invited to test 
the merit of Metalglas in their own 
Service Departments. . . dealers to try 
it on appliances 
now in their show- 
rooms. Write today 
on your letterhead 
to Belvidere Labor- 
atories, Dept. E-1, 
Belvidere, Illinois. 
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1900 Licenses Canadian Co. 
to Make Whirlpool Washers 


Canadian housewives may soon be 
doing their laundry with Whirlpool 
equipment licensed for Canadian pro- 
duction from the 1900 Corp, St 
Joseph, Mich. L. C. Upton, 1900 
president, announced recently that the 
manufacturing and distribution rights 
for Canada on the entire Whirlpool 
fine has been assigned to the John 
Inglis Co., Ltd., Toronto, a company 
which before the war was one of the 
largest Canadian manufacturers of 
marine equipment and which has re- 
cently set up a consumer products divi- 
sion to manufacture and distribute 
home laundry equipment and other 
appliance products. 

W. R. McLachlan is the general 
manager of the new division and A. L. 
Scott is works manager. E. M. Bas- 
singthwaighte, manager of the house- 
hold utilities department and respon- 
sible for the selection of wholesalers 
and dealers, said that he is tentatively 
planning to franchise some 1,000 to 
1,500 dealers who will be given the 
exclusive rights to sell the entire 
Inglis line which will consist of two 
wringer washers, a portable washer, a 
deluxe ironer, a completely automatic 
washer, and an automatic dryer. The 
Inglis Co. will merchandise Whirlpool 
equipment under its own trademark. 


New Plant Opened 


A new 100,000 square foot manu- 
facturing and storage plant was opened 
in St. Joseph, Mich., recently by the 
1900 Corp., washer manufacturing 
firm. The $600,000 addition to the 
company’s facilities was dedicated by 
president Louis C. Upton. 

The new building will be used for the 
temporary storage of completed ma- 
chines as well as for the production 
of automatic washers and ironers. In- 
stallation of overhead conveyor sys- 
tems brings the plant total up to seven 
and one-half miles, includes two rail- 
way sidings which will accomodate 14 
freight cars within the building, and an 
enclosed loading court with a capacity 
of 18 trucks. 











TOOLMAN: John E. Covey of Little 
Rock, Ark. didn't take it lying down 
when the going got tough due to mer- 
chandise scarcities. Floor furnaces and 
attic fans take some installation skill and 
his big competition was weak on that 
score. So John got out the tools and 
kept pretty busy all the time on those 
two specialties. Both floor furnaces and 
attic fans take a little cutting when they 
are installed and the public soon found 
it Covey was their man. 
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Most Women Want This New 1947 
Coffee-Maker That's 10 Ways Better 


















NEW BALANCED HANDLE— 
for safer, easier pouring. 


NEW BEAUTIFUL DESIGN— 
eye-appeal and buy-appeal. 


TRADE MARK REG. 


3 “Pyrex” BRAND GLASS—no 
finer glass made. 


WIDE MOUTH DECANTER— 
more convenient for clean- 
ing. 


3-in-l1 PLASTIC COVER— 
OVERSIZE UPPER BOWL Dust cover, bowl stand, 
—prevents splashing. 


and table mat. 


ING—a big difference in COVER—Keeps coffee 


“MAGIC SEAL” BUSH- 9 CLIP-IN DECANTER 
coffee flavor. hot and fresh. 


“DUTCH” CLOTHLESS PLASTIC COFFEE MEAS- 
/ FILTER—for periect cof- 10 URE—Accurate measure 


fee every time. means better coffee. 


ALL THIS, AND PROTECTED 
* PROFITS FOR YOU, TOO! 





TRADE MARK REG 


THE MOST DEPENDABLE NAME IN COFFEE-MAKERS 


CHICAGO 6, ILLINOIS 
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W! FEATURE THE NEW 
PIOMAR Shox 
™ GUARANTEE 


Whe w/ 












the one year 
“hn 


/ 




















9 Bic FEATURES 


“Second to None” guarantee 
with each iron @ 5-way auto- 
matic control @weighs 442 
pounds—not too heavy, not 
too light, but just right @ even 
heating over entire ironing 
surface @tip-up heel plate 












d ead deal including Tax 

®@ modern streamline esign = 

@molded handle stays cool LESS 40 ° 
@ built-in7-foot cord e@evenly for 12 or more irons 
distributed heat ranges up LES§ 35% 
to 1000 watts. fer 1 to 11 wens 


¥ 
PIONEER PRODUCTS, INC. 


MAIN OFFICE: 5224 FAIRLAWN AVE., BALTIMORE 15, MD» 
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MANAGEMENT MEETS MANAGEMENT: The heads of the three Eric Johnston 
| companies in Spokane meet with representatives of the Junior Boards of Directors 
for consultation. Left to right, front row: John Boothe, vice-president and Manager 
of Brown-Johnston Co.; Clarence Tubbs, vice-president and general manager of the 
distributing division, Columbia Electric and Mfg. Co.; John Ruffato, secretary of 
| the junior board for the distributing division; and Walter A. Toly, vice-president and 
| general manager of the manufacturing division of Columbia. Rear row: Don E. Frank, 
Kent S. Clark, Lyle E. Marque, J. K. Featherman, and John Egerman, all junior board 
| representatives. 


| Johnston Profit and Management 


Sharing Plan Called Successful 


Employees Satisfied 
at End of Ist Year 


had taken the lead in expressing his 
feeling in the obligation of the capital- 
istic system to regulate itself, believing 
that its chance for survival rests in 
the incentives and returns it offers to 
individual enterprise. Labor, he said, 
should have an opportunity to share in 
its rewards. These beliefs he put into 


When Eric A. Johnston, president 
of the Brown-Johnston Electric Com- 
pany of Spokane, Wash. (as well as of 
three other concerns, one wholesale and 























now is the time to think about remodeling with 


STRUCTURAL BENps 


OF TEMPERED MASONITE PRESDWOOD 


ar ee re 








The Trock Appliance Co., 
Chicago, used Structural 
Bends to create this mod- 
ernly streamlined effect in 
their Appliance Depart- 
ment, 








Made of strong tempered Masonite presdwood, Structural Bends 
are a practical, inexpensive material for creating clean-cut mer- 
chandise settings. Whole departments can be modernized . . . 
new window backgrounds installed . . . outstanding modern 
effects created at little cost. There are 17 basic shapes available 
in 8’ and 12’ lengths. Flexible... easy to cut... construct... 
finish and install. Durable ... modern... practical to hundreds of 
different treatments. In stock. 








Write for Free Catalog + Plan yourneeds + Place order now 








Designed and Distributed Exclusively by 





313 N. JUSTINE STREET . 
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With the complexities of Christmas planning over, | 


Inexpensive! Easy to cut, construct, finish and install 


W. L. STENSGAARD & ASSOCIATES, INC. 
CHICAGO 7, ILLINOIS 


two manufacturing, in that district) 
announced the adoption of a profit 
sharing plan for the employees of his 
| company, public attention for the most 
part was focussed on the factory man- 
| agement-labor aspects of the situation. 
| The employees of the retail electrical 
store (which was the original Johnston 
enterprise from which the others had 
grown) were also involved. That was 


effect in his own companies. The sys- 
tem adopted, he states, was not al- 
truistic in intent. “We think the adop- 
tion of labor dividends and multiple 
management is practical, realistic, and 
sound business,” were his words. Nor 
does he claim originality for the plan, 
which is frankly based upon a system 
put into effect by other companies, with 
variations adapted to the needs of his 


more than a year ago. The system has __ organizations. 
been in effect over at least one profit , 
distribution period. The junior board, No Union Interference 


which is the medium through which 
employees participate in helping form 
the policies of management, has been 
functioning through some of the most 
crucial months of reconversion. All 
concerned seemed satisfied with results. 


The system is not intended as a sub- 
stitute for high wages, nor does it aim 
to interfere with normal union activi- 
ties. The basic wage is as good as or 
better than those prevailing in the dis- 
trict. In addition, 25 percent of net 
trading profit before taxes and divi- 
dends (the same as determined for 
Federal Income tax purposes) is to be 
paid to employees in a lump sum an- 
nually as soon as final year-end reports 


Capitalistic Self-Regulation 


At the time of the adoption of the 
system, Eric Johnston was president of 
the U. S. Chamber of Commerce. He 
















HOME OF MULTIPLE MANAGEMENT: The electrical appliance store of Eric 
A. Johnston, former president of the U. S$. Chamber of Commerce, in Spokane, 
Wash., where his system of profit sharing and employee participation in manage 
ment recently completed its first year of operation. 
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are available. Termination of employ- 
ment before this date, either voluntary 
or otherwise, cancels the employee’s 
right to participation. Employees must 
have been in the company's employ a 
full year before they may participate in 
the distribution, although occasional 
exceptions to a strict interpretation of 
this ruling may be made at the request 
of the “junior board” of employee 
representatives. — : 

Profit sharing is on a point system, 
which allows one point for each $100 
of annual compensation, one point for 
each year of service, 5 points for each 
term on the junior board of directors 
(non-cumulative and for the current 

only), 5 points for supervisor, 15 

ints for assistant department man- 
agers and 25 points for a department 
manager. The amount each receives is 
determined by dividing the 25 percent 
available by the total number of points 
and multiplying the results by the em- 





hnston ployee’s own point rating. 

ectors 

ager Junior Directors Organized 

ge In order to give employees a share 

nt and in fixing the policies of the company 

Frank which will determine how much profit 

Lesieil will accumulate, a junior board of di- 
rectors is set up, which consists of 
representatives from the various de- 
partments of each company. As soon 
as the plan was functioning the em- 
ployees took over their own representa- 
tion and the board itself now elects 
officers and replacements. Every six 
months a minority of the group is 

g his changed, so that all employees will 

pital- have a chance to participate. 

eving Recommendations in regard to the 

ts in management of the business may be 

Ts to made on the basis of a unanimous 

said, vote by the junior board. The senior 

ire in management reserves the right to veto 

- into these proposals, but in practice, this 

 Sys- has ‘not yet happened. 

t al- 

idop- Board Meets Monthly 

or The junior board of the Brown- 

‘er Johnston Company meets as a rule once 

plan a month in the evening, members re- 

ni ceiving $2 each for their time. Work- 

with ing committees are appointed to cover 

f his such subjects as housekeeping, over- 
head, allocation of space and any other 
problems of current importance. 

: Constructive Criticisms 

sub- 

aim In operation this system has worked 

tivi- out very well. Employees have an 

s or avenue through which they may ex- 

dis- press complaints or make suggestions 

net and they are not slow to avail them- 

divi- selves of it. It is interesting that the 

for constructive suggestions have far out- 

o be weighed the complaints. In other 

an- words, the employees are genuinely in- 

vorts terested in improving the business and 


in increasing its opportunities of mak- 
ing a profit and are not merely airing 
grievances. This latter function is not 
unimportant, however. No punches are 
pulled. If one department feels that 
another is not pulling its full weight, 
its representatives say so and give 
the other a chance to reply. Most such 
arguments die within the Board, but if 
employee group feels unanimously 
that action should be taken, a recom- 
mendation is made. 
, the most important function of the 
junior board is to make practical and 
helpful suggestions toward operating 
business. From the various com- 
mittees have come such concrete ideas 
a a better location for the service de- 
partment, which needs more floor space, 
need for exhaust fans to provide better 
ventilation, the advisability of installing 









Eric Padded shelves in the repair depart- 
ne, ment, rearrangement of the basement, 
ge- 





Suggested cleanup of the refrigerator 
(Continued on page 262) 
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IN ANSWER TO THE 


/. 
M POPULAR DEMA 


Here are... 


It's GAY — It's NEW — It's DURABLE] 


It's DECORATIVE — It's "FORMICA!" 


LEDGE TYPE FAUCET - ACID RESISTING ENAMELED 


STEEL SINK BOWL 
WITH CHROME BRASS 
CRUM CUP STRAINER 


IY," STAINLESS STEEL 


BOUND DECORATIVE TOP 
1/2" PLYWOOD ‘a 
COUNTER TOP md 


> 


RUBBER BUMPERS 





INSULATED DRAWERS 
N' R } 
AND DOORS HEAT AND ACID 


CHROMED HARDW. RESISTANT TOP 


SELF LOCKING 
DOOR HINGES 
BREAD BOARD 
WITH SALAD FACING 


<——— CUTLERY DRAWER 
ao 








; 


| 


| 12 CAKE DRAWER WITH 
~ “Ti VENTILATING COVER 
| TOWEL BAR 


VEGETABLE BIN WITH 
PERFORATED SIDES 


SERVICE DRAWERS —___—__—_> 


BULLET DOOR CATCHES a : i 
BEVELLED GRILLE 


| 
REENFORCED — a 


ON WALL PANELS 














“FULL COLOR means FULL PROFITS” 
gay, pastel-shade,"FORMICA"”To 

60", and 54” overall sizes) a 

appeal to the Ameri 


TAKE THIS TIP—ACT NOW—WRITE, PHONE, WIRE—TODAY'! 
PARAGON UTILITIES CORP. EM 
50-VAN DAM ST., BROOKLYN 22, N.Y. 

Ship via 

FOB your whse., Bklyn., N.Y. your 21 feature FORMICA Top Steel 
| Kitchen Cabinet-Sints — with enameled steel sink bowls. 


; ———KINGDOM 66 _.___CONSORT 60 ____HOLLIS 54 
quantity (66" overall) quantity (60" overall) quantity (54" overall) 


NAME__ 
ADDRESS 





51847 
9172 











| 
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Make ppli Freezer | 
Model No____ Washer | 
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every move C2 a SAFE move 












Webb Slingabouts are 
thickly padded canvas 
jackets for safe delivery 
of all models of appli- 
ances ... all makes. 


a ¥ 





Tailor made to fit, Sling- 
abouts go on easily and 


protect enamel finishes 
from mars, dents, stains 
and scratches. 


costs. 









































Slingabouts can be used 
repeatedly. Protected de- 
livery eliminates damage 
complaints and cuts 


Sturdy Webb Sling with 
convenient handholds 





make it easy for two men 
to handle Slingabout 
protected appliance. 





1947 Medel 


SUSPENDED UNIT 
GAS HEATER 


The most advanced Unit Heater on 
the Market For Store or Factory 


@ Requires no floor space .. . hangs 
From the ceiling 

bd Fully automatic. ..canbe equipp- 
ed with thermostatic control 

@ Easy to Inspect andclean...con- 
trols and burner in sliding, drawer 
type assembly 


@ Whisper quiet 


100,000 BTU size now in 
in production. American 


Gas Association Approved 
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Johnston Plan 


(Cont.) 


department. The committee on over- 
head distribution has attacked the al- 
ways troublesome problem of how 
much to assess various items against 
the different departments. It was rec- 
ommended, for instance, that 90 per- 
cent of advertising costs should be 
charged against the individual depart- 
ment, 10 percent to the store as a 
whole. Maintenance, rent and delivery 
costs are divided among all depart- 
ments. 


Good Will a Result 


From the management’s standpoint 
the experiment has resulted in much 
good feeling and genuine interest. The 
40 employees, divided among the vari- 
ous departments, have indicated their 
satisfaction. They feel that they have 
a real part in the success of the busi- 
ness and have shown their eagerness 
to advance its interests. The first shar- 
ing of profits resulted in substantial 
checks for older and more important 
employees. Newcomers have an incen- 
tive to stay with the job, as years of 
service count for extra dividends. 

In the words of Eric Johnston, presi- 
dent of the company, and originator of 
the plan, “The junior boards fulfill two 
essential purposes: they supply ideas 
for the betterment of the business and 
they are training grounds for top man- 
agement positions—perhaps, indeed, for 
membership in the senior directors’ 
boards.” 

The plan in no way interferes with 
the union shop committees which repre- 
sent the unionized workers in the 
plants, and it has the approval of the 
unions whose workers are involved. 

—CLOTILDE GRUNSKY 


Home Lighting Institute 
Names Specification Committee 


Illumination requirements for certi- 
fied residential lighting fixtures ac- 
cording to recommendations of the 
Illuminating Engineering Society will 
be drawn up by a specification commit- 
tee of the American Home Lighting 
Institute, it was announced recently by 
Willard G. Sawyer, president. 

Committee chairman is D. L. Ripley, 
Markel Electric Products, Inc. Mem- 
bers include Henry G. Clum, Art 
Metal Co.; Herman Gordon, Globe 
Lighting Products, Inc.; Richard G. 
Slauer, Sylvania Electric Products, 
Inc.; and Norman G, Vacha, John C. 
Virden Co. Immediate starting point 
of the committee’s activities will be 
kitchen lighting fixtures, Mr. Sawyer 
revealed. 












Manufacturing Corp. 


Phoenix, Arizona 








“CAN'T YOU GET ANYTHING RIGHT, 
ELMER? YOU GOT BESSIE HOOKED UP TO 
THE RADIO—NOT THE MILKERI" 


you’re looking for! 


THERMOSEAL Combination 
Screen and Storm Sash com. 
bines all the advantages of 
screen, storm-sash and weather 
proofing in one compact unit. 
The patented, all-metal, ad- 
justable Thermolok* closure 
frame simplifies installation, 
adjusts to shrinkage and ex- 
pansion, eliminates seasonal fit- 
ting and provides a permanent 
weather seal. 

The Thermoseal Three-In-One 
Window Insulation has a ready 
market. Mr. and Mrs. America 
are more storm sash conscious 
than ever before. The wartime 
fuel situation made fuel con- 
servation a strong habit. 

The result is ever-increasing 
demand for Thermoseal Three- 
In-One Window Insulation. 
Thermoseal has already ac- 
quired national distribution, is 
nationally advertised, and en- 
joys public acceptance. 


AN ESTABLISHED 
SALES APPEAL 


Thermoseal Three-In-One Win- 
dows have a sales story that 
really sells—greater comfort, 
convenience and economy (fuel 
savings usually pay for the win- 
dows in a few seasons) ... 
rainproof, draft-free ventilation 
. only seconds to change 
from screens to storm sash, all 
from inside the house. There’s 
nothing like Thermoseal Win- 
dows on the market. Contain 
many patented features. Aver- 
age installations run between 
$200 and $300, with an attrac- 
tive profit margin and very 
little seasonal variation in 
sales. Big seller in low-cost 
" homes. 
Inquiries are pouring in and 
demand for this product is 
booming. We have expanded 
production and are planning 
further expansion to take care 
of this huge market. 


Distributors Invited 


A limited number of good ter- 
ritories are now available. If 
you want to obtain a valuable 
franchise with a live, aggres- 
sive organization marketing 
a fast-selling product, write 
today for information. 


*T. M. Reg. App. for 


THERMOSEAL DIVISION 


THE F. C. RUSSELL CO. 


6400 Herman Avenue 
CLEVELAND 2, OHIO 


“ Assures 
Satisfaction & Protection” 
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DISTRIBUTORS- 


This may be the product 
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APPLIANCES figure importantly in this 
advertisement run by the Liberty Na- 
tional Bank and Trust Co., Louisville, Ky., 
which boosts the bank as a good place to 
borrow money for their purchase. 








Mitchell Describes 
Salesmen Pay Plan 


Field selling costs are cut and sales- 
men’s incomes are raised by a new 
salesmen’s compensation plan which 
has proved 95% effective, Don G. 
Mitchell, president of Sylvania Electric 
Products, told the Western Regional 
Sales Executive Conference in San 
Francisco early in November. The 
plan, he said, was put into effect at 
Sylvania when it was found that other 
methods for compensating salesmen 
were not providing adequate security 
or pay commensurate with ability, nor 
were they giving salesmen the oppor- 
tunity to plan and select customers for 
“long pull” selling on the company’s 
full line. 

The plan was compared by Mr. Mit- 
chell to a mine which is run by the 
company, with the salesmen as a pros- 
pector who works the claim and shares 
in the profits. If the claim is difficult, 
the salesman is grubstaked. If the ore 
is easy to extract, the salesman pays 
the company for the privilege of work- 
ing a proven claim. Under the system, 
a standard of performance, called a 
“bogey,” is set for each man. It is a 
standard of sales volume, based on the 
number and buying potential of cus- 
tomers directly controllable by the 
salesman. When the figure is reached, 
a bonus of 1% is paid. 

Mr. Mitchell explained other phases 
of the plan, stating that the company is 
Protected because a man is penalized if 
he does not sell certain fixed quotas of 
all products; however, he is not pen- 
alized if his sales remain at the com- 
pany’s national average. He concluded 
by emphasizing that no attempt should 
be made to put the plan into effect until 
market potentials are revealed, at which 
time grubstakes and expense budgets 
will not be meaningless. 


Oster Mfg. Co. Buys 
Stevens Electric Co, 


The physical assets of the Stevens 
Electric Co. were recently purchased 
by the John Oster Mfg. Co., Racine, 
Wis. The company’s line of fountain, 
cocktail, and home electric mixers, 
with allied items, will be manufac- 
tured, sold and serviced by Oster 
under the Stevens patents. 
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Convention Hall 


PHILADELPHIA 


PENNSYLVANIA 


April 27- 
‘7 May 2 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


{Incorporated not for profit) 
Executive Offices: 1402 MERCHANDISE MART, 222 NORTH BANK DRIVE, CHICAGO 54, ILL. 
TELEPHONE: DELAWARE 8585 
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YEAR ’ROUND - FRESH - CLEAN 





THROUGH 


FILT-R-FAN - 
















Quvietly fills the room with cool, 
healthful Altered air —free from 
much injurious pollen and other 






irritating impurities 


ont & . 








* The secret of Filt-R-Fan's air clean- —_ these spun-glass filters stand guard. 


ing efficiency is in its three renew- Irritating dust and much dangerous 
able filters. As the large propeller- _— pollen is removed, bringing relief 


type fan pulls in the fresh outside air, | and comfort to hay fever sufferers. 


+ Adjustable + Easily Installed +Simple +Low Price +Safe 































Investigate Filt-R-Fan today. Write for full details. 


MEIER ELECTRIC & MACHINE CO. 


3523 East Washington Street, Indi polis 7, Indi 
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Characterizes the products of 


OHN MECK INDUSTRIES, Inc. 


PLYMOUTH, INBIANA, U ~ Be | 


RADIOS * PHONOGRAPHS : COMBINATIONS 
SOUND EQUIPMENT 
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TASTES LAMB CURRY: Y. R. Nanda, 
a Westinghouse distributor in northern 
India, took time out on his recent visit 
to Mansfield to prepare a native dish of 
lamb curry. In the above picture Nanda 
is shown with Mrs. Julia Kiene, director 
of the Westinghouse Home Economics 
Institute. 





Canadian NEMA Elects 
Keenan at Annual Meeting 


The Canadian appliance industry 
was recently reported as producing 
twice as much today as it did in 1939 
although still facing a huge demand 
and labor and material shortages by 
J. S. Keenan, manager of the supply 
department of Canadian G-E and the 
new president of the Canadian Elec- 
trical Manufacturers Assn. 

Mr. Keenan stated that the industry 
is employing more than 50,000 people, 
more than double the pre-war total, 
and the annual payroll is more than 
three times the pre-war rate. “When 
electrical goods producers are able to 
enter the export markets more ex- 
tensively,” he added, “further employ- 
ment and expansion is possible.” 

At the annual meeting of the asso- 
ciation held recently the following 
were elected vice-presidents: A. S. 
McCordick, Maloney Electric Co. of 
Canada; L. F. A. Mitchell, Canadian 
Westinghouse Co.; G. W. Lawrence, 
Sangamo Co. Elected treasurer was 
L. E. Messinger, Canadian Line Ma- 
terials, and the new secretary is H. L. 
Wright, Curtis Lighting of Canada. 


Union Electric Show 
Draws 35,000 Spectators 


An “electrical living” home ex- 
hibited by Union Electric Co. of Mis- 
souri, St. Louis’s first major post-war 
appliance promotion demonstration, at- 
tracted more than 35,000 visitors dur- 
ing its first month. The four-room 
home stands in the lobby of the com- 
pany’s office building and is the focal 
point of a campaign which includes a 
$4,000 prize contest. 

St. Louis’s Mayor A. P. Kaufman 
and Union Electric’s president, J. W. 
McAfee, took charge of the opening 
ceremony. 

The house’s four rooms are stocked 
with an extensive variety of items in 
the appliance field, In addition, four 
full-size kitchens were on display, ac- 
cording to Robert L. Coe, residential 
sales manager in charge of the ex- 
hibit. Mr. Coe stated that Union 
Electric was apprehensive at first 
about the show’s chances for success, 
since all appliance items are not 
yet in the available class. An average 
of 1,200 spectators a day after things 
were really underway served to allay 
the initial doubts. 
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. Reasanably priced 
; = ep cata- 
og and prices y 

request. ns 


Exclusive HEDGE. 
MASTER double 
action provides un. 
equaled —_ perform. 
ance and long serv. 
ice. Nothing to ob- 
struct 


cutting blades nor 
to limit the size of 
stalktobecut. Duo 
position cutting 

be locked 


head may 
in two different 
positions ... 104” 


an... 
- equipped with 14 
Reach-Ezy Insulat- 
ed handle... pow- 
ered by Universal 
motor for use on 
AC or DC current 
. +. weight approx- 
\ imately 5 Ibs... . 
Y 742” blade for heavy 
A\ duty trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 























FROZEN FOOD 
PACK AGINGS 


A_ SERVICE TO HOME 
FREEZER OWNERS 
PROFITABLE TO YOU 


eee 
The Paksure line includes: 








Complete Home Packaging Kits 
coe Gad: 
Cellophane lined containers for pack- 
aging vegetables and syrupy fruits @ 
Other type containers for dry packs such 
as vegetables, non-syrupy fruits, pliable 
meats, etc. @ Cellophane lined paper 
bags for syrupy fruits, meats, vegeta- 
bles @ Paper cans @ Locker papers, 
foils, cellophane, Frostinette tubing ® 
Marking sets, gummed, tape and dis- 
penser @ Insulated bags. 
Send for our new 1947 Catalog and 
price list. Catalog is colorfully illus- 
trated, complete—and an excellent 


sales aid. 
eee 


ORDER NOW 
PROMPT DELIVERY 


FROM WAREHOUSE STOCKS 
ONE SOURCE OF SUPPLY 


PACKAGING DIVISION 


E. W. Twitchell Incorporated 


788 Public Ledger Bidg., Phila. 6, Pe. 
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Hibben Scores Light 
Research Waste 


Better selection and placement of 
lighting fixtures in stores, offices, 
factories, schools, and homes is 
needed to correct “inefficient methods” 
which are wasting millions of dollars 
being spent on lighting research, 
Samuel G. Hibben, director of ap- 
plied lighting for the Westinghouse 
Lamp Division, told the New York 
section of the Illuminating Engineer- 
ing Society at a recent meeting. 

Developing of new light sources, 
improvements of old ones and in- 
creased efficiencies in the generation 
of electric power have far outpaced 
the control and reflection of light 
after it has been produced, Mr. Hib- 
ben declared. He said that there is 
a blind spot between the outer wall 
of the lamp bulb and the inner wall 
of the eyeball which we need to fill in. 


Tomorrow's Light Sources 


Present fluorescent lamp develop- 
ment is trending toward luminous 
ornaments and semi-decorative shapes 
such as small bulbs used as marker 
or indicator lights, he said, speaking 
of tomorrow’s light sources. Other im- 
provements which he mentioned in- 
cluded: the addition of more pink 
tones to mercury vapor lights; the 
development of an improved inner 
bulb which will resist higher operat- 
ing temperatures than the present 
fused quartz inner bulb for mercury 
vapor lamps; and perfection of the 
output of ultraviolet light from fluor- 
escent tubes for improving the elec- 
trodes at each end of the tubes. 

He showed fluorescent lamps with- 
out phosphor coatings, now used to 
produce bacteria-killing ultraviolet, 
and a black light tube emitting invis- 
ible rays useful in crime detection. 


Schafer Leaves Edison 
G-E for Ideal Industries 


Ward R. Schafer has quit his posi- 
tion as vice-president in charge of 
sales for the Edison General Electric 
Appliance Co. to take the general sales 
managership of Ideal Industries, Inc., 
Sycamore, Ill., manufacturers of con- 
tractors’ and small tools. 

Mr. Schafer joined Edison in 1924 
from Commonwealth Edison and 
served with it continuously except 
for two years during the war when he 
supervised construction of a $6,000,000 
power plant for the Defense Plant 
Corp. 














“OH, | MEANT TO TELL YOU, BOSS—I PUT 
THAT DEFECTIVE PAD OUT IN’ YOUR CAR." 
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AMERICA’S NO. 1 
& 
POSTWAR WONDER 


Magnetic Recorder-Reproducer 


Makes “Voice Letters” on Paper! 


Yes, here’s America's first postwar wonder— 
magnetic recording! The new MAIL-A-VOICE* 
makes ‘‘voice letters” on paper! Recordings 
can be folded, mailed and replayed— 
now the human voice can be “recorded, sealed 
and delivered”! MAIL-A-VOICE recordings can 
be “erased”, used over . . . or filed for 
permanent record. The sound of the human voice 
opens new possibilities for business and 
personal correspondence. Think of how intimate, 
how emphatic, how warm letters can be! 
Each recording costs only a few cents 


... holds a full 3 minutes. 


Write today for descriptive literature and 


name of nearest distributor 





They mail ; 
Standard envelopes ! 








They play back unharmed! 
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MODEL “A” 149.50 


LESS MOTOR, WITH 
KEYWAY CUTTER 


GROVE 
WRINGER ROLL 
DUPLICATORS 








q MODEL “F’’ 99.50 


j LESS MOTOR, KEYWAY 
CUTTER MAY BE ADDED 


* DUPLICATE ROLLS OR 
WRINGER SHAFTS 


CUT OFF SHAFTS 


TANG SHAFTS 


CHAMFER ENDS 





See Them on Display at Lead- 
ing Parts Jobbers Through- 
out the Country or Write for 
Descriptive Folder. 


MODEL “0” 49.50 
LESS MOTOR 


THE GROVE MFG. CO. 


2314 W. THIRD STREET 


DAYTON 7, OHIO 
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A PROFITABLE YEAR ‘ROUND ITEM 


SEE 
Designed for sales and built for service, this streamlined Our Display 
Travel-Made Iron is a profitable item for every season — At These 
and a good seller for fast turnover. Extremely versatile for Shows: 
use anywhere. it operates on alternating or direct current, is 
set up or packed flat in a jiffy and does all ordinary ironing. [| ° Chicage 
Merchandise 


Now is the time to cash in on the demand for streamlined. 
stylish, lightweight Travel-Made Irons. Students, vacation- 
ers, nurses, tourists, traveling salesmen or saleswomen — fe Atlantic City 

all need this compact. easy to carry. folding Travel-Made Housewares Show 
Iron. It's ideal for one room apartments or as a second 


iron in the house. scat 
Get ready to tap the easy-to-sell 


‘SD \ Travel-Made market — place your order now! 
Rey 


Mart, Room 14101 





DANRAY-PARKE CO. 


1300 EAST PARK PLACE bd MILWAUKEE 11, WISCONSIN 
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| sizes of freezers. 





J 
Review and Forecast 
os CONTINUED FROM PAGE 3 


used appliances. Only then will the 
great and stable continuing market be 
determined. It can hardly fail to 
move to higher generals levels than 
pre-war years, and it is a conservative 
estimate of our future market to be- 
lieve that we can look toward a steady 
business in line with the figures listed 
under the 1947 manufacturers’ estim- 
ates of industry production shown 
above. 

Such a volume will call for a some- 
what larger number of dealers than 
served the markets before the war, but 


probably nothing like the present over- | 
In this connec- | 


expanded dealership. 
tion it is very interesting to note that 
the growth in number of dealers, which 
was so remarkable and gave cause for 
so much concern, tends to slacken off. 
The best figures show an increase of 
dealers of 70% from 1941 to 1946. 
That this growth is slackening is in- 
dicated by the figures in growth from 
1946 to 1947 of only four percent. 
Some dealer mortality has already 
taken place and will take place in 
greater number during the ensuing 
year. 


ees CONTINUED FROM PAGE 2 


product is closely tied, in point of use 
and sales to 220 volt wiring, which 


| will in turn stimulate the number of 


220 volt installations in the country. 


| Because of this 220 volt situation the 


immediate markets can be pretty well 


| laid out by reference to the tables in 


this issue showing electric range satu- 


| ration by states—electric range satura- 
| tion meaning, of course, where 220 
| volt installations exist. 


Home Freezers 


The accumulated demand for this 


| product is variously estimated. The 
| conservative estimates indicate a mar- 
| ket of roughly ten per cent of the yearly 


sale of domestic refrigerators. Many 
estimates however, go far beyond 
this. Certainly the great farm market 
offers a very high proportionate sale 
and sales also in the high capacity sizes. 
The suburban and rural non-farm 
areas are also prime markets for all 
The urban centers 
may be slower to accept this product, 
largely on considerations of space and 
the greater availability of easy mar- 
keting. Low temperature compartments 


| in standard refrigerators will not, how- 
| ever, fully care for the growing urban 


use of frozen food and frozen food 
storage. Here, as in the long record 
of the home refrigerators, greater 
capacities will be demanded—capacities 
to be ultimately satisfied only by the 
full unit home freezers. 














PREMIER P-206 
PORTABLE ELECTRIC 
WATER HEATER 
with genuine Chromo 
lox heat unit is now 
available in quar 
tity for immed 
ate sales 





THE PREMIER P-20 
IS SAFE ¢ SIMPLE * ECONOMICAL 
A pail of water hung on switch arm sets unit in 
operation ... when pail is removed, switch shutsof 
automatically. Heats water for about 1¢ per gallon. 


%& IT'S PORTABLE — Unit is hung by slomed 
bracket from small bolts, nails, or screws on 
walls, posts, etc. 


we UNDERWRITERS’ LABORATORIES APPROVED 
3% YEAR-AROUND SELLER 


ORDER FROM YOUR DISTRIBUTOR 
OR WRITE TO 


THE NATIONAL IDEAL CO. 
TOLEDO 4, OHIO 









Radio-Phonographs of Superb Tor 





Radio-Phonographs 
The Dynaphone 


Electronic Pianos 
The DynaTone 

Built-In Radios 
The Paneltone 


ANSLEY RADIO CORP. * TRENTON, N. J. 











Again and Again We Hear It Soid: 


ig 


es wr MOSTATIC 
un HER 
Mw SOLDERING IRONS 


Are The BEST At Any Price” 















Mr. H. B. K. of Long Branch, N. 1.* says, 
"1 am employed as a radio mechanic at the 
Signal Corps Laboratories at Fort Monmouth. 
In my work | have many times used Kwikheat 
Soldering Irons. | had never seen, nor heard 
of your irons until | came here, but | am 
certainly convinced that they ore the best 
irons thot can be obtained. They (Kwikheat) 
are a real pleasure to work with.” 
* Letter on file at our office 
© Thermostatic control © Cool, protecting hendle 
© Heats in 90 seconds @ Six interchangeable tips 
© Light weight (13% oz.) « Tips need less dressing 
© Power cost 
225-Watt List $11.00 © 450-Watt List $14.50 
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Women Are Not 


Little Men" 


If you want fo sell them, 
fit your product in with 
their physical limitations. 


woman in a West Coast war 
A plant was observed carrying a 
wallet which she used to sock a 
clamp to make it let go. It was one 
of those jiffy clamps, supposed to re- 
lease at a touch. 

When they got around to study- 
ing the women who worked in war 
plants, they discovered that the aver- 
age woman’s hand squeeze exerts only 
a 48-lb. pressure, while the average 
man can squeeze up to 81 Ibs. 

That clamp, a lead pipe cinch for 
a man, was tough for a woman. 

A lot of the 18 million women who 
worked during the war went into war 
plants. They took up mechanical jobs 
in which they had had no experience. 
Neither had the factories any previous 
experience in what to do with women. 
In the scramble to get the jobs done, 
a lot of interesting studies were made 
on women’s physical characteristics 
and limitations which are sound fodder 
for peacetime selling. 

Though these studies deal with the 
problem of women understanding and 
operating machines, the situation is 
ywite similar in the home. For we in 
he appliance industry are mechaniz- 
ing the homes. 


Some Characteristics 


We know that women are shorter 
limbed and longer trunked than men; 
that their average elbow height is 
39.9 in. from the floor, and their reach 
is 10 percent less than that for men. 
All of which means something in 
kitchen planning. Women have a lower 
center of gravity than men, points out 
Thelma Swank Ostrow, who was 
with Consolidated Vultee Aircraft 
Corporation during the war, and 
helped make one of these studies. 

A man’s thigh bones are relatively 
straight, while a woman’s thigh bones 
incline towards the knees. It is this 
inward inclination of the thigh bones 
that make it more difficult for a girl 





Tips on Selling to Women 


1. Women fear varicose veins—any de- 
vice that helps prevent them has a 
great sales story. 

2. Fear of falling haunts the gentler sex. 

3. They have a passion for jobs that can 
be done sitting down. 

4. Feminine arm construction hampers 
women in rotary motion such as mix- 
Ing cakes, 

5. Light weight appliances have appeal 
because women can't lift. 

6. A good looking store will attract 
women customers—an ugly one repels 
them. 

7. They take their personal life in deadly 
seriousness—home, family. 

















"WHICH DO YoU PREFER, AC OR DC?" 
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to maintain her balance. Insurance 
statistics confirm the tendency of 
women to stumble or fall down fre- 
quently. 

Translated, it means that a man 
selling a kitchen cabinet can go strong 
on the ease of accessibility (because 
women have a smaller reach than 
men) and talk on comfortable heights 
and ease of maintaining one’s balance 
while operating, all of which makes 
sense to a woman. 

Girls can work circles around men 
in their deftness in handling small 
parts and small assemblies, it was dis- 


covered. They can reach the middle 
of their backs, which is something 
that men cannot do. Now women’s 


hands differ from men’s hands in that, 
proportionately, their thumbs tend 


to be shorter and their index fingers 


longer. 


For years the sight of a girl throw- 
ing a baseball has been a source of 
amusement to men. In her wild fling 
she demonstrates another difference. 
There is a variation between men 
and women in joint alignments of 
the knee and elbow. The same differ- 
ence accounts for the female difficulty 
in throwing a ball and hampers her 
in the handling of any tool which 


requires a rotary arm motion. 


No Lifting Wanted 


Any household work that requires 
lifting or exerting any amount of 
strength brings a great deal of com- 
plaint from women customers. A 
vacuum cleaner is a light object yet 
women do not like to carry one up- 
stairs. Ease of drawers opening and 
closing, any freedom from lifting is 
a strong sales point where a woman 


customer is concerned. 


This objection is far more basic 
than most men appreciate. There is 
a greater contrast in strength between 


(Continued on next page) 





AUTOMATIC RECORD CHANGER 


Your customers will buy — and en- 
joy — this phonograph the year 
‘round. Newest member of the 
Webster family, Model 60 is built 
with the famous Webster care. 
Performance sells it—quality keeps 
it sold. Model 60 features the pop- 
ular Webster Model 50 record 
changer, 3-tube amplifier with full 
compensating tone control, and a 
5-inch permanent magnet speaker. 
Here's tone quality usually found 
only in much larger, expensive 
phonographs. See your distributor 
today. 


Moves right off your counter 


Wael too 43) .f CHICAGO 


5610 Bloomingdale Avenue, CHICAGO 39, {LLENOTS 
33 years of Continuous Successful Monufacturing 
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HE WHOL TT" 
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DEALERS ARE CASHING IN ON THIS UNIVERSAL DEMAND! 


The universal desire for good food, and the savings in time and 
money in the zero-temperature preservation of foods, mean a steady, 
lasting market for Harder-Freez Home Lockers. Tyler national 
advertising in such magazines as Post, Collier’s, Field and Stream, 
Outdoor Life, Country Gentleman, Farm Journal, Better 
Homes & Gardens, is further stimulating this demand. 

Tyler Harder-Freez offers many outstanding advan- 
tages. Large capacity—up to 18 cubic feet. Chest and 
Upright Models. Appealing design. Low price. Experi- 
enced manufacturer. Dealerships available. 

Tie up with Tyler—for profits in the fast-moving zero- 
temperature food refrige.ativn field. Write Tyler today! Upright Model 


= 
“Le 


ao —_— Ss = eS Et ee ee 7 
Tyler Fixture Corp., Dept. EM-!, Niles, Mich. 


Rush data on Tyler Horder-Freez Home Locker | 
line and dealership ag t 


Nome. 
HARDER-FREEZ HOME LOCKER ‘ I 


Address ee 
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ADDISON 


Radio 


SPEAKER 


Ow 


... bere’s the svellest 
EXTRA-PROFIT 


item you ve ever seen!” 


@ It’s a “natural” for tie-in sales with small radios 
. ups your unit of sale. 


st the ticket” 


Complete with 10 foot plastic cord, plug, 
jack and mount, and instructions. 


“Hearing At Its Best” 


Canadian Distributors: 





INDUSTRIES, LTD., Toronto 


for thousands of individuals who want to enjoy 
: the news and other favorite pro 
disturbing others. The TELEX Radio PILLOW SPEAKER placed under 
a pillow permits one person—and one alone—to hear his radio. 
“sells like hotcakes” as a gift for convalescents, hospitalized veter- 
“shut-ins”, and others. 
Speaker was originally designed for Army hospitals to replace un- 
comfortable head-phones, and is now used as standard equipment.) 
Don’t pass up this “hot-selling” 
Dept. I or see your radio jobber. Complete merchandising 
helps to help you display and sell. Immediate delivery. 


rams by themselves anytime without 


(The TELEX Magnetic Radio Pillow 


radio specialty. Write 







TELE Xinc. 


ELECTRO-ACOUSTIC DIVISION 


Minneapolis, Minn. 




































Nykelkrom 
Element — 
Mountings — fits most 
all toasters. 

























90% of the 


Toaster 
Adjustable 


Nykelkrom Fiat Iron Element — 
formed core with wide slot fits 
Flat Irons includ- 
ing new thermostatic models. 


BUILD YOUR 


SERVICE BUSINESS 





REPLACEMENT 
HEATING ELEMENTS 


A Profitable Service business with 
satisfied customers is easily built 
with “Nykelkrom” Replacement 
Elements. 





| mental influences. 





Complete line of Replacement 
Coils for most Electric Ranges — 
special heating units — flat iron 
elements — Cone Elements for 
space heaters, and spooled coiled 
resistance wire. 


SEND FOR COMPLETE CATALOG 


H. W. TUTTLE & CO. 


ADRIAN, MICH. 


tiple heat switches 


Heating Elements 
642 and 5% inch bricks 
Single heat also for mul- 


Cone heating elements 
for room heaters 
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men and women than the mere differ- 
ence in size would indicate. The aver- 
age woman’s body is only 35 percent 
muscle in comparison to an average 
man’s 41 percent. Of a woman’s 
weight, only 54 percent is strength. 
In a man’s weight 87 percent is 
strength. This means that a woman 
is not only smaller, but she has 
proportionately less sheer muscular 
strength per pound. Even her blood 
is 80 percent water compared to a 
man’s 75 percent. 

The war factories found that women 
were much more volatile than men. 
They were more sensitive to environ- 
Ugly surroundings 
depressed and affected women where 
it might be ignored by a man. War 
factories found that women did not 
like kidding and were particularly ap- 
preciative of praise. Commendation 
brought far greater results from them 
than criticism. They also were found 
to resent correction in front of fellow 
workers. 

“Apparently when Mother Nature 
designed people,” says Miss Ostrow, 
“she meant for men to do the work. 
At any rate, she gave men heavy 
forearms and neck muscles and a 30 
percent greater chest expansion. When 
men want to put all their strength 
into a job, they get the work to the 
level of their chest and throw their 
weight into it. Not so with women. 
Since women were designed for bear- 
ing children, the strength of their 
bodies is placed in the hips, waist and 
pelvic bones. If we want to make the 
most of the energy of women workers, 
we must see to it that jobs are placed 
at a level which will enable them to 
throw the weight of their waist and 


| hips into the work.” 


Varicose Veins 


Most states have laws requiring 
that stools be provided for women 
who work. One major reason for 
this is their tendency toward varicose 
veins. There is a 73 percent tendency 
toward varicose veins in women, as 
opposed to 40 percent in men. This 


Women Are Not “Little Men” 





high percentage of 73 comes from 
obese women and those who haye 
had several children. Here is a great 
sales argument for the ironer many. 
facturer ! 

Women cannot stand absolutely 
straight, says Miss Ostrow. Their 
bodies have a natural forward pitch 
from the waist. Even without high 
heels there is a natural forward pitch 
to the body. That’s one reason. why 
women are always falling down. The 
inward slant of the thigh bones to. 
ward the knee in women contributes 
to their poor sense of balance. 

“Women are discouraged more 
readily than men,” says Miss Ostrow, 
“and on the other hand, they are more 
sensitive and responsive to praise for 
having done a good job. Individual 
appeals for their cooperation and indi- 
vidual praise are far more effective 
than trying to flatter a group of 
women.” 

In handling women, salesmen can 
benefit from the knowledge that the 
primary feminine interest is in their 
personal life. Women have been 
taught from childhood to place chief 
emphasis on children, home and fam- 
ily. If they are working most of them 
do not use their jobs as careers. Men 
will put up with inconvenience, and 
deprive themselves of many personal 
pleasures in order to promote their 
careers. Outside of a few really ambi- 
tious women, women will chuck the 
thing under similar conditions. 

A dealer who is laying out a store 
can benefit from war factory expe- 
rience with female fatigue. Opportu- 
nities to sit down and rest are neces- 
sary for women. 

Just as women regard their careers 
rather lightly, by the same token they 
take their personal life in deadly 
seriousness. Getting a child through 
college, buying a new car, furnishing 
a home and improving their appear- 
ance are all vitally serious proposi- 
tions to the housewife, and sales ap- 
peals that link up with these angles 
have many more chances to succeed 
than their business propositions. 
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firm's expansion. 


Bigger and Better 


Cohen Furniture Co., Peoria, Ill., 
gives over a new building to 
appliance sales and service 


HE Cohen Furniture Co., es- 

tablished in Peoria, IIl., in 1879, 
is one of the oldest outlets in the city 
for appliances and radio as well as 
furniture. It has just blossomed out 
with a brand new appliance and radio 
department representing a greatly 
expanded post-war sales program. 

The new department, 26 x 172 ft., oc- 
cupies the entire space in a building 
recently acquired for the purpose, 
which adjoins the big furniture store. 
The space is more than three times 
that formerly occupied by the depart- 
ment on the balcony of the furniture 
store. 

The building has been completely 
modernized, redecorated and outfitted 
with fluorescent lights of the latest 
type. Over $100,000 has been invested 
in the general interior modernization 
program. The store is newly plastered, 
and painted in two shades of soft 
green. The floor is covered with 
cork linoleum. A slightly raised plat- 
form extends the entire length of both 
sides of the store for conspicuous. dis- 
play of major appliances and radios. 
Electrical outlets are located every 
six feet in the walls and every eight 
feet in the floor. 


More Lines Carried 


The expansion of the sales depart- 
Ment involves not only space, but the 
number of lines carried. These include 
the complete General Electric lines 
of appliances and radios, Philco. re- 
frigerators and radios, Leonard re- 
frigerators and electric ranges, Estate 
electric ranges, Maytag washers, and 
RCA, Zenith and Bendix radios. Be- 
Sides these, there are such new addi- 
tions as Youngstown, American and 
Kitchen Kraft complete kitchens and 
Morton kitchen units. 

Featured prominently in the display 
Foom will be a complete model kitchen 
installation, fully equipped with every- 
thing the kitchen needs, including 


Part of the appliance department of Cohen Furniture Co. as it looks since the 








garbage disposer, dishwasher, dryer 
and other new appliances. 

Along with the other changes made 
in modernizing, the basement of the 
store has been arranged for unpack- 
ing appliances and radios, and for | 
storing enough of them to make im- 
mediate delivery or sales without hav- 
ing to go to the warehouse. 

Cohen’s modest beginning in a one- 
room store of 1250 sq. ft. took place 
two blocks beyond the present loca- 
tion, a three-story building which was 
taken over in 1921. With last year’s 
addition of the adjoining building for 
radio and appliances, their store and 
warehouses now occupy a total of 
135,000 sq. ft. 


Centralization of Service 


Prominent in Cohen’s moderniza- 
tion is the centralization of all repair 
and service business at one point. Be- 
fore the war, a customer who wanted 
refrigeration service went to one place, 
someone with a washing machine prob- 
lem went somewhere else, and so on. 
Now, all service is handled in one 
location, with a general service man- 
ager in charge. He is Marion Culp, 
a well-trained technician of long stand- 
ing. Mr. Culp can be found at one 
big window, very conveniently located. 
Customers, instead of chasing around 
to different departments, bring the 
work to him and he routes it properly. 

Delivery of appliances in need of re- 
pair is made very handy. Trucks can 
unload with ease at a special dock im- 
mediately adjacent to the service de- 
partment, and can load up again just 
as easily. 

The completion of the modernized 
service department was announced to 
the public in a large display ad in the 
city papers. A feature of the display 
was a series of pictures of most of 
the department personnel, with cap- 
tions indicating what special kind of 
service is the province of each one 
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MIDGET 


ELECTRIC AUTOMATIC 
WATER HEATER 


For Cottages, Small Homes, Trailers, Tourist Courts 
Farms, Stores, Dentists’ and Doctors’ Offices, etc. 


This compact, attractive appliance sells on sight. Fits 

the requirements of thousands of users who need hot 

water quickly. Fully automatic, maintains temperature 

of water at 170°. Easily installed with standard plumb- 

ing connections. Plugs into regular 110 volt A.C. outlet. 

DEALERS: Write today for full information about our 
money-making offer. 


MURPHY MFG. CO. 


Dept. 106, 7405 Stony Island Avenue, Chicago 49, Illinois 


64 gal. capacity 
(Vertical only) 
10 x 32 inches. 


15750522, 


3 gal. capacity 
{Vertical or Hori- 
zontal) 10% x 
18 inches. 


4250 cece 
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YOU HAVE THE WORLD 


BY THE TAIL 
When You Handle The World’s Most 


Complete Line of Inter-Communication 
In genuine value, in every phase of operation, 
in luxurious beauty of design and finish 


Talk-A-Phone 


is a world beater. 


There's a perfection-engi- 


neered unit for every requirement, from 5 to 


100 stations. 


overs. Fat profits. 


Sales field unlimited. Fast turn- 


Backed by business boosting 


National advertising. Recognized the length and 
breadth of the country as inter-communication 
that "Has Everything”. 


Poet 


TAIT GSM 





1512 S. Pulaski Road 





Ask Your Jobber 


He Knows 
Because Talk-a-Phone 
is rated the leader in inter- 
communication. It is stocked 


’ by more leading jobbers than 


any other line. Catalog upon 
request. Address Dept. M.S. 


Talk-A-Phone Co. 


Chicago 23, Il. 
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5 
Statistics show that rural” "ENOine 

families want clean, safe, pasteurized 

milk, free of milk-bourne diseases. Now, milk can 

be pasteurized properly at home. The SAFGARD Home Pasteurizer 

is SO easy to Operate, so economical to buy that no farm home can 

afford to be without it. 










Two-gallon capacity . . . automatic, electrically operated heat- 
ing and timing controls . . . agitator that keeps milk at uniform 


temperatures .. . simple, rugged construction. 














Rural families are going to buy it .. . are you going to sell it? 
The Product With A Profit Future OTHER SAFGARD 
Because It’s PRODUCTS 
® Electric Water 


Packed With Sales Appeal Heaters 
© Electric Fence 


Dealer, Jobber Territory Still Open. Controllers 


a © Float Valves 


oO 
a i Write for complete details. 
SAFCARD- 
eet 











Dept. E, 615 N. Aberdeen, Chicago 22, Ill. 











Sasa GUARD-IT manuracturine co. 








: asics r 
HH) have clean Hl VIDIFIED AIT 


f ‘round with..-- 
the whole year F 


COMFORT-AIR 
HUMIDIFIER 














YO) 084s 42 ) o | | 

LATES the AIR twenty four hours a da: 

on only about one k.w. of electricity 

UNSURPASSED for Evaporative cooi- 

ing in hot summer months. 

PROTECTS furriture, musical instru 

ments, books, etc., from damage 

caused by dry parched air. 

COMFORT-AIR filters pollen and dust 

from the air! 

SMALL COMPACT i2@)-a0-\-)8 2 

measures only 16%,” high by 12” 

diameter, weight 15 Ibs.). 

SIMPLE and ECONOMICAL to operate! 

MOTOR: 48 Watts, 7 Amps. Shaded Pole: 60 Cycle A.C. 1550 RPM 
115 Volts. Air Delivery: Approximately 12,000 Cu Ft. per hour. Evapo 
ration: Yy to 2 Pints per hour. Reservoir Capacity: Approximately 
Three Gallons of Water 


~ HES 
oa - ~ 


FC J 
HIL-LOR manurActurins COMPANY 


"ee Ga ee 


Tas One 
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Zenith Largest Producer 
of FM Radios Since V-J Day 


More than half the FM radio- 
phonograph consoles and nearly three- 
quarters of all the FM table sets pro- 
duced by the radio industry since V-J 
Day have been manufactured by the 
Zenith Radio Corp., E. F. McDonald, 
Jr., president, revealed recently. 

Mr. McDonald said that he made 
the conclusion as the result of com- 
paring Zenith production figures with 
the October 15 report of Haskins & 
Sells, reporting agency for the RMA. 
Said Mr. McDonald, “These figures 
reveal, not only that Zenith is the 
largest producer of post-war FM 
radios, but that in the more popular 
models Zenith has outproduced all 
other manufacturers combined by a 
substantial margin.” He quoted fig- 
ures showing that 62.2 percent of all 
post-war FM radio-phonographs pro- 
duced up to September 13 were 
Zeniths and that 70.7 percent of all 
FM table sets produced to the same 
date were also Zeniths. 


British Firm Will Sell 


Steam Irons in America 


LONDON (McGraw-Hill World 
News)—Owing to American produc- 
tion difficulties, a British company 
will soon be selling electric steam 
irons in the U. S. backyard. Bendix 
Home Appliances, Ltd., who manu- 
facture the Silex steam iron on the 
American patent (as well as produc- 
ing a completely British built Bendix 
Home Laundry, have just ob- 
tained selling rights for the iron in 
Canada and South America for a 
period of three years. Working on a 
royalty basis, the British manufacturer 
has made tentative arrangemients to 
sell 100,000 units a year in this extra 
territory. Unless production is boosted 
from a current rate of 4,000 a week, 
these exports alone would take 
roughly half of the company’s total 
output. Retail price of the Silex iron 


in the English market is 59s/6d, or 


approximately $12. 


Lasser Quits Mastercraft, 
Starts New Firm in Miami 


Jack Lasser, founder and president 
of Mastercraft Electric Co., Newark, 
N. J., has resigned the presidency of, 





JACK LASSER 


and sold his interest in the company, 
he announced recently. He has formed 
the Lasser Mfg. Co., a new concern 
which will produce fluorescent light- 
ing fixtures and lamps. General offi- 
ces will be located at 40 N. E. 22nd 
St., Miami, Fla. 
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POLAR 
FREEZ 


America's Popular Freezer 


10 


Years of 
Manufacturing 


“KNOW-HOW 
SCHELM 


BROTHERS INC. 


EAST PEORIA, ILL. 




















Pioneers in gs 
Food Freezing & oy 
Equipment... 4 





The ACTION Display-Way 
To Boost Your Sales! 


Re replies 





TURMTABLES 





ELECTRIC 


TURNS THREE TIMES A MINUTE 
... Turns passersby into customers 


Create 
more in- 
terest in 
your dis- 
plays by 
activating 
wt er 


SHO. It 





poe oe 
. P . nD 
Supplied with 18" Table job at in 
cost. 

All steel, ROTO-SHO carries up to 
200 Ibs. Operates on 110 Volts A.C. 
Delivery is immediate! See your dis- 
tributor, or write us for literature. 
some. DIE AND STAMPING COMPANY 
262- 


Mott Street New York 12, N, Y. 














NEW HAVEN QUILT & PAD COS 


PADDED COVERS 


FOR SAFER, EASIER HANDLING 


NeW HAVEN QUILT & PAO (0 


rankiin $t., New Haven!) 
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Victron provides a complete line — models for all 


OS 
4 sectors of this big market — the builder the 


owner CA and a sensational new model for window 


installation. 
Send your inqyiry - The answer will give you 
. & 
a fresh approach RE to complete user satisfaction 
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4600 West Huron Street 


Manufacturers of the famous Gits Knives, 
Protect-o-shields 





% Molded of new, improved luminous 
plastic that emits blue-white glow 


thru hours of darkness. 


% Glows 7 to 8 hours with only min- 


utes of exposure to light. 


% Absorbs both artificial and daylight. 
unbreakable and wash- 


%* Practical, 
able. 
% Quick turnover—tfull profits. 


% Colorful sales display—free to each 


dealer. 


% Retails 25c single gang: 42c double 
Attractively packaged (in- 


gang. 
dividually) with quality screws. 


Order from your jobber 


Aide e3 


Gomes, Savings Banks, 
Switchplates, etc. 


Canadian Distributors: 


Kahn, Bald & Laddon, Ltd., 69 York St., Toronto 


ewtietee 


WHEN YOU'RE IN CHICAGO 





Just A Jaunt From The Mart... 


. and you're at our door, The 
welcome mat is out all the time. 
Inspect our line of irons, toasters, 
grills, heaters, lamps, and other elec- 
trical accessories. Use this ad as your 
map... Phone—DEL 1068 


PRODUCTS INTERNATIONAL 


215 W. ILLINOIS ST., CHICAGO, ILLINOIS 





Chicago 44, Illinois 











BUY 


all the U. S. Saving Bonds 


you can 
and 


KEEP 


all the U. S. Saving Bonds 


you buy 
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JADE - 
AMBASSADOR 






White Enamel 
Chromium Plated 
Guaranteed 


TABLE STOVE 


IMMEDIATE SHIPMENT 
TO 


DISTRIBUTORS 


AND 


DEALERS 


@ Guaranteed 


@ UL Approved 
Components 


countries. 
these take 









Meanwhile, 





glazed heat-re- 
sisting ceramic 
@ Attractively 


@ Highest Quality Priced 
Nickel Chrome @ Big Margin of 
Elements, en- Profit 


closed in special 
WATCH FOR OTHER JADE MODELS 
for price list on this and 
WRITE many other JADE Qual- 
ity models, with complete 
descriptions. t 


Prompt ac- 
tion essential. 


- JADE - 
ELECTRIC CORP. 


969 East New York Ave. 
BROOKLYN 12, N. Y. 





Victory did not end the Paper 
shortage. Need for waste paper js 
as great as ever. 


Why? Because supplies must 
still be shipped in paper to oy 
occupation forces and liberated 
For the Pacific area 

double and 
wrapping to withstand long sea 
voyages and tropical climates, 


triple 


demand for domes- 


tic packaging paper comes from 
scores of reconverted industries, 
Jobs and shipments of new goods 
depend on paper, the essential pro- 
tection of almost everything made 
in our factories. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it packed up, call your local 
newspaper or Salvage Committee. 











... and stay in business 





How to start YOUR OWN BUSINESS 








What does it take to start your own business, right, so that 
you can make a go of it? Here are the answers—a really 
informed, authoritative book by a business and marketing 
consultant of international reputation, outlining for you! the 
things you want to know, the things you have to do, to go 
into business for yourself with every possible chance for 


success! 
Just Published 


Going Into Business for Yourself 


By O. FRED ROST 
Editor, Wholesaler’s Salesman 
334 pages 51/2 x 8, 19 illustrations, $3.00 


Starting from scratch by helping you decide the business 
to which you are best suited, this book guides you step 
by step through the problems of financing, legal aspects, 
choosing the location, bank dealings, records, insurance, 
etc., and gives sound, constantly helpful pointers on buy- 
ing ‘and selling. Finally, it gives actual thumb-nail sketches 
of performance records in twenty-four types of businesses 
that have proved to be successful. 


AMERICAN BUSINESS says: “Containing more factual infor- 
mation of value than ten ordinary books on this subject this 
334-page volume tells more —! retailing than any other 
book we have ever read .. . the book gets down to cases 
right at the jump-off and from jak. on every page contains 
something the man going into business ought = know—and 
something which only about one in ten actually does know.” 





ane — you know ny all an this McGRAW-HILL Coupon" 
these key points are, the facts cGraw ook Co., 330 W. 42 St., New York 16, N. ¥. 

4 . Send Rost—Go: If for 10 days’ 
and steps that are vital in set- examination on 2; On 10 days I will send 3.00, plus 
i j i - ‘ew cents posta id. (Postage 
tling each question, the impor fow Cents postage, or return book postps 
tant cautions to observe, with 
the aid of this practical book. ME ecdcesuiasnncheaccecadncetpcscnciasctos<cencgeneeae 
Read it for the guidance you INE ica cacacmaiedteabcewgacsnesnenscvassscveceenen 
need in protecting your invest- GIP BE TiRbe cc cccccccciccctvcccecsccnccesceccesasesesnees 
ment and giving yourself the ; 
best chance for success in the COMPADY 2occccccccccccccccccccccccccrscccccccscessassesee® 
increasingly scientific, competi- % Position ...........0..00.00ec0eneeeeeees wei Gest EM 1-47 
i In Canada: Mail to Embassy 0., 
SS aee Gf Richmond SE Toronto, 1 









A few of the chapters 
that will help you 
What Kind of a Business Fits 
You Best? 

How to Finance a New — 

an 

Peldaal: Your-the Sole PY 
prietor 

When You Take In « Partner 

Buying an Already Established 
Business 

How to Pick s Location 

How Much Rent You Can Pay 

The Importance of Guarding 
Your Credit 

Doing Business With s Bank 

Pointers on Buying 

Pointers on Selling 


General Measures of Your 
Chances for Success 
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RATES: 


advance, 


OPPORTUNITIES: 


90c a line, minimum 4 lines. To figure advance 
payment, count 6 average words as a line. POSI- 
TIONS WANTED (full or part time salaried em 


ployment only) % the above rates payable in 


CLASSIFIED 


BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 10 words. 


DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 


DISPLAYED INDIVIDUAL SPACES with border 
rules for prominent display of advertisements. 


The advertising rate is $9.00 per inch for all ad- 


SEARCHLIGHT SECTION 


ADVERTISING 
SELLING . . . EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 


AN ADVERTISING INCH is measured %” ver- 


IN FEBRU. 
LIMITATIONS. 


vertising appearing on other than a contract basis. 
Contract rates quoted on request. 


umn: columns— 
page. COPY FOR NEW ADVERTISEMENTS 
RECEIVED BY JANUARY 17th WILL APPEAR 
AR SUE 


Y Is , SUBJECT TO SPACE 


48 inches to a 


EM. 

















a 
POSITION WANTED 


ATION Engineer Sales and Serv- 
ee 18 years experience, contemplating 
changing, would like position in U. S. or 
Canada. PW-988, Elec. Merchandising, o--~ 
W. 42nd St., New York 18, N. Y. 

. 42 

SELLING OPPORTUNITIES WANTED 

y STABLISHED promotion minded 
Swe nerere representative firm traveling 
6 men Calif., Nevada, Utah, Arizona wishes 
quality radio, appliance lines, 20 years appli- 
ance experience distributor and_ factory. 
Tyner & Associates, 5302 Sunset Blvd., Los 
Angeles 27, Calif. 
EXPERIENCED ELECTRICAL merchandiser 
“interested in representing reputable manu- 
facturers in Virginia and North Carolina and 
adjacent territory. RA-978, Electrical Mer- 
chandising, 330 W. 42nd St., New York 18, 
N. Y. 
PHILADELPHIA DISTRIBUTOR with 50,000 
sq. ft. warehouse on PRR North Phila. sta- 
tion wants a few lines. Eight salesmen, go- 
ing concern. Tri-State Distributors, Inc., 17th 
and Lehigh Ave., Philadelphia 32, Pa. 
MANUFACTURERS! Place your mechanical 

and electrical products in the hands of for- 
mer design Engineers for greater West Coast 
sales coverage. Commission. S. Gilbert Com- 
pany, 1017 South Alfred Street, Los Angeles, 
Calif. 


SELLING OPPORTUNITIES OFFERED 























@ Milbern’s low-priced 
sales builders keep your 
customers coming back 
because they are kept 
satisfied. Kickbacks and 
headaches are out; you 
keep your profits. . . 

Perfectly rebuilt from 
brush to handle grip. 
Once sold with a Milbern 
Re - Nu - Vated, 
customers stay 
sold! . . . write 
for interesting 
price schedule. 











Electrical Dealers 
ATTENTION y 










REBUILT 
NATIONALLY KNOWN 
VACUUM CLEANERS 


COMPLETE CUSTOMER 
SATISFACTION MEANS 
BIGGER PROFITS FOR YOU 


EE eee 
they stay sold 


MILBERN 


VACUUM CLEANER CO. 
241 W. 23rd St.. New York City 








APPLIANCE SALESMAN wanted: Experi- 
enced, protected territories. Irons, toasters, 
fans, hot plates, broilers, heaters, accessories, 
flashlights. SW-987, Electrical Merchandis- 
ing, 330 W. 42nd Street, New York 18, N. Y. 
SIDE LINE Salesman wanted, calling on 
hardware, electrical, housefurnishing job- 
bing trade, for fast selling line of Switch 
Plate Wall Shields. Address Box 31, Station 
X, NY, 54, N. Y., Dept. M. 
AGGRESSIVE MANUFACTURERS represen- 
tatives wanted, sell line of Vibratone Door 
Chimes. Prefer representative with show 
space. Give full details in first letter. Pearl- 
plan Mfg. Co., Inc., 123-125 N. 3rd Street, 








Philadelphia 6, Pa. 


BUSINESS OPPORTUNITY 


ESTABLISHED APPLIANCE Service busi- 

ness in Southern California, specializing in 
Washer and Vacuum repair. Well equipped 
plus A large stock of parts. BO-989, Elec- 
trical Merchandising, 78 Post Street, San 
Francisco 4, Calif. 











WEST COAST 


Well established Manufacturers’ Agency, calling 
on electrical jobbers, seeking high grade line of 
traffic and table appliances. Intensive coverage of 
entire Pacific Coast area by six capable men. 
Office and warehouse facilities available. Refer- 
ences furnished. 
PLASTRIBUTORS 
1817 Industrial St., Los Angeles 22, Calif. 








Autention 
MAJOR APPLIANCE MANUFACTURERS 


An experienced warehousing concern in Central Illinois wants addi- 
tional lines, i.e., refrigerators, ranges, radios, pianos, and similar major 


appliances. 


Our service includes purchasing and warehousing merchandise, ship- 
ping, billing, collecting, and is adapted for concerns with their own 
selling organization. A wholesale floor plan is available for retailers who 


wish that service. 


We are just completing a new building giving us considerable addi- 
tional floor space. We want to fill this additional space with good 


merchandise. 


If interested in warehousing your product in Illinois for quick delivery 
to Illinois dealers, write for additional information. 


RA-984, Electrical Merchandising 
330 West 42d Street, New York 18, New York 








MAJOR LINE WANTED 
Washington, D. C., Major Appliance 


butor with 65 blue chip dealers in 
32 surrounding counties. 


DELAIRE CORP. 


1010 Vermont Ave. N.W. Washington-5, D. C. 








Qver 33,498 Other Subscribers 
to Electrical Merchandising 


are associated with the merchan- 
dising of electrical appliances. 
Their interest covers every phase 
of this business ranging from 
management, sales or servicing 
employment to investment op- 
portunities associated with the 
establishing of new businesses, 
partnerships, products, etc. If 
you have an employment or busi- 
ness opportunity to offer these 
men you can do so effectively and 
at small cost through this 
“Searchlight” advertising. 
ee 





WANTED 


DIVISION SALES MANAGER 


to contact distributors for nationally adver- 
tised radio manufacturer. South and 
Southeastern territory. This man should 
possess experience acquired before the 
war and enjoy a good reputation in the 
appliance field. Must know distributor set- 
ups thoroughly. Salary commensurate 
with ability and background. 


RW-985, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


WRINGER ROLL 
DISTRIBUTORS 
WANTED! 


See BEST-MAID 


CHICAGO SHOW 
FURNITURE MART 


Space 72—17th Floor 
Appliance Parts Co., Cedar Falls, lowa 














ELECTRIC APPLIANCES 
PHILADELPHIA DISTRIBUTOR with 50,000 
sq. ft. warehouse on PRR North Phila. 
station wants a few lines. Eight salesmen, 
going concern. 


TRI-STATE DISTRIBUTORS, INC. 
17th & Lehigh Ave. Phila. 32, Pa. 


MANUFACTURERS AGENTS 


We are looking for aggressive Agents to represen 
our line of Electric Replacement Elements im 
IDAHO, TEXAS, NE ° KLAHOMA, 
UTAH, and WISCONSIN. All other territory 
closed. Write giving full details and references. 
RW-983, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 

















CANADA 


Canadian Firm with 25 years experience selling to 
Electrical Jobbers, Chain and Department Stores 
from coast to coast is desirous of contacting Ameri- 
can manufacturers interested in representation or 
distribution in Canada. 


RA-972, Electrical Merchandising 
330 West 42nd St.. New York 18, N. Y. 














WRITE FOR OUR 
— How To Make $100.00 
PER WEEK EXTRA INCOME ON OLD 


SINGER iixcnines. 


ESSEX VACUUM SHOP 
172 Washington St#., Newark 2, N. J. 








SURPLUS 
METERS 


PORTABLE 
A. C. AMMETERS 


Surplus 


New 


WESTON 
MODEL 
528 





DUAL RANGE 0-3 Amp. and 0-15 Amp. 
full scale for use on any frequency from 
25 to 500 cycles. The ideal instrument 
for all cial, industrial, experi- 
mental, home, radio, motor and general 
repair shop testing. Comes complete 
with a genuine leather, plushlined car- 
rying case and a pair of test leads. A 
very convenient pocket sized test meter 
priced at less than 50% of manufac- 


turers list. Your cost 
ONLY $12.50 


PORTABLE A.C. VOLTMETER Surplus 
New WESTON MODEL 528 Dual Range 
0-15 and 0-150 Volts for use on any fre- 
quency from 25 to 125 cycles. Complete 
with plushlined leather carrying case 
and a pair of test leads. This Voltmeter, 
with the matching Model Ammeter as 
Illustrated above, makes an ideal pair 
of test meters for | mechanic to carry 


around in his too x. 
ONLY $12.50 


A. C. VOLTMETER 


Surplus - New - Guaran- 
teed 


WESTINGHOUSE, HA 512” Square Case, 
Projecti Mounted 0-150 Volts. Accu-. 
racy within 1% 5” Scale with 30 divi- 
sions easily read at a distance. Ideal for 
production or any type of job where 
critical line voltages must be maintained. 
List Price $37.00. Your cost 

ONLY $14.50 


PANEL 
TYPE 
MATCHING 


A. C. AMMETERS 
: & VOLTMETERS 


ENERAL ELECTRIC, AO-22, 312”, Round 
Flush Bakelite Case, white scale, 0-80 
Amperes A.C., self contained. First scale 
division equals 20 amps. 


Surplus - New - Guaranteed 
ONLY $4.50 


GENERAL ELECTRIC, AO-22, 312” Round 
Flush Bakelite Case, white scale, 0-150 
Volts A.C. 


Surplus - New - Guaranteed 
ONLY $5.50 


All shipments are F.O.B., N. Y. 


Add sufficient money on parcel 
post orders, excess will be 
refunded. 


We carry a complete line of 
Electrical Instruments 


Send for Free Circular 


MARITIME SWITCHBOARD 


336 Canal St., New York 13, N. Y. 
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PARTS, SERVICES & ACCESSORIES 











ing equipment: 


OIL BURNERS 


gas. 


ranges. 


601 E. Sth St. 


WHERE TO Buy | 


Special eee 


The American Heating & Engineering 
Company wishes to announce we now 
have ready for immediate delivery our 
complete line of “American Deluxe” heat- 


In writing for quotations, specify whether 
jobber, distributor, or dealer. 


OIL-FIRED FLOOR FURNACES 


GAS CONVERSION BURNERS, for natural, 
mixed or manufactured gas, also equipped 
with 100% shut-off for butane or propane 


GAS SPACE HEATERS, 24,000 BTU unit 
RANGE OIL BURNERS for coal heaters and 


American Heating & Engineering Co. 


New Albany, Indiana 




















cAt last... 


An Honest-to-Goodness 


¥%& Will Cut Your Winding Time 50 to 200 percent 
¥%& Once Motor is Clamped into Frame it can be 
Stripped, Wound and Connected for Done 
See your Parts Jobber or write 
direct for Circular and Price 
IMMEDIATE SHIPMENT 





WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE (0 


10 Federal Street 
PITTSBURGH 12 PENNA 








STATOR HOLDER 


CHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELECTRIC HEATING ELEMENTS. ‘S 
simple anyone can make repairs in your broken 
or burnt-out electrical applianc toast- 
ers, stoves & etc. Guaranteed nethiog ike it. 
From our mines to your appliances. $1. 

package. $7.50 per doz. Stick form 25¢. $2.00 


per doz. 
CHANITE SALES gone 
914 South Main ort Worth 4, Texas 








MOTORCRAFT, iuncie. INorans 


6 FOOT FILLER HOSE 
Guaranteed—Will not 

Lots 4-11 12-75 75 

Price .45 35 315 
Gooseneck Drain Hose 

Lots 12-49 $ .65 Lots 50 $ .48 

Write for Prive — of 


Goody: Parts 
ear Weg. Bets -s rookline St., 


ELECTRIC SERVICE CO. cambridge, Mass. 











(SE emarore 
WINDING 

pecialists in Vacuum Cleaner Armature winding 
for 15 years. Perfectly wound! Ask the men who 


use them. No increase in price since 1941. 


ELECTRIC SWEEPER SERVICE CO. 





2034 EUCLID AVE. CLEVELAND 15, O. 





OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 
Send for our price list featuring 
safety float valves, fittings, ett. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, IL 
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UNDISPLAYED RATE: 


$1.25 per line or fraction F act 
insertion—minimum $5.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 


WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$14.00 per inch per insertion. 
Contract rates on request. (An 
advertising inch is 7%” on one 
column—4 columns—48 inches 
to a page.) 











HL 





155 State St. 


NEW CATALOGUE 
WASHING MACHINE PARTS 


Most completely illustrated parts catalogue ever published 


4 YEARS TO COMPILE—REPRESENTS co-operative efforts of 
Washing Machine Manufacturers & Appliance Parts Jobbers 
thru-out U. S. A.—Over 8000 illustrations. 


COST OVER $80,000.00—YOURS FOR ONLY $2.50 


ORDER NOW—Your CATALOGUE delivered in 
order of application received . . . Send check or 
money order (Save C.O.D. fees). soon off the press. 


WYNAR PARTS & SERVICE CO. 


Rochester 4, N. Y. 











Let Us Show You! 


EASY WAY TO REPAIR 
SMALL ELECTRIC APPLIANCES 





BIG PROFITS 











Write us for FREE INSTRUCTIONS on how 
to install a replacement unit made from 


SERVALL HEATING ELEMENT COILS 


which will make the appliance as good as 
new. We will send you the name of NEAR- 
EST JOBBER WHO WILL SERVE YOU. 


SERVALL CO., 3570 Gratiot, Detroit 7, Mich. 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


e LAUNDRY QUEEN « WOODROW 
oJ os OTHER MAKES! J 





Agitators V -Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


HIGH POST CHANGE OVER 
FOR EASY AND G. E. WASHERS 





WE HAVE 93 PARTS JOBBERS—A NATIONWIDE SERVICE 
ADDRESS ON REQUEST 


MANUFACTURING CO. 


EAST 


Gere STR.ECT 


Stevetta ie Ss, Oe). 


Fanta 








most vacuum armatures. 


126 S. 2nd. 


ARMATURES REBUILT OR EXCHANGED 


for vacuum cleaners, tools, drills, etc. 


Our large stock makes it possible to ship immediately on 
All armatures rebuilt exactly as the 
original with new armature guarantee. 

Our low cost and speedy service is attested to by dealers 
from coast to coast. Catalog free. 


PENN APPLIANCE DISTRIBUTORS 


WE CARRY A COMPLETE LINE OF VACUUM CLEANER PARTS 


Harrisburg, Pa. 

















IRONER-MANGLE COVERS 


Draw String Covers—18" to 48" 
Also Pads and Intermediate Covers 
New price sheets sent on request 


LOVELL WRINGER ROLLS 


Made Up Rolls—Ready to Install 
Lovell Made Up Rolls cost no more 
Display rack & three rolls $4.25 


filo WASHER COMPANY 


ior Ave., Cleveland 14, Ohio 


RUBBER UPHOLSTERED 
HAND  _»° 
TRUCKS 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen cabi- 
nets, etc. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descrip- 
tive circular and prices on request. 


ORANGEVILLE MFG. CO. 


es plete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 















A FRANTZ PARTS JOBBER 


WRINGER ROLLS AND WASH- 
ER PARTS FOR ALL MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 


WASHING MACHINE PARTS 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Minn. 








RUBBER PLUG CAP 
WITH FINGER GRIP 


Immediate Delivery 
Hard Rubber 
Color—Black i 
Non-slip Finge® Grip 
Brass Electrical Contacts 
Cord Openings—.312 
_ LIST PRICE 15¢ 
NEW Dealers Price 
$9.50 per 100 


F. 0. B. Los Angeles 
Shipping Weight 
64 Lbs. in 100 Lots 


TURN KNOB 
PLASTIC LAMP SOCKET 


Stock No. $341 


Threaded for 3” 
Standard Pipe 
Dealers Price 
$35.00 per 100 
F.0.B. Los Angeles 
Shipping Weight 
12 Ibs. in 100 tots 


ELECTRICAL SPECIALISTS, Inc. 
P. ©. Box 213 Los Angeles 25, Calif. 
JOBBERS WANTED 





Stock No. P310 








ee — 





“KEEP IT RUNNING" 


Satisfactory operation is a real con- 
tribution to customer satisfaction. 
€ep it running” and she’ll come 





+4 back. It’s the repeat sales that 
—— count. 
nian 


Parts, Services and Accessories 
can play an important part in 
building your business. It can keep 
you posted on where to obtain your 
requirements in keeping your cus- 


tomers’ appliances in good i 
runnin 
order, : . 

















= 


SPECIALTIES 








Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and Covers, washing and ironer covers. Ohio 
Textile Speciaity Co., W. 54th, Cleveland, O. 





PARTS FOR washers & cleaners in Canada. 

The “one-stop” source of supply is Waugh 
& Mackewn Limited. Sales Offices located in 
London, Toronto, Montreal,,P. Q 





ICE CUBE trays, all aluminum, pre-war 

quality, for immediate delivery, fits all elec- 
tric refrigerators from 1935. Special price to 
jobbers. Northern Appliance Co., 137-45 
Northern Blvd., Flushing, N. Y. 














HOUSEHOLD APPLIANCES wanted vacuum 

cleaners and parts any condition, send list 
of what You have, price. Owens Specialty 
Co., 26 W. Ortega Santa Barbara, Calif. 
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WASHING MACHINE 
FLEXIBLE COUPLINGS 





The machined brass bushing F-L-O-A-T-S 


One piece—no loosely connected parts. Dampens 
noise and vibration. Cushions starting torque. 
insulates between shafts. 


Available now in: 1'/” to 9” lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. CO. 





6220 So. Ellis Ave. Chicago 37, Ill. 


PAGES OF VACUUM 
CLEANER SERVICE 
INFORMATION 


125 PAGES OF ILLUSTRATIONS 


Our 1946 Vacuum Cleaner Parts Catalog 
is still available in limited quantity. 


TOOLS 





AND ACCESSORIES 


DEALER 


PRICE SCHEDULE 


PEARSOL 


ee oe ed 


ELECTRIC SWEEPER 


SERVICE C 









VACUUM CLEANER PARTS 
and 
SERVICE MANUAL for All Makes 


Note: Our new complete separate 


catalog of tools and accessories sent free. 


Price of Catalog and Service 
Manual.......$1.50 postpaid 


PEARSOL APPLIANCE CORP. 


ELECTRIC SWEEPER SERVICE CO. DIV. 
2034 EUCLID AVENUE + CLEVELAND 15, OHIO 














Our 132-page 
FREE &..2° FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

‘Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 

2720-22 W. Division St. Chicago 22, Ill. 
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. shows all the tools and equipment 
used in bringing together the mass of 
statistical information contained in this 
26th Annual Statistical and Market Plan- 
ning lssue—Monroe calculator, last year's 
issue, surveys and questionnaires, tabu- 
lation sheets, telephone, not to mention 
the unseen human element which includes 
cooperation from N.E.M.A., E.E.I., Ameri- 
can Washers and lroners Association, 
Vacuum Cleaner Association, Bureau of 
Census, 176 leading utilities, and indi- 
vidual manufacturers, distributors and 
dealers. Kodachrome by Dave Rosenfeld. 





ae 





HAVE YOU HEARD... 


ANTIQUARIAN JUKE 


Most people who suffer from the 
inescapable music of the modern juke 
box think that the device is something 
new in the way of ear torture. ’Taint 
so. Freddy Martin’s Music Shop in 
Los Angeles is the proud owner of a 
50-year-old machine which plays 
punched steel discs in the manner of 
a Swiss music box. The cabinet is a 
five foot piece of carved, solid mahog- 
any and to hear any of the 100 selec- 
tions you don’t even have to plug it 
in or pay a nickel. You just turn a 
crank. It was made by the Regina 
Music Co. of Rahway, N. J., under 
an 1889 patent. 


LETTERS 


To the Editor: 


case. 


With reference to the story in your 
October issue (Page 5) on the Van- 
couver Dealer’s Second-Hand Depot 
we would like to make a correction. 

From the story one gathers the 
impression that Household Appliances 
Ltd. and the Vancouver Auction Mar- 
ket are at either one and the same firm 
or very closely related. Such is not the 


While the two businesses share the 
same building, Household Appliances 
Ltd. are d retail store dealing strictly 
in new merchandise and are in no way 


connected with the auction depot men- 


PIGS IS WASHERS tioned. 
“It is getting so out in Iowa that 


Manager of Household Appliances 


when you see a hog truck approaching Ltd. is Mr. George White formerly 


on the highway you don’t know 
whether it holds hogs or washing ma- 
chines,” says Tom Robinson, a service 
manager for Automatic Washer Co. 
Shortages of crating lumber forced 
the company to seek new shipping 
methods. The hog trucks were the 
result. The naked washers are packed 
inte the double-decker trucks and “go 
bobbing across the country like apples 
in a Halloween tub.” So if you order 
pigs and get washers—or vice versa 
—you can blame it, like everything 
else, on shortages and reconfusion. 


department. 


with the Hudson’s Bay Co. for many 
years in a similar capacity. Sales man- 
ager is Mr: Murray Allan and Maurice 
Watson is in charge of the service 


For the information of the trade 
generally, and our suppliers specific- 
ally, we would appreciate greatly your 
mentioning this fact in your next issue. 

S. G. H. Wuite, 


Household Appliances Ltd. 
Vancouver, Canada 


Manager 








“THAT SALESMAN SURE PUT ONE OVER ON USI" 
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NE of our young men has been calling on 


appliance dealers for the past few months. 
He’s a happy man. 


He’s already talked to several hundred dealers 
—and it seems that practically all of them say that 
the Lovell Pressure Cleansing Wringer is definitely 
the best on the market. 


Can we believe what you tell him? Sure! We'd be 
mighty disappointed if you said anything else—be- 
cause making wringers of outstanding quality and 
performance always has been our goal. So thanks 
for the kind words. And in return we want you to 
know you'll soon be hearing about exciting new 
developments in Lovell wringers that will justify 


your continued confidence in the name Lovell. 


hers are 
wringer-tyPe was 
your bread and butter...the 


best are L 








‘Now I know... 


*““Many’s the man and wife I’ve watched come in the front door... havea 


quick look ’round . . . then make a bee-line for the Kelvinator. 


““No two ways about it . . . there isn’t a more beautiful cabinet on the 
floor. And if you ask me. . . it’s one refrigerator that lives up to the adver- 
tised promise of ‘the best things first’. It’s easy to get enthusiastic over 
features like the Magic Shelf, the Cold-Ban, the big Frozen Food Chest 
and Moist-Master Refrigeration. 

“But after I’ve written up the orders for these couples . . . and we’ve 


parted like old friends . . . I’ve often wondered ... 

“What was the difference that helped me make the sale? 

“‘Now I know... 

“It’s something that happens to you inside. You have real confidence 
as you step up to that Kelvinator. All the time you’re talking... you 
keep thinking of Kelvinator’s dependability . . . the trouble-free perform- 
ance of the Polarsphere . . . the inside story that makes your sales story 
ring true.” 

Dependability will always be the watchword for Kelvinator. It sparks 
the extra care that goes into Kelvinator design and workmanship. It put 
the bracing and cross-bracing into the one-piece steel cabinet . . . de- 
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termined the Permalux finish that will never fade. The quietness of 
door latch gives its own reason for the — bolt. And whee 
match the Polarsphere . . . sealed in steel . . . permanently lubricated! 


Kelvinator recognizes that building finer products is only half t 
battle. And Retail-Minded as ever, Kelvinator’s great Vocation-in 
Program provides each Kelvinator dealer with assistance in picking # 
right men, in sales and product training and building « sound reté i 
operation that will make sales today . . . tomorrow . . . anc year after ye 
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Thanks to bear stories about terrible crowds and 
the barracuda like attitude of Chicago hotels, the 
January Markets did not have the knock down and 
drag out start that has featured former first days. 
Floors were littered with candy bar wrappers, cafe- 
terias put out “standing room only" signs and ex- 
hibitors lunched on ice cream bars, but there was 
not the genuine crush as of yore. 

Perceptible, however, through it all was the 
swing back to a normal market. It didn't take a 
Sherlock Holmes to detect that the word "Alloca- 
tion" was going back into the dictionary very 
shortly. One distributor, who has a habit of 
guessing right, said he believed that within 60 to 
90 days everything on the appliance shelf would be 
available to the dealers and the public. 

The veterans were there and they were in there 
pitching. Distributors and buyers who are able to 
write big checks were holding serious conferences 
a sapits 53 y. ® with manufacturers, and there was a good deal of 
oe a preg ai 2 mi ; ei ae getting down to cases. Even small dealers found 

i : : 
Sons, ees wag et ie Mer jay Bea 8. ue ies fe pomgg & —* left ate gy Og that they could get attention at this market. 
president of the firm. 
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GA Je dan of Horton Mfg. Company is actually watching his Eddie May, sales manager for Sentinel Radio, is telling a scout Big advertising deal coming off. Here As Joe Lawler, ——_ 
Sompany's brand new model ironer as it goes round and round for Firestone, A. L. Stewart of Akron, what a slick little apart- ance buyer for John Schillito Co., Cincinnati, having a long 
on the pedestal. ment size record player Sentinel has dished up. talk with Walter Daily of Bendix. 


day sees a lot of sets still goin F. W. McGrath of Alli has b ttendi the kets Plenty of action around the Noblitt-Sparks display. Here is 
’ up, and here are . W. McGrath o iance has been attending marke Y i -Sp play 
designers of the Launderall motion display a like mad since they first drove the stake. Fascinated by his conversa- Gordon T. Ritter, sales manager, giving the works to E. N. 
it running. tion is, left, E. B. Foreman of the Foreman Distributing Co., Cotter of the L. M. Taylor Co., Dallas. In the background is 
Portland Ore., and V, E. Dunn. Guy Cyr of Noblitt-Sparks. 





Men and Machines at Furniture Mart continues trom page 1) 


Grouped around Henry Altorfer are, at left is Glenn H. Franks This El Morocco Zebra hide decor was the trademark of the Here is Neal Gallagher of Automatic Washer with a new inter 
of ABC; facing the camera is Tom A. O'Loughlin, Newark dis- Stewart-Warner exhibit. Mr. and Mrs. M. F. Large of the Large est—McAllister vacuum cleaner. Nosying around are Scott and 
tributor, and Albert K. Spears, same company. Gentleman on his Furniture Co., Kalamazoo, are hearing the radio story from L. B. Buchanan, again of Apex. 

knees before Henry Altorfer is unidentified. Pambrun, manager of radio advertising for Stewart-Warner. 
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E. Hinchliff, sales manager, refrigeration division, Amana So- At the right is Joe S. Morris, considered one of the wittiest men From the sunny south of Shreveport, La., comes A. M. Phillips, also : 
ciety, here stands between two of his niftiest home refrigerators in the appliance industry. Listening to him talk about the right, to look over Clarion radios. Showing them, left, is, Joh tons 


The exhibit was a magnet to dealers with farm trade. Speed Queen automatic is George L. Grove, Grove Mfg. Co., E. Neuman, division sales manager for Warwick, Chicago. 
Dayton, and Reg. P. James, east central manager, Van Wert, O. 
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The little girl is of cardboard—the girl is very real and is Mrs This was taken in the Conlon exhibit. Present were—guess who— Here are the Gold Dust twins again—this time looking over the 


Heien Neilson, secretary to Mr. Raysson. Shown is the top Alex C. Scott, director of sales, and E. C. Buchanan, vice presi- Blackstone automatic, John Wicht, center, of Blackstone, & 
Presteline range. dent of Apex Electrical Mfg., Co., looking around. doing the explaining. 


Photographs by TOM F. BLACKBURN 
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HE increase in prices following 

the sudden demise of OPA appar- 
ently had no noticeable effect on the 
yolume of sales ot appliances and 
radios turned in by dealers in this sec- 
tion of the country during the Christ- 
mas shopping period. A majority of 
all dealers surveyed early this month 
expressed entire satisfaction with their 
pre-Christmas sales volume. Only in 
comparatively few areas was it re- 
ported that sales failed to come up to 
expectations. In most cases the ceiling 
on sales was supply. 


Radio Sales High 


The final returns showed that radio 
sales were remarkably high. National 
radio sales undoubtedly hit a new peak, 
with this section of the country lead- 
ing the way in volume. Almost every- 
where throughout this section, con- 
soles and large combinations were sold 
about as fast as dealers received them. 
In view of the fact that supply had 
caught up with demand in table sets 
several months ago, with only the 
better-known brands moving at all as 
recently as mid-November, the real 
surprise to many dealers was the 
yolume of business done in these sets 
just before Christmas. Promotions on 
these sets paid off handsomely, as late 
shoppers seemed to go for them in a 
big way. Models in the lower price 
range, however, moved far faster than 
the larger table sets. Some dealers 
also mentioned that portable combina- 
tions failed to sell as well as expected. 


Television Popular 

The small supply of television re- 
ceivers reaching retail outlets in time 
for Christmas: were gobbled up fast, 
especially in the New York metropoli- 
tan area. Dealers there were particu- 
larly heartened to learn that perhaps 
aS many as ten manufacturers were 
slated to be in production on television 
sets by mid-year. With production 
steadily mounting, and up to 350,000 
receivers said to be coming through to 
them this year, dealers are becoming 
increasingly enthusiastic about the vast 
dollar potential ahead in this market. 
With many of them, up to now, the 
feeling has been that high prices would 
prove such a hurdle they would not 
attain real volume. 

Record sales throughout this section 
were heavy, with record production 
hitting a new peak, and with the fore- 
cast of further increased production 
ahead for this year. ; 


The Lucky East 


Although some appliance manufac- 
turers fell off somewhat on deliveries 
during December, others made up the 
Sap, and the total flow into this section 
appears about the same as the pre- 
“ious month. The strip between Bos- 
‘on and Washington fared better, judg- 
mg by general reports, than the rest 
ot this section. Distributors still have 
hot sufficient supplies, however, to dis- 
p shipments to dealers on an 
apse basis. Washer deliveries 
a > phen so was demand, with 
oa “ types holding up their end 

. he balance between supply and 
(Continued on next page) 





THE MIDWEST 
By Tom F. Blackburn 





THE SOUTH 
By A. B. Windham 





ESPITE the fact that Chicago 

has had about its best six months 
in selling electric ranges, a shrill yipe 
is going up from dealers on account 
of installation delays. 

“When I have to tell a family they 
must wait for a couple of months they 
hit the ceiling,” said one veteran mer- 
chant. “I have investigated the cause 
of this delay and found it was due to 
the fact that the price set up by Com- 
monwealth Edison Co. to pay for the 
installation does not meet present costs. 
Electricians have had their wages 
jumped from $1.95 to $2.15. A lot of 
them get a little sugar on the side over 
the scale. They do the low paying 
jobs last and the customer must wait.” 

(Continued on next page) 





HE heaviest holiday buying in 

history down South extended to 
the electrical appliance field as well 
as to other merchandise. The buying 
public swempt small appliance shelves 
almost bare in many places. 

Ranges, heaters and washing ma- 
chines were just as much in demand 
as ever and just as unavailable. De- 
liveries on unfilled orders range from 
one to three months behind in Mem- 
phis, Louisville, New Orleans, Atlanta, 
Miami and Richmond, and up to 10 
months behind in smaller cities like 
Montgomery, Macon, Baton Rouge 
and Wilmington. But the holiday sale 
of irons, toasters and radios made the 
dealers feel better anyway, and even 

(Continued on next page) 





CHILDREN'S HOUR: Even teen-agers, bobby soxers and college girls are dis- 
covering the labor saving attractiveness of today's new appliances as evidenced by 


these two pictures. In the upper photo, girls from the University of Idaho wait their 
turns at a Bendix while in the lower picture coeds from the University of Pennsyl- 
vania even do their own ironing. 


By 
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THE FAR WEST 
By Clotilde Grunsky 





HE effects of the recent coal 
strike on the Pacific Coast are 
apparent in the fact that, in the face of 
unparalleled buying on the part of the 
public this past Christmas, jobbers re- 
port that shipments of appliances re- 
ceived have been markedly less than in 
the previous month. Both wholesalers 
and dealers expect the buying wave to 
drop off until the summer months. Al- 
ready there are cut price sales of 
table model radios. Some miscellane- 
ous small items, such as table broilers, 
are beginning to appear in abundance 
on dealers’ shelves. On the other hand, 
manufacturers of established pre-war 
reputation are unable to meet the 
demands. One California dealer, him- 
self able to obtain only token deliveries 
on a make of range for which he had 
many bonafide orders, reports that he 
was recently approached by a chain 
store manager who explained that he 
had about a dozen electric ranges in 
his basement for which he was unable 
to find customers. He asked that 
people needing ranges be sent to him. 
Electric Ranges Scarce 
The electric range, incidentally, is 
said by California dealers to be the 
scarcest item on their list. Since 
cooking equipment is an absolute 
necessity, orders do not pile up— 
rather the customer buys a _ range 
utilizing another type of fuel and is 
lost for a long period, if not forever, 
to the electrical industry. Washing 
machines are also in great demand, 
as reported from all sections of the 
West. Although manufacturers report 
that deliveries have been fair in this 
section, there is such a large increase 
in the population, with so many new 
homes established and so many new 
babies for whose clothing washers are 
essential, that the demand is far 
greater than the supply. There is a 
real demand for automatic washers, 
but the conventional type outsells them 
about three to one in most sections, 
perhaps because the supply so far has 
been in about that proportion. 
Speaking of washers, there is at 
least one instance reported near San 
Francisco of an _ exorbitant price 
charged because the market would 
bear it, but such instances appear to be 
rare. The 10 to 12 percent average 
increase set by the manufacturers of 
all types of electrical appliances ap- 
pears to be reflected pretty generally 
in equivalent price changes on the 
dealer’s schedule. In one or two cases, 
the dealers have sold under the manu- 
facturer’s figure. On the whole, how- 
ever, the change has been reasonable 
and is so recognized by the public. 









Prices No Barrier 


One Phoenix dealer reports that 
price levels are no barrier at all to 
sales. Even before the lifting of OPA, 
a $246 range outsold a $97 one in 
quantity, as well as in dollar volume. 
This same dealer predicts that 8 to 
10 cu. ft. refrigerators are going to be 
standard from now on. During the 
war he sold 20 to 60 cu. ft. commer- 
cial type boxes to farmers for home 
use. These are now being used to 

(Continued on page 19) 
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demand for cleaners now is very close 
~-and in most areas here that goes for 
all types. 


January Gripes 


The delivery picture for January, 
at the time of writing, was none too 
favorable. A number of manufac- 
turers closed down over the holidays 
for inventory purposes. Cut-backs in 
steel also will be felt on the retail front 
within 30 to 60 days. Over the long 
pull, however, dealers agree the deliv- 
ery picture looks very promising for 
this year. It is expected that shortages 
in component parts will be cleared 
steadily during the first quarter, surely 
by the half-way mark this year. 


Situation on Prices 


The Christmas shopping period pro- 
duced but one sign of resistance to 
high prices on appliances, the only vig- 
orous kick about increased prices being 
registered by customers who had 
placed orders months ago at lower 
Offsetting this, however, there 
was a flood of new orders taken, or 
names listed, for future delivery. On 
the other hand, now that the Christmas 
surge is over, many dealers feel this 
situation may tighten considerably. On 
this account, a number of them are 
putting their houses in order for more 
aggressive selling, with due attention 
to sales and product training courses, 
moderate promotion, time payment 
plans, etc. All would hate to see any 
further price rises on any appliances 
for a long time to come. 


levels. 
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some of the big model radios were 
lacking, but no customer had to go 
away brokenhearted on account of it. 

As stores got their paws on exclu- 
sive deals they told the public about 
it in whoops and hollers in the Chicago 
newspapers. Atlas Radio, 3137 Lin- 
coln Ave., announced that it had re- 
ceived five solid carloads of private 
brand refrigerators for immediate de- 
livery at $288. That was big news in 
the pre-Christmas market as few stores 
could come across with electric re- 
frigerators in time for the holidays. 
Goldblatt’s department store broke 
loose with an offer of immediate deliv- 
ery on Hurley Automagic washers. 
Then a couple of days before Christ- 
mas a number of dealers began offer- 
ing immediate delivery on Admiral 


along with the popular press. 

If the volume of business was so 
huge why was the Chicago Tribune 
running its greatest record on adver- 
tising pages? Why were fur coat 
prices being cut before the new year? 
It looked as if retailers were afraid 
of being caught with a big inventory 
and a January decline. 

A Chicago veteran with a small shop 
declared that his dollar volume was 
twice what it was for 1945. Another 
dealer who is a veteran and keeps 
his records showed a graph which 
showed a decline began in his retail 
sales in November. Chief villain for 
this situation appliance-wise was the 
inability to get merchandise. People 
buying for Christmas want their stuff 
laid on their front porch before De- 
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“BUT SOMEHOW | FEEL WE'RE NOT QUITE ALONE.” 


and buying five record books to one 
single record. Nor were these People 
insisting on listening to their pur. 
chases. 

At a time when book stores and sep. 
tions were reporting a turn down in 
sales, the records—which are Published 
on almost the same basis—took an up. 
ward spurt. 

It is becoming apparent that Tadio 
stations with a record playing Pro- 
gram such as Uncle Normie has on 
WMAQ in Chicago is a gold mine to 
retailers as a time saver. For a pros. 
pective customer hears the record 
over the air, its name and make. This 
eliminates a lot of cluttering Up of 
listening booths and promotes quick 
turnover. 

Sale of relatively inexpensive table 
model record players is certain to give 
the record business another fillip, say 
the Midwest dealers. The kids wil 
have their Spike Jones when they 
want him. 





THE SOUTH 
(Continued) 














Spokesmen at Commonwealth Edi- 
son said that the question of increasing 
the range installation allowance was 
being studied. There was an upping 
of the price of some $7.65 worth in 
the middle of the year. Now another 
boost is in prospect. However, it was 
pointed out there is a shortage of wire, 
switches, and other material that has 
held back progress. 


Backlog Barriers 


During the month of December it 
was estimated that dealers sold some 
300 ranges and Commonwealth Edison 
150, but there exists a big backlog— 
estimated at around 500 ranges— 
orders for which have not been filled. 
Thus lack of ranges was the worst 
hurdle to overcome, utility men said. 


What's For Sale 


Chief interest in following the De- 
cember markets in the Middle West 
was to see what could be had. 

In most shops everything was for 
immediate delivery with the exception 
of washers and refrigerators. True, 
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Dual-Temps. Hudson-Ross came out 
with a special selling of known-brand 
table radios for immediate delivery, 
offering Arvin at $50.95, Emerson at 
$25, General Electric at $21.90, a 
Philco at $25.95, an Arvin at $20.95, 
Teletone, $17.95 and a Philco at $19.95. 
Few dealers sold out to their walls on 
Christmas Eve. Stuff going out was 
delivered in the crates with a promise 
that adjustments would be made later. 
Most expensive radio record players 
went out unbalanced, which precipita- 
ted telephone calls and explanations. 


"1/12th Doren" Deliveries 


A lot of “1/12 dozen” deliveries are 
being made, which must run up ex- 
pense considerably. Truckers have no 
scruples about coming up to a man’s 
store and saying, “We have four wash- 
ers for you but there is only one man 
on the truck. Send out somebody to 
help.” In many cases distributors 
mailed the 1/12 dozen of appliances, 
especially if it is small, to the dealer 
and let the mail carrier bring it in. 

There was much drum beating about 
the terrific business that was being 
done in the Midwest holiday season, 
but this correspondent does not go 


cember 25th. When the dealer had 
to hem and haw they took their doll 
rags and bought something else. That 
was what hurt the appliance retailer. 
If he had it and could deliver it he 
did a huge business. But he found 
the day of selling promises was over. 


Distribution Pattern Appears 


By now it is becoming apparent that 
various distributors and manufacturers 
have made up their minds what retail 
outlets they want to cultivate. Theo- 
retically everything is on allocation 
but anyone calling on a dozen stores 
discovers that certain retail outlets get 
merchandise while others get promises. 
Judging by the Chicago picture certain 
brands are going after independent 
dealers, others are going after fur- 
niture outlets, while still others are 
favoring department stores. If you 
went far enough in your search for 
specific appliances, the chances are 
you’d blunder into them somewhere. 

More and more it becomes apparent 
that a record department is handling 
a staple as dependable as books. At 
Marshall Field & Co. a week before 
Christmas crowds were _ standing 
around the record counters five deep 
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the off-brands enjoyed a good sale. 
Still Seller's Market 


The seller’s market is still paramount 
but distributors and dealers every- 
where all seem to be of the opinion 
that it won’t last long and some are 
taking steps to prepare for the change. 
One dealer in Orlando, Florida, told 
this reporter he has been studying 
back issues of ELectricaL MErc#- 
ANDISING, as he wants to be ready to 
compete with all comers when he is 
forced to go out and sell again. 

But a good bet, still being over- 
looked, is the trade-in angle, still at 
an all-time low. Department stores 
and furniture stores simply don’t want 
to bother with trade-ins. The largest 
Southern department stores—Loewen- 
stein’s in Memphis, Pizitz in Bir- 
mingham, Maison-Blanche in New Or- 
leans, Morris Brothers in Miami 
Beach and Rich’s in Atlanta—report 
little or no trade-in business. Seat- 
tered independent dealers, operating 
on a small scale, also seem to be shy- 
ing away from trade-ins. 

In the delivery field, vacuum 
cleaners, radios and small appliances 
such as electric irons and coffee 
makers showed the best percentage. 
A few dealers said they received one 
or two more refrigerators than m 
October and November, but most of 
them stuck to “It’s about the same. 
The apprehension shown last month 
about the coal strikes has vanished 
and few distributors—other than those 
in Birmingham and kindred steel 
centers—reported ill effects from it 


New Developments 


The greatest development down 
South is the reverse cycle heating 
experiments being onlay ay 
tanooga. Newspapers all ov 
South, have maw editorials and 
stories on the tests, thus educating 
the reading public to the possibilities 
(Continued on page 19) 
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Scheduled Meetings 


andising, publishes free 

. cl Mercnouncement of meetings, 

| in this os or exhibits of interest to the 
trical liance industry. n- 
a nomad ‘be addressed to the 
Editor, Electrical Merchandising, 330 


Newt €ind St., New York 18, N. Y. 


AGRICULTURAL DEVELOPMENT 
CLINIC 
Fairmont Hotel, Fairmont, West Va. 


24 and 25 
| soon Bostie Institute, Sponsor 


HEATING & VENTILAT- 
TH INT xPOSITION 
| isteside Hall, Cleveland, Ohio 
I January 27-3! 
Charles F. Roth, Manager 
TONIO HOUSEWARES & 
SAN PLIANCE SHOW 
Municipal Auditorium, San Antonio, 


Texas 

February 9-13 

Committee, 2200 Alamo Natl. Bldg., 
San Antonio 


spRING WESTERN GIFT, TOY, 
& HOUSEWARES SHOW 

Civié Auditorium, San Francisco, Calif. 
February 9-13 

Western Merchandise Exhibitors Assn., 
323 Geary St., San Francisco 2 


PACIFIC NORTHWEST GIFT 
SHOW 

Olympic and New Washington Ho- 
tels and Terminal Sales Bldg., Se- 
attle, Wash. 

February 23-27 

Western Merchandise Exhibitors Assn., 
6323 Geary St., San Francisco 2 


NATIONAL MARKETING CON- 
FERENCE 

Hotel Stevens, Chicago, Ill. 

March 10 and 11 

Domestic Distribution Dept., Cham- 
ber of Commerce of U. S. 


13TH ANNUAL SALES CONFER- 
ENCE 

Edison Electric Institute 

Edgewater Beach Hotel, Chicago, Ill. 

March 31—April 3 


MEMPHIS HOME SHOW 

Memphis Ellis Auditorium, Memphis, 
Tenn. 

April 5-11 

Henry Wurzburg, Demon Bldg., Mem- 
phis, Space Allotments 


ELECTRICAL MFRS. REPRESENTA- 
TIVES ASSN., INC. 

Bectrical Trade Show 

) | Alcazar; Baltimore, Md. 

b} April 22-24 


APPLIANCE PARTS JOBBERS 
th Annual Meeting 

Benjamin Franklin Hotel, Philadelphia 
April 23-26 


NATIONAL HOUSEWARES SHOW 
Convention Hall, Philadelphia 
April 27—May 2 


reine MDE 


Merchandise Mart, Chicago 54, Ill. 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 


eo Atlantic City, N. J. 
Ma RLECTRONIC EQUIPMENT 
mee ta Chicago, Ill. 

Kenneth C, Price, 
woes OF MUSIC MER- 


Manager 


Annual Convention and Trade Show 


House, Chi 
hone Chicago, Il. 
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Legislative Short-circuit 
of Appropriations Feared 


With an apprehensive eye on an 
apparently economy-minded Congress, 
the Rural Electrification Administra- 
tion has compiled a financial statement 
indicating that the recent REA appro- 
priations for loans—$550,000,000 in the 
past two fiscal years—have been no 
more than enough to meet’ borrowers’ 
demands, 

Released to the press last month 
the statement estimates that REA 
had allocated a total of $957,000,000 
for rural electrification loans from the 
agency’s inception in 1935 to the close 
of the 1946 calendar year. This figure 
compares with a total of $1,075,000,000 
received during the same period by the 
agency in Congressional appropriations 
and authorizations for lending pur- 
poses, leaving some $118,000,000 not 
actually obligated by loan contracts. 


Six-Month Santa 


REA spokesmen say that they ex- 
pect to allocate a large portion of 
this carry-over during the remaining 
six months of fiscal 1947, pointing out 
that, as of December 31, 1946, REA 
had pending loan applications totaling 
more than $225,000,000. 

REA admits that, of the total of 
$957,000,000 allocated for loans, only 
$595,000,000 actually has been ad- 
vanced to borrowers. REA advances 
loans funds only as needed by bor- 
rowers to pay for construction. Short- 
ages of electrical equipment and con- 
struction materials have prevented a 
large number of borrowers from going 
ahead with projects months after 
loans to finance such work have been 
approved by REA. 


More In Than Out? 


This lag in time between approval 
of loans by REA and actual use of 
the funds was roundly criticized re- 
cently by Rep. John Taber, New 
York Republican and probable new 
chairman of the House Appropriations 
Committee. At that time, Congress- 
man Taber declared that he was “con- 
fident” that REA had received more 
funds for loans in the past two fiscal 
years than it could lend out in five 
years. 


REA Statement Reveals $550 
Million Loaned in Two Years 


Pointing to recent rises in costs 
of construction materials, he said it 
was “uneconomical” for REA to grant 
loans for work which could not be 
completed in the near future. 


The Record 


On the other hand, REA’ officials 
maintain that supplies of. materials 
needed by its borrowers have become 
more abundant in the past few months. 
They emphasized that borrowers en- 
ergized approximately 50,500 miles of 
new power distribution lines during 
calendar 1946, as against 39,000 miles 
during calendar 1945. Though meters 
and transformers still are’ in insuf- 
ficient supply, manufacturers predict 
increased production of these items 
during the first quarter of 1947, REA 
says. 

As equipment has become available, 
loan funds have been advanced more 
rapidly. During calendar 1946 REA 
advanced some $131,000,000, as com- 
pared with $57,000,000 in 1945. 

Approximately $109,000,000 of the 
loan funds as yet unallocated are from 





TO THE VICTOR belong the spoils, as 
Captain J. E. Sullivan discovered when he 
won the 820-mile jet race at the recent 


National Aircraft Show. Here Janis 
Paige, movie star, presents him with a 
General Electric radio-phonograph. 





the $250,000,000 authorized by Con- 
gress for loans during fiscal 1947, the 
last regular fund authorization re- 
ceived by the agency. The remaining 
$9,000,000 of unobligated funds was 
left from previous authorizations. 


Virginia REA Joins Distributors 
In Plan to Assure Good Service 


Will Cooperate in Dealer 
Selection; Stresses Service 


American farmers, long suspicious of 
mechanical labor-savers likely to fail 
at crucial moments, received new 
cause for hope recently with the adop- 
tion of the Virginia Plan by the Vir- 
ginia REA Association. Basically, the 
plan provides for closer cooperation 
between distributors, dealers and co- 
ops to make sure that electrical equip- 
ment dealers in rural areas will serv- 
ice as well as sell appliances. 


Tempers Rose and Fell 


Discussions on the plan, commenced 
more than a year ago, early ran into 
snags when convening parties became 
involved in name-calling and counter- 
blames for past failures. Significantly, 
tempers were soothed’ and ‘cooperation 
assured to such: an extent. that the 








THE WOMEN TOOK OYER at the annual breakfast for county home demonstra- 
tion agents in Chicago given by the International Harvester Co. Almost hidden by 
some of the 160 convening members is an 1! cubic foot home freezer. On the right, 
Harold N. Ross, International's refrigeration product specialist, holds forth. 


Virginia REA finally adopted the plan 
by a unanimous vote. Spread over the 
country, the scheme might well mean, 
say its proponents, a new harmony 
between co-ops and industry and in- 
creased sales for both. 

In some quarters, acceptance of the 
plan was viewed as a tacit admission 
on the part of REA that it would con- 
tinue its present policy of discouraging 
the sale of appliances and equipment 
by its rural projects. Said M. R. 
Seabrooke, manager of the B-A-R-C 
Electric Cooperative of Millboro, when 
he presented the plan to the state wide 
association, “Responsible distributors 
of high-quality goods, we have found, 
are eager to see the service to rural 
users of electricity improved. The 
carrying out of the agreed purposes 
will be a much-needed protection to all 
rural users of electricity and will save 
our consumers an untold amount of 
loss and inconvenience.” 


A Plan for the Nation? 


Officials reported enthusiasm for the 
plan on the part of manufacturers and 
described it as a strong means of 
working with distributors to streng- 
then the dealer link in the chain of 
distribution. James R. Cobb, head of 
the A & L division of REA, praised 
the plan and stated his belief that 
other state REA organizations are in 
a position to improve relations between 
co-ops and dealers in a fashion simi- 
lar to that followed by the Virginia 
Association. 

Highlights of the Virginia Plan are; 
as follows: 

1. Closer cooperation between dis- 


tributors, dealers and cooperatives 


which will include consultations on 
dealers appointed, assurance that 
dealers will service as well as sell, and 
sell only quality merchandise. 

2. Equitable distribution of avail- 
able appliances, which will include a 
fair share to farmers and adequate 
service, 
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Dealer Sales Problems Analyzed 
At San Diego Fall Meeting 


Need for better industry relations stressed; 


Joint cooperative effort with radio station man- 


The appliance buyer and the radio 
listener are the same person, empha- 
sized Marion Harris, manager of San 
Diego’s NBC broadcasting station 
KFSD, before the several hundred 
appliance dealers, distributors and 
guests at the annual Fall Meeting of 
the Bureau of Radio and Electrical 
Appliances of San Diego County on 
December 3rd. Mr. Harris was one 
of the four local station managers who 
took part in a panel discussion of 
“What the Network Broadcasting 
Stations Can Do To Help Dealers Sell 
More Radios.” 





agers planned by Bureau at one-day conference 


As both the radio dealer and the 
broadcasting station are selling enter- 
tainment, both have a_ responsibility 
in affecting cooperation between these 
two segments of the industry. said 
Fran Ide, manager of Mutual’s KGB. 
The broadcasting station should help 
the radio selling dealer by supplying 
material that will help him drama- 
tize radio, thus creating a bigger de- 
mand for receivers, he said. The 
dealer can help keep local people 
listening to local stations and thus buy- 
ing locally, by being sure that all 
push button sets have the local station 


Head table at the evening meeting of the San Diego dealers included, left to 
right: A. E. Holloway, vice-president of San Diego Gas & Electric Company; the Hon. 
Harley E. Knox, mayor of San Diego; J. Clark Chamberlain, secretary-manager; and, 
speaking, Lou C. Weise, president of the Bureau 6f Radio & Electrical Appliances. 





An old San Diego association custom, the calling of industry executives for up-to- 
date reports on their company's activities, brought forth these spokesmen at the Fall 
Meeting: on stage, left to right, C. P. Culbert, Proctor Electric; C. J. Felson, GE 
Supply; Morris Breslaw, manufacturers’ representative; Bill Cranston, Thermador; 
W. H. Kinney, Bros., Clark Chamberlain, standing in front of the group, neglected 
to call on the Santa, left, for late reports on Xmas deliveries. 
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on them, suggested Jack Gross, mana- 
ger of ABC’s KFMB. 

As a result of the panel discussion, 
it was decided that the radio network 
managers and the Bureau would con- 
sider appointing a joint committee to 
coordinate effort toward local radio 
listening and local radio buying. 


Full Schedule 


In keeping with the San Diego Bu- 
reau’s nationally famous method of 
holding a normal three-day meeting in 
one day, the program of the Fall 
Meeting contained 15 events, included 
nearly 50 speakers or participants, and 
was held in nine and one-half hours, 
beginning with a noon luncheon and 
ending at 9:30 with a speech by Har- 
ley E. Knox, mayor of San Diego. 

Praising the San Diego area for its 
success in having an active organiza- 
tion of dealers, distributors, contrac- 
tors, refrigeration men, utility and 
manufacturers working together, Mil- 
ton Sanders, president of the Pacific 
Coast Electriéal Association, cited it as 
an example of the interdependence that 
the electrical industry was striving to 
achieve nationally. He put emphasis 
on the “human relationship” as one 
of the goals of the electrical industry 
as well as all industry. He stressed, 
in his speech at the evening meeting, 
the need to treat the market as a group 
of individuals. As sales will soon be 
the key to the success of the industry, 
he pointed out that the so-called mass 
market is a Mrs. Jones to the sales- 
man. 


Mass or Class Market? 


Elaborating on the speech he pre- 
sented before the national convention 
of electrical leagues, Victor W. Hart- 
ley, managing director of the Pacific 
Coast Electrical Association, spoke to 
the San Diego audience on “Is Our 
House in Order for a Mass Market 
for Major Electrical Appliances?” 

Mr. Hartley said that as long as 
installation costs of such appliances 
as electric ranges, dishwashers, gar- 
bage disposal units and automatic 
washers were at the present day level, 
the industry could not claim to have 
a mass market for these appliances— 
it was and would continue to be a 
class market. 

He brought to the attention of the 
audience the need to start sales plan- 
ning now. He pointed to the com- 
petition that was being crganized to 
get the consumer’s dollar—the furni- 
ture people, the automobile industry, 
and the newly organized efforts of the 
manufacturers of liquefied petroleum 
gas. 

At the opening luncheon session, T. 
J. McIntire, Pacific Coast manager of 
the Yorkville Paper Co., and one of 
the nation’s top authorities on frozen 
foods, followed up his speech of the 
Spring Meeting with a talk on “Home 
Freezers—Are We Really Prepared 
to Sell Them.” The need for dealers 
and salesmen to have a much more 
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Make the electrical industry one 
the public likes to do business with, said 
Milton G. Sanders, president of 
Pacific Coast Electrical Association, j 
his address to the dinner meeting of 
San Diego Bureau of Radio and Elec. 
trical Appliances Fall Meeting. 







thorough knowledge of the market jg 
frozen food cabinets, the uses of fast 
freezing, the methods of preparing and 
freezing and cooking frozen foods 
is an urgent one, he said. 


Electrical Living 


Speaking with the unusual oppor 
tunity of having dealers, contractors 
distributors, manufacturers and utility 
men in one audience, Elbert Kramer, 
manager of the Better Homes depart. 
ment of Westinghouse on the West 
Coast, and chairman of the adequate 
wiring committee of the Pacific Coast 
Electrical Association, spoke at the 
afternoon session on the importance 
of adequate wiring to each branch of 
the industry, and outlined the success 
of certification programs in the major 
California cities. 


Industry Outlook 


In keeping with the precedent se 
by Clark Chamberlain, secretary-man- 
ager of the Bureau, at both the after 
noon and evening sessions, imprompty 
sessions were held in which visiting 
representatives of manufacturers and 
distributors were called on for th 
latest news on new products, prices 
deliveries, sales policies, etc. 

Lou C. Weise, president of the Bu 
reau, presided at the meetings, with J 
Clark Chamberlain, secretary-manager 
relieving him to handle several of 
fast-pace events. Heading the program 
committee for the Fall Meeting was 
Frank J. Guasti, chairman, assisted by 
A. K. Chamberlain, Elmer B. Hazie 
E. W. Kinmore, Ivan Lauritzen, E. W 
Meise and O. G. Thompson. 


Olesen Co. Buys 
Hughes Tool Plant 


Thomas H. Corpe, executive viet 
president and general manager of the 
Otto K. Olesen Co., has announced th¢ 
purchase of the Hughes Tool 
building and property in Hollywoot 
California. The Hughes concern, ior 
merly owned by Howard Hughes, th¢ 
aircraft designer and movie producer 
covers some 89,000 square feet 
ground space and provides 6400 
square feet of floor space at 7,00 
Romaine Ave. The cost of the transae 
tion was estimated at about $600, 
The Olesen Co. is composed of the 
Beattie Hi-Lite, home appliance, illum 
nation and rental, sound and ele 
tronics, and sound projection divisio= 
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West Coast electrical men prepare to meet 


LP competition; committees report on latest 


The appliance dealer and the rest 
of the electrical industry has a fight on 
its hands if it is to compete success- 
fully with the liquefied petroleum gas 
industry, members of the Pacific Coast 
Electrical Association heard at the 
Business Development Section meet- 
ings at the organization’s annual fall 


sales angles at Fresno, Calif., meeting. 


cent for miscellaneous agricultural 
purposes. 

To emphasize that every member 
of the electric industry must concen- 
trate on spreading the electrical story, 
and that the dealer, wholesaler and 
utility must not be fooled into think- 
ing that LP users consider the electric 

























larket fo; conference in Fresno, Calif, Decem- people messiahs and are anxious to 
2s of fas! her Sand 6. The LP industry is profit- be delivered from a condition they don’t 
aring and ing by the advertising of the electrical like, Mr. McElroy brought out the 
en foods industry, the various elements of the startling facts that 94 percent of LP ; : ear “ee i 
industry are now organized and ac- users are satisfied with performance, At the Pacific Coast Electrical Association's fall meeting in Fresno, Calif., the | 
tive, and is a threat to the market of and 84 percent consider it safe. Also, speakers at the first session of the Business Development Section were: left to right, | 
the electrical dealer, wholesaler and 75 percent believe that electricity is E. W. Meise, vice-chairman of the section; E. G. Stahl, chairman of the agricultural 
utility, according to the paper prepared more expensive. The main reason for electrification committee; E. Wayne Stone, who read the paper by J. P. McElroy, | 
al oppor by J. P. McElroy, chairman of the LP these ideas, he said, is that the war chairman of the LP committee, who was ill; George C. Tenney, who spoke for the | 
tractors, committee, and presented by H. Wayne years have kept the electric industry NCEB; and H. H. Douglas, chairman of the air conditioning committee. 
nd utility Stone of PG&E, Fresno. from spreading its story thoroughly— 
Kramer, | The threat of LP is nationwide, Mr. example, 17 percent of LP users said 
i depart-f McElroy’s paper stated, with 44 per- they had never heard the electric 
prt cent of the country’s population and story. ' — of 
eoequatel 50 percent of the nation’s single family There are conditions under which KYAT 
ific Coast dwellings located in LP territory. In LP users would change to electricity, AY ANY i 
ce at the California alone, according to a survey the PCEA survey showed. They are: B\\\) ;, 
apr by PCEA, LP has a 26 percent satura- 1. cheaper electricity; 2. owning their - ye oo | 
branch of Mt tion in straight electric territory. own home; 3. availability of low-cost A A 
= oe : electric ranges; 4. lower conversion 
the major Two Day Meeting costs; 5. if LP were proven unsafe. 
McElroy’s paper was one of twelve oe | 
events in the two-day, three-session 
meeting of the Business Development The appliance industry is facing a 
sedent setf} Section. Up to the minute reports of completely new condition as it mer- 
tary-man-) the modern kitchen committee, the chandises the modern electric kitchen, | 
the after-# home lighting committee, home laun- Bert Reynolds of General Electric 
mpromptug, dry committee, and the adequate wir- Supply Corp., San Francisco, told the | 
h visiting) ing committee, gave members and Business Development Section as ‘re | 
urers andj) guests the latest reports on sales ac- pointed to the necessity of having 
1 for thd tivities in these fields and outlined the plumbers and carpenters in the instal- 
ts, pricesg current progress and future plans of lation of dishwashers, disposal units 
. these committees. and automatic washers. Conflict with 
i the Bu these outside elements can ruin the Speakers at the second session were: left to right, Bert Reynolds, G-E Supply Corp.; 
zs, with J Too Much LP Progress extensive market for these appliances, E. W. Meise, San Diego Gas & Electric; V. W. Hartley, managing director, PCEA; 
--manager, In order to show the dealers and he said. H. C. Rice, chairman, Electrical Living Committee, PCEA; Marguerite Fenner, PG&E; | 
ral of thes} utility men how much LP had ad- On the same subject, Ben Tassie, |. P. Pruitt, G-E Credit Corp.; K. L. Hampton, chairman, Business Development Sec- 
€ progr vanced during the war years when it chairman of the modern kitchen com- tion; Ben Tassie, chairman, modern electric kitchen committee; Blaine Lind, Graybar; 
eting wa had the advantage over electricity in mittee, in his remarks to the meeting, J. C. S. Ross, PG&E. | 
issisted by} ability to make installations and supply said that dealers should have arrange- 
B. Hazie basic appliances, Mr. McElroy pre- ments with plumbers, carpenters, elec- 
zen, E. Wi sented figures from the PCEA survey. tricians, etc., all prepared before sell- | 
He showed that the production of ing complete kitchens. The customer 
LP has risen from 400,000 gallons in should be able to buy a modern 
1925 to an estimated 1,100,000,000 gal- kitchen without feeling that she is | 
lons in 1946. Basing the presentation taking on all the headaches of obtain- 
of these and other figures on the idea ing the men and materials to install 
that the electric industry can no longer it. The dealer who can sell the 
ee Oe handle the LP threat by “hush-hush” kitchen, including the installation, wi!l 
+ of thd but only through thorough knowledge find a greatly expanded market. 
Be ‘ith ot that industry’s activities, he showed In discussing the financing of modern 
Tod Col why people had purchased LP. The kitchens I, P. Pruitt of the G-E 
Letheesll — in order of importance, were: Credit Corp., told members of the 
wey * ‘Ower cost of operation; 2. lower business development group to forget 
wre the cost of appliances; 3. availability of their war-time ideas about the tre- 
prodeos appliances ; 4. high cost of electric wir- mendous backlog of money in the 
or 3 hands of the buying public. He startled 
es Al To show that the electric industry the audience with the statement that, 
. at 7,00 i. meeting competition from LP all at the present time, 40 percent of all 
xe traneet Pager the home, he cited an inven- families have less than $50 in liquid 
+ $600,000 ned of LP appliances in California. assets, and 70 percent of all families 
ed of any that 96 percent of LP users families have less than $50 in liquid 
ice, illum oe. it for cooking, 77 ‘percent have less than $1,000 in liquid assets. 
ond nied Ms at Sa 31 percent (See EM, p. 8, Oct. 1, 1946). Favor- At the closing session speakers were: left to right, V. C. Redman, PGE; R. A. Hop- 
1 divisions wed it for <1 eating, four percent able terms will be needed for the pur- kins, Westinghouse Electric Corp.; K, L. Hampton, Valley Electric Supply; S. W. 
3 rigeration, and five -per- (Continued on next page) Scott, who presided at the session, tp wt 
NDISIN 
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BOUNCING BASKET: C. G. Frantz, 
left, president of the Apex Electrical 
Manufacturing Co., demonstrates the de- 
tails of the bouncing basket action of his 
company's new automatic washer to 
members of the factory managers group 
of the Cleveland Chamber of Commerce. 





PCEA Meeting 


(Cor 1 from previous page) 
chase of electrical appliances if the 
industry is going to compete with the 
other durable goods industries, he 
said. 

Looking into the future, he pre- 
dicted that the sale of modern kitchens 


to new homes will be made much 
easier when it is possible everywhere 
to finance the whole kitchen, includ- 
ing plug-in appliances, on the mort- 
gage contract. The sale of appliances 
for home modernization will improv 
when Regulation W is relaxed, he 
said. 


Home Lighting Market to Improve 


1 


The market for lighting fixtures has 
moved backward in the last few years, 
L. A. Hobbs, Smoot-Holman Co., Los 
\ngeles, and chairman of the home 
lighting committee, told the Business 
Development Section. Limitation in 
the number of fixtures per home in 
war-time construction, scarcity of a 
wide selection of quality fixtures, plus 
a lack of planning in arranging light- 
ing for the home, have been the main 
factors that have kept home lighting 
from improving. 

Lack of a national organization to 
develop standards of home lighting was 
also a handicap, he said, but pointed 
to the newly developed American 
Home Lighting Institute as a big step 
toward giving home lighting the same 
backing that the RLM Institute has 
given to industrial lighting and Fleur- 
o-lier has done for commercial light- 
ing. 


Home Laundry Equipment 


Eventually, the automatic cycle 
washer will take about 40 percent of 
the washer sales volume, predicted 
F, S. Fenton, Jr., of Easy Washer, in 
a report given to the meeting by Blaine 
Lind of Graybar, San Francisco. The 
report made recommendations that the 
automatic washer manufacturers 
standardize on hot water temperatures 
to facilitate the development of the 
industry. 

To the dealers, Mr. Fenton’s com- 
mittee report suggested that they 
should stop trying to sell automatic 
washers on the basis of the small 
amount of hot water needed, instead 
sell up the good job that these washers 
will do with a normal amount of water. 

—HOWARD J. EMERSON 
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EEI Reports 2 Million New Utility 
Customers, Home Power Increase 








1946 average consumption | ,330 kw.-hrs.; 
lines reach 500,000 more farms; further 


large customer expansion seen in 1947. 


Nearly 2,000,000 new customers 
were gained by electrical utilities dur- 
ing 1946 and average residential con- 
sumption increased by 100 kw.-hrs., 
Grover C. Neff, president of the Edi- 
son Electric Institute, revealed last 
month in a year-end statement of the 
status of the nation’s electric power 
production. 

Highlighting his report was the pre- 
diction that a present backlog of 600,- 
000 applicants for service, plus as 
yet unregistered applicants, will mean 
an equal number of new customers in 
1947. In a country of 40,000,000 fami- 
lies, 90 percent are now using electric 
service and present average yearly 
consumption is 1,330 kw.-hrs., Mr. 
Neff said. He declared that most of 
1946’s new customers were from rural 
areas, while less than 400,000 of the 
new residential customers lived within 
city limits. More than 500,000 farms 
were connected during the year, bring- 
ing the total number of electrified 
farms to 3,400,000, about 63 percent 
of all occupied farms. Already three- 
fourths of all farms are reached by 
power lines, he said, although some 
700,000 of these are not yet taking 
service. 


Revenues Up 3% 


In contrast to the gain in residential 
customers, the report showed a loss in 
industrial power sales, resulting in a 
net decrease of about 2,500,000 kw.-hrs. 
Since the loss was in wholesale con- 
sumption, however, as opposed to a 
enin in retail service, annual revenues 

ctually increased by three percent 
to a total of $3,450,000,000. The gain in 
revenue was made despite an average 
drop of four percent in rates during 
the year. 


Mr. Neff, in speaking of future 
plans, said that electric companies plan 
to add about 8,500,000 kilowatts in 
generating capacity over the next three 
years. A total of 2,400,000 kilowatts 
will be installed this year, with 3,- 
500,000 kilowatts to follow in 1948, 
and already about 1,750.000 kilowatts 
ordered for 1949. Orders of companies, 
municipal and other governmental 
power agencies and of all industrial 
establishments for generating equip- 
ment to be installed in the next three 
years have reached a figure of 11,- 
500,000 kilowatts which will be added 
to a present combined total installa- 
tion of 63,000,000 kilowatts. 


$1 Billion For Building 


During the past year, Mr. Neff 
continued, utilities, municipal plants 
and cooperatives spent about $800,- 
000,000 for construction and he expects 
this sum to be exceeded in 1947, 
perhaps even reaching a total of 
$1,000,000,000 if a recession or another 
wave of strikes does not intervene. 

Load growth for 1947 is expected 
to be seven percent and for 1948 six 
percent, compared with a pre-war 
normal annual growth of three to four 
percent. Hence the utility companies’ 
plans for building. Even with the 
anticipated 8,500,000 kilowatts expan- 
sion in the next three years, however, 
most companies do not expect to be 
able to build up much of a margin of 
reserve and spare generating capacity 
until the autumn of 1949, 

Speaking of financial matters, Mr. 
Neff said that while gross revenues of 
the business-‘managed companies rose 
by about $100,000,000 or 3 1/3 per- 
cent, all of the gain was absorbed by 
increased wages. Payrolls now con- 








CONFERENCE: Merchandising plans for 1947 were given a careful perusal by the 
four west coast representatives of the Farnsworth Television & Radio Corp. recently 
when they visited the home plant in Indiana. Left to right are: Lloyd Sutton, appli- 
ance manager of the Frank Edwards Co., Inc., San Francisco distributor; Eustace 
Vynne, Farnsworth west coast manager; sales manager E. H. McCarthy; Louis R. 
Swenson and H. E. Sherman, Jr., owners of Sherman-Swenson Associates, Los Angeles 
distributor. 


stitute the largest item of utility ex. 
pense, replacing taxes as the number 
one burden. Increased costs in fuel 
and general expenses offset savings 
from the ending of the excess Profits 
tax so that the year finally showed a 
gain of only $15,000,000 out of the ad- 
ditional $100,000,000 in gross reve. 
nues. 


RMA Reports Record Video 
Production in November 


The production of television re. 
ceivers reached a new high in Novem. 
ber with 1,844 units, the Radio Many. 
facturers Association reported recent- 
ly, topping all previously reported rec- 
ords, including that of 3,242 units 
erroneously reported for September. 
The September figure, which shoud 
have been 19, was in error by 3,223, 
says the RMA, because one of its re- 
porting companies listed that many 
phonographs in the television column 
on its production questionnaire. (Exec- 
TRICAL MERCHANDISING printed the er- 
ror on page 104 of its December 1 issue 
since at that time the mistake had not 
yet been discovered.) 

The RMA said that November pro- 
duction of 1,844 sets was more than 
twice that of October when 287 video 
receivers were reported. Of the No- 
vember output, 1,551 were table 
models. 

Radio set production during No- 
vember maintained about the same 
weekly rate that prevailed during the 
fall months, but the total November 
output fell below that of October large- 
ly because there were fewer working 
days. There were 1,496,482, radio and 
television sets produced in November 
as compared with 1,670,444 in Octo- 
ber. 

FM production in the 11th month 
showed a slight gain over October's 
total of 23,793 with 27,330 units. 


CPA Eases Inventory 
Controls; Lifts Some 


The CPA branch of the agency to 
end all agencies, the Office of Tem 
porary Controls, recently announced 
relaxation of suppliers’ inventory ol 
trols by raising the dollar value o 
the inventory exemption from $3500 
to $70,000 in order that suppliers mt 
formerly affected by controls would 
still be exempted under higher iver 
tory values caused by higher prices. 

The agency also released 76 items 
from all inventory controls becaut 
they were either no longer consi 
to be in short supply or because they 
were not considered essential to tH 
national economy. Included in the list 
were clocks, phonograph records 
supplies, phonographs, radio 
phonograph combinations, and radio 
receiving sets. 
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NUTONE MODELS 
that sound 4 or 8 
Westminster notes! 



















Here again is door chime engineering that helps you sell. 
As you know, some folks like to hear all eight notes 
from a Westminster door chime. Others prefer only four. 
To help you satisfy both kinds of customers, NUTONE has 
designed a selector switch that permits the choice to be 
made... at home. It is an exclusive feature of the four 
NUTONE models illustrated ($26.95 to $59.95 list). 
We are in full production now on all four of these 


Westminster door chimes. So be sure to get your share, 
Call your wholesaler, today! 


ra 


An exclusive NUTONE fea- 
ture! Selector switch gives a 
choice of 4 or 8 chime notes. 





NUTONE INCORPORATED, 
Merchandise Mart, Chicago 54; 
200 Fifth Ave., New York 10; 
931 East 31st St., Los Angeles 11; 
Terminal Sales Bldg., Seattle 1. 





All products bearing the NUTONE trademark 
are fair-traded in all fair-trade states. 


1. THE SYMPHONIC = $26.95 
2. THE MAJESTIC $39.95 
3. THE JEFFERSON $59.95 
4. THE CENTURY $59.95 
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NEMA Head Sees High Appliance 
Output, Buyer's Market in 1947 


Edwards says demand for quality goods 


will continue; removal of excise taxes 


sought; growing standardization seen. 


A definite buyer’s market, particu- 
larly in off-brand appliances, by the 
middle of the year was predicted last 
month by R. Stafford Edwards, Na- 
tional Electrical Manufacturers Asso- 
ciation president, in a summary of 
the 1947 appliance outlook. 

Mr. Edwards, speaking at the Hotel 
Pennsylvania in New York, said that 
barring another round of wage de- 
mands and strikes, the output of major 
appliances, particularly ranges, water 
heaters, washers, refrigerators, dish- 
washers, and ironers, would be tre- 
mendous. He added. however, that 
although the demand for electrical an- 
paratus is very “real”, the demand for 
appliances during the vear will be 


tempered by the public’s ability to 


buy and the competition for the dollar 
offered by other industries. He pointed 
out that small appliances are already 
faced with selective consumer buying 
and conceded that major appliances 
have the best chance for a sustained 
market. The buyer’s market, he said, 
would not, according to most manu- 
facturers, affect well-known lines, but 
would be felt more by little-known, or 
off-brand merchandise. 


1946 Was 4 a Success 


Reviewing the record of 1946, he 
said that the appliance industry fell 
about one-third behind its planned pro- 
duction schedules for-the year. Actual 
billings for the year, he continued, will 
be about two-thirds of what was ex- 


QUEEN CITY CINDERELLA: A one day queen is this young woman who became 
Queen City Cinderella at one of the daily broadcasts sponsored in Buffalo, N. Y., by 
appliance distributor Joseph Strauss Co., Inc., and 21 cooperating dealers. The 
program, broadcast over station WEBR, drew 300,000 listeners a week and had 
dealers standing in line to get a chance to act as co-sponsors. 


HOPING THE SHOE FITS are these housewives (and more than a sprinkling of 
spouses) at one of the Queen City Cinderella broadcasts which gave away everything 
from theater tickets and nylon hose to Bendix home laundries. 
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pected. Production in 1947 is likely 
to be slowed, he elaborated, by such 
similar difficulties as shortages of steel, 
copper, plastics and synthetics for 
covering wire. 

Mr. Edwards, basing his statements 
upon a survey of the NEMA board 
of governors, said that the supply of 
copper, steel, nickel, lead, castings, 
cotton and plastics may show some 
improvement in 1947, although not in 
sufficient supply to meet demand. 

The steel situation and supply is 
basic to the whole appliance industry, 
Mr. Edwards said, and if steel is avail- 
able in quantity during the year, appli- 
ances will in all probability likewise be 
in good supply. Asked about the pos- 
sibility of a business recession, Mr. 
Edwards said, “We don’t anticipate a 
recession if we don’t have strikes,” thus 
throwing the responsibility for unin- 
terrupted prosperity squarely up to 
labor, 

Speaking of prices, he said that to 
hold prices down to the levels re- 
quired under the OPA is “a forlorn 
hope.” Rising costs of production, he 


added, would mostly be absorbed by 
manufacturers. 

W. J. Donald, managing director 
of NEMA, in speaking of the asso- 
ciation’s plans for 1947, said that i 
would make a determined effort to ob- 
tain elimination of the 10 percen 
excise tax on sales of household appli- 
ances at the producer’s level. “Wha 
NEMA Will Do in 1947,” 4 52-page 
pamphlet published by the association 
says on page 13, “Desired employment 
levels in the production and distriby. 
tion of electrical appliances can be 
obtained only by continually broaden. 
ing the market in the lower income 
groups and by facilitating the most 
economical production and distriby- 
tion that can be achieved. Artificial 
cost factors, such as excise taxes 
nullify equvalent cost reductions 
achieved through efficient production 
and distribution. . .” 

Mr. Donald also spoke of a growing 
trend toward standardization. “My 
guess is,” he said. “that the standardi- 
zation movement in this country js 
going to experience and advance both 
qualitatively and quantitatively. There 
is more interest than ever before jn 
the development of standards on the 
part of both manufacturers and pur. 
chasers.” NEMA had previously an. 
nounced new standards for fractional 
horsepower motors which were re. 
ceiving wide adoption throughout the 
industry (EM, Oct. 1, '46, page 122), 


Washday Cinderellas Flock 
To Bendix Program in Buffalo 


Local Distributor Hits the Jackpot 
with Locally Sponsored Broadcasts 


If Buffalo, N. Y., isn’t Bendix 
washer conscious it isn’t the fault of 
the Joseph Strauss Co., Inc., local 
appliance distributor. 

Since mid-July, 1946, that concern 


_has sponsored, itt collaboration with 


21 dealers, a daily radio program over 
station WEBR which has attracted a 
total of 50,000 people in studio audi- 
ences, 300,000 weekly listeners, and 
over 2,000 letters on “Why I’d Like a 
Bendix Automatic Home Laundry.” 
Climaxing each week of programs, a 
Bendix was given away free to some 
lucky woman who attended the show 
on any day. Bendix washers were also 
given away for the best letters received 
during a nine-week period. 

So successful has the program been 
that there was a waiting list of deal- 
ers who wanted to get in as co-spon- 
sors. 

The program, “Queen City Cinder- 
ella” also offered 10 door prizes each 
day ranging from nylon stockings to 
theater tickets. All the prizes were 
donated by local stores which were, 
in return, given plugs on the program. 
Preliminaries to each day’s program 
included the introduction of jurors 
and contestants. 


Dealers’ Delight 


“Queen City Cinderella has turned 
out to be one of the most popular pro- 
grams ever to originate in this city,” 
declared David M. McLellan, man- 
ager of the appliance division of 
Strauss Co. “We are told by the 
appliance manager of the E. W. Ed- 
wards and Son Department Store 


(which underwrites two programs a 
week cooperatively with the distribu- 
tor) that the broadcasts have produced 
a tremendous number of inquiries. 
He is more than delighted with the re. 
sults.” 

Buffalo dealers participating in the 
initial 26-week series were: E. W. 
Edwards & Son, Carl Luhman Appli- 
ance Co., Joseph R. Baldwin Co, 
Strauss-Dilcher, Inc., Schwegler 
Brothers, N. J. Rung Furniture Co, 
Kobler & Miller, Main-High Appli- 
ance Co., A. L. Larsen, South Side 
Furniture Co., Al Kime, Seneca Elee- 
tric, Frank Mayo, North Park Ap 
pliance Co., K. A. Berlin, and 
Klementowski Brothers. Located in 
nearby cities were these cooperating 
dealers: Quinn and Keller, Boos 
Radio Store, Rohrer Electric Go, 
Niagara Falls; William C. Hemsd 
Co., Kenmore; Carl Luhman Appl 
ance Co., Tonawanda; Tonawanda 
Appliance Co., North Tonawanda; 
Joseph R. Baldwin Co., Lackawamite 


North Dakota REA 
Not To Merchandise 


Members of the North Dakota 
Rural Electric Cooperative Assoa® 
tion do not plan to merchandise major 
electrical appliances, according 
James Coleman, secretary, who 
cussed the 1947 program of the ass 
ciation at the semi-annual convention 
of North Dakota Electrical Contrat 
tors at Devils Lake, late in 1% 
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1760 Percent Increase Shown 
As Area Nears Saturation 


It appears that the Silex Co.’s 
Market Absorption Survey, begun in 
Vay, 194, is beginning to show re- 
gis, The company has_ released 
which show that sales during 
ihe study's first period border on the 
enal. 
Scion unfamiliar with the plan, 
ere is a summary of the idea pro- 
migated by J. M. Moowe, Silex gen- 
wal sales manager, as reported by 
fyscricaL MERCHANDISING (page 32, 
ine 15, 46) when the survey began: 
Silex wanted to establish normal 
fusiness conditions in an isolated area 
dying times that were abnormal. To 
io this, they had to flood the area 
with the products people had been 
damoring for through famine years, 
and then see how the products sold 
iter saturation had been reached. 
They would feed Silex products into 
te section for two years and watch 
reults, A ten-county area around 
Peoria, Ill, was chosen after a com- 
pany survey showed that it fulfilled 
requirements as an ideal testing 
ground. Specific objectives were: (1) 
to establish the amount of merchandise 
needed to fill, and keep filled, pipe 
lines of distribution, so the initial buy- 
ing surge could be satisfied; and 
(2) to determine normal demand after 
this first phase of surge buying is 
over. Other manufacturers were in- 
ited to participate, but for their own 
reasons they have chosen to work 
individually; so these results apply di- 
rectly to Silex. 


Consumer Sales Up 880 Percent 


Although the first period may not 
yet be over, the six-months stretch 
from May through October, when 
compared with the same period in 
1M, the last normal pre-war year, 
showed that the increase in sales of 
Silex coffee makers amounted to 1760 


percent. According to Mr. Moore, 
about 50 percent of the increase rep- 
resents sales to consumers; the other 
half went to fill the pipe lines. Con- 
sumer sales, therefore, show 880 per- 
cent increase over 1940; 68 percent 
of the consumer sales were made from 
May to July inclusive, the other 32 
percent in the second three-month 
period. Sales fluctuated, but there was 
no consistent falling off, Mr. Moore 
says, and sales in the last month 
(October) were 198 percent above 
1940 sales, 

“All figures on sales during the con- 
tinuing study are net,” Mr. Moore ex- 
plains. “The figures aré> carefully 
weighted and generous allowances 
made for possible but not discernible 
leakage of merchandise to places out- 
side the area, for the presence and 
absence of certain other types and 
brands of products in the market 
that normally would compete for the 
consumers’ dollars, Adjustments are 
also made for number, types and 
quality of dealers and distributors, in 
relation to the population and quality 
of the community they serve, and in 
relation to their ability, or forgotten 
skill, in selling.” 


Advertising Needed 


Silex wanted to leave advertising 
out of the picture altogether during 
the first phase, but it seems that 
the presence of merchandise at the 
point of sale isn’t enough, even in the 
case of products that have been scarce, 
or off the market entirely. People still 
have to be told. Advertising started 
as of July 1. 

Mr. Moore maintains the survey has 
shown that selling had become a lost 
art. Its lack was so evident that 
there was no trouble in persuading dis- 
tributors and dealers to improve their 
sales effort and methods. 








SIGNS WITH SILEX: E. C. Gericke, manager of the automotive and electrical 
of Hibbard, Spencer, Bartlett & Co., signs the contract which makes his firm, 
1 the country's oldest, one of Silex's newest distributors. Seated at the left is 

M, » Silex general sales manager. Albert Chiappe, Chicago district sales 
"anager, stands between Mr. Gericke and Silex president Frank E, Wolcott. 


one of 
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slex Sales Soar in Peoria Counties 
uring First Phase of Market Test 


There has been a lot of concern 
about duplication of orders: on the 
books of manufacturers, distributors 
and dealers. It was found that unfilled 
orders on hand for Silex products in 
the Peoria area were in line with the 
rest of the country, but when the mer- 
chandise began to appear in quantity 
there were no cancellations. Accord- 
ing to Mr. Moore, “. . . the ‘on order’ 
merchandise proved to be about one 
third of actual demand and distributors 
have repeated their original orders 
twice since May and have re-ordered 
several times in lesser quantities. 


While there may have been some du- 
plication of orders it is not felt that 
present orders are in any sense in- 
flated.” 

November sales are not included 
in the current report, bit Silex notes 
that orders for the month came in 
with normal regularity, with the dif- 
ference that they were at the new 
level of approximately 200 percent 
above the 1940 volume. 

Mr. Moore concludes: “The Silex 
Company is not quite in a position to 
draw final conclusions. The situation 
may not have jelled. Also it will be 
interesting to observe the effect of 
price increases on consumer sales 
which will be absorbed during the 
next phase of our continuing study. 
In another three to six months, how- 
ever, we expect to publish some highly 
interesting and valuable information 
for the benefit of all business con- 
cerns.” 


Camfield Survey Reveals Toast 
Eating Habits of American Men 


41% Intend to Buy 
Automatic Toasters 


Early last year 798 men in various 
cities of the nation were stopped on 
their way to work by people who 
wanted to know how they liked toast. 
How many men eat toast for break- 
fast and other meals, how they make 
it, and how satisfied they are with 
their toast were the questions the in- 
terviewers asked. 

On the basis of the replies Russell 
W. Camfield, president of the Cam- 
field Manufacturing Co., Grand Haven, 
Mich., which makes the Camfield 
toaster, compiled a study of male toast 
habits. 

The survey re-proved what the sales 
of toasters have already demonstrated 
—that most Americans like toast. But 
it also indicated a continuing market 
for toasters and revealed some in- 
teresting sidelights on eating habits. 

Almost half, 49 percent, of the 798 
men interviewed eat toast every day 
for breakfast and 30 percent eat it at 
least one or two days a week. About 
nine percent eat it about one morning 
a week, 4.8 percent indulge less than 
one morning a week, and only 6.5 per- 
cent never eat it for breakfast. 

The widespread employment of 
automatic toasters was also revealed, 
when it came out that 50.9 percent of 
those interviewed use one. Some 35.8 
percent use non-automatic electric 
toasters, 9.2 percent make their toast 
in the oven, and 3.5 on top of the stove. 


Medium Brown Preferred 


Medium brown toast turned out to 
be the most popular color with 63.9 
percent of the customers, and 20.3 
percent like it light brown. Only 14.8 
percent like dark brown toast. 

The dry and crisp variety led in ac- 
ceptance with 52.4 percent voting for 
it, while 44.4 percent like it soft and 
moist. 

Again it came up that what really 
put over the automatic toaster in popu- 
larity was the fact that it need not be 
watched. People admitting they are 
not getting toast the way they like it 
ascribed the reasons to the following 
causes : 





HE KNOWS how men like their toast; 
Russell W. Camfield, president of the 
Camfield Mfg. Co., recently conducted 
a survey to find out. 


No. % 
Not automatic— burns . 23 25.3 
Needs new toaster 23 25.3 
Toaster out of order 20 22.0 
Needs too careful watching 
in oven or on stove 14 15.3 
Not toasted enough 5 5.5 
Family preferences differ 2 2.2 
91 100.0 


Even those who were getting what 
they wanted gave as the reason for 
their success the fact that they per- 
sonally watch their toast being made. 
Dark and crisp toast is not popular 
with the American public, it appeared, 
and railroad diners and a lot.of res- 
taurants turn out a miserable quality 
compared to home made, according 
to 75 comments. That the automatic 
toaster has elbowed out all other de- 
vices in making this sort of product 
is revealed by the fact that 41 percent 
of the people interviewed on the street 
declared they were going to buy new 
automatic toasters as soon as available 
on the market. 

The survey was made in areas of 
heavy population, the midwest and 
northeastern areas. Men who usually 
eat breakfast at home were button- 
holed. Interviews were made in towns 
all the way from St. Louis, Mo. to 
Syracuse, N. Y. —TOM F. BLACKBURN 
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Here at last the efficiency of fluorescent light is combined 
with truly modern design. The Smithcraft Utility Unit diffuses 
light evenly over all work surfaces—makes every room in 
which it is installed a pleasanter place to be. 

Sturdily constructed—beautifully finished with highly polished 
trim and end caps. 

Priced right for quick turnover,‘it pays the kind of profit to 
warrant'prominent display. Get in touch with your jobber 
and order the big Smithcraft deal today. 
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MITHCRAFT DIVISION Chelsea 50, Massachusetts 


KI may be plugged into 
any light socket in o 
jiffy. Adaptor top is 
held in the 4” holder in 
same way as the bowl 
of an incandescent unit. 


K2 for permanent in- 
stallation—with canopy, 
fixture strap. and wire 
leads to fasten directly 
to outlet box. UL label. 
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MERTLAND Water Heater 


M. M. Hedges Mfg. Co., 
Chattanooga, Tenn. 


Device: 10-gal. storage type automatic 


hot water heater. 


Selling Features: Plugs into any 110 


volt outlet—no special wiring re- 
quired; Chromalox quick-heating 
immersion type heating unit; fully 
automatic snap action temperature 
control; cold water inlet baffle dis- 
tributes incoming water at bottom 
of tank helps maintain even tempera- 
ture of water; working pressure 127% 
lbs.; 3 in. blanket type Fiberglas in- 
sulation; galvanized steel tank; black 
base, white baked-enamel jacket. 
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LEWYT Cleaner 
Lewy? Corp., 60 Broadway, Brooklyn, 11, 
N.Y. 


Device: Canister type, bagless cleaner 


washes, rinses and dries rugs and up- 
holstered furniture, and aerates condi- 
tioned air through bedding, and cloth- 
ing in addition to usual rug cleaning. 
Selling Features: Operates on a high 
power, triple filter principle; requires 
no bag; aluminum air defusing 
louvers around cleaner cover a radius 
of over 30 in. at top, and dissipate up- 
ward a flow of filtered conditioned 
air at low vélocity; stainless steel 
runners; lafge dust compartment al- 
lows cleaner to be used on an average 
of a full month without emptying; 
high-speed, heavy-duty 1/3 h.p. motor 
with 2-stage fans revolving at 16,000 
rpm, with lubricated-sealed ball bear- 
ings: radio interference eliminator ; 
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operates with no vibration; in sham- 


pooing rugs, cleaning fluid is applied 
to nozzle by dipping it into pail before 
switching on current; to rinse* rug 
hose is reversed to intake side of 
cleaner and dirty suds vacuumed into 
dust chamber—rug is dried by re- 
turning hose to outlet at top; tip- 
toe switch control pedal; “hat box” 
to store attachments. 
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JOHNSON Fan 


Johnson Fan & Blower Corp., 1319 W. 
Lake St., Chicago, Ill. 


Device: Johnson venturi type exhaust 
fan, SD series. 

Selling Features: Available in 12, 16, 
18 and 20 in. blade diam. direct 
connected to totally enclosed motors ; 
can be installed in easily cut square 
holes or mounted in a window or 
other opening with little effort; air 
delivers range from 1200 cfm to 
3500 cfm; MHealthaire automatic 
shutters are available. 

Electrical Merchandising, January 15, 
1947. 








CORY Tray Set 


Cory Corp., 221 N. LaSalle St., 
Chicago, 1, /il. 


Device: Combination tray set. 


Selling Features: Consists of heavy 


brass tray finished in high lustre 
chromium plating and embossed in 
scroll-type design; a Cory 6 to 8 cup 
brewer with plastic safety stand, 
a measuring cup, and a glass sugar 
and creamer decorated to match. 

Electrical Merchandising, January 15, 
1947. 














REGENT Hoftplates 


Regency Electric Mfg. Co., 561 Fifth Ave., 


New York City 


Models: M-31UL single burner and 


DB-22 double burner hotplates. 


Selling Features: M-31-UL, 628 in. 


diam., 32 in. high; black, white or red 
baked enamel finish; metal baffle plate 
under stove; a.c. or d.c.; heat resistant 
Bakelite handle; 115 volts, 550 watts, 
also available in 220 volts. 

DB-22, double burner model has 6 
adjustable heats—3 on each burner— 
“Low” for simmer; “Medium” for 
fry; and “High” for boiling; 2 
streamlined Bakelite handles; steel 
construction; louvre ventilated; 115 
or 220 volts, a.c. only. 


Electrical Merchandising, January 15, 
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ORLEY Home Freezer 


Orley Bros., 680 E. Fort St., 
Detroit, Mich. 


Device: Orley home freezer. 


Selling Features: New “speed-flo” 
principle of coolant action for freez- 
ing and storage in a single unit; 
“Handeez-Tray” swings into posi- 
tion as lid is raised, providing in- 
stant accessibility to often-used 
foods and keeps all parts of unit 
within easy reach; 5-cu. ft. capacity 
no-coil aluminum evaporator gives 
maximum freezing area; no defrost- 
ing necessary; hermetically sealed, 
internally mounted fan cooled, noise- 
less unit: uses Freon 12; moisture- 
proof, vapor-proof insulated cabinet 
walls; Fiberglas insulation; mois- 
ture-mixer prevents accumulation of 
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moisture throughout cooling system: 
white baked enamel exterior; stain. 
less steel hardware; table-top height 
with rounded corners, easy-lift lid 
with automatic check; flat top for 
extra kitchen work surface; alumin- 
um and plastic interior. 

—— Merchandising, January 15 
1947, le 
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MONITOR Vibrator 


Monitor Equipment Corp., Riverdale, 
New York, 63, N. Y. 


Device: Monitor all-purpose vibrator 
No. V-1. 

Selling Features: Housing and handle 
made of cast aluminum; blue baked 
enamel finish; weighs 5 Ibs.; 110 
volts, a.c. only; can be used as a 
body massager to relieve tired mus- 
cles, and is also recommended by the 
manufacturer for use on cars, furni- 
ture, floors etc., as a waxer, polisher, 
simonizer, buffer and sander. 7 in. 
long, 5 in. high, 32 in. wide. 

a Merchandising, January 15, 
1947. 
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AMERICAN Freezers 


American Refrigerator & Machine Inc., 
Minneapolis, Minn. 


Model: AR-8-47 8-cu. ft. freezer, and 
AR-15-47 15 cu. ft. model. 

Selling Features: Both models feature 
touch-button automatic-opening top 
lid; convenient visual thermostat 
temperature controls; large storage 
bin for package materials; quick- 
freeze as well as zero-storage com 
partments; welded aluminum heavily 
insulated and hermetically sealed. 


Elecirical Merchandising, January 15, 
1947, 
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 pALMOTRON Communicator 


Dalmo Victor, San Carlos, Calif. 


Paice: Dalmotron packaged intercom- 
municator. 

sdling Features: Based on new elec- 
tronic principle—departs from _con- 
‘ventional master-station type inter- 
communication—instead of having 
complete audio amplifier in each 
master station, it uses only half an 
amplifier; calling station utilizes am- 
pliter of each of the others as well 
4s its own; requires less space than a 
desk phone; each Dalmotron is a 
master station which transmits and 
receives, permitting conversation with 
any other or all Dalmotrons in sys- 
tem—high maximum of simultaneous 
yse; for instance, in a system of 6 
Dalmotrons, 2 separate 2-way conver- 
sations can be carried on simultane- 
ously while rest of system is open for 
paging; conversation of any kind is 
efiected by simply pressing a switch— 
with no loss of audio power; no “on” 
and “off” switches—once installed re- 
mains constantly in service. 

Electrical Merchandising, January 15, 
1947. 
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AUDAR Record Players 
Audar Inc., Argos, Ind. 


Models: Audar models P-4 and P-l1. 
Selling Features: P-4, portable auto- 
matic record player; cycle a. c. 
complete with tubes, leatherette cov- 
ered portable carrying case; auto- 
matic changer mechanism designed 
for portable use; plays 12-10 in. or 
1-12 in. records with lid closed; 
semi-permanent needle in light weight 
crystal pickup to reduce record wear. 
P-l, portable record player plays 10- 
or 12-in. records with lid closed; 3- 
tube “Audar” amplifier; extra tone 
control to boost treble; portable 
leatherette carrying case; 64 in. dy- 
tamic speaker ; constant speed motor, 
IIS — 60 cycles a.c., complete 

tubes. : 


ee Merchandising, January 15, 
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ZENITH Radio 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago, 39, Ill. 


Model: The Holiday, plastic portable- 
table radio. 

Selling Features: Bridges gap between 
a good table. model and a portable; 
modern plastic cabinet; operates on 
self-contained extra long life battery 
pack or 115-volt a.c.-d.c.; superhet; 
concentric control tuning and volume 
controls part of modern design; semi- 
traverse dial; broadcast range from 
535 to 1620 kcs; safety control auto- 
matically cuts battery out of circuit 
when plug for a.c.-d.c. line is re- 
moved; new patented handle fits flat 
when not in use. 

Electrical Merchandising, January 15, 
1947. 
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ELECTRO-TONE Phono Radio 


Electro-Tone Corp., 221 Hudson St., 
Hoboken, N. J. 


Model: No. 706 phono radio combi- 
nation. 

Selling Features: Comes complete 
with 6-tube a.c. radio; manual elec- 
tric phonograph; plays 10 and 12 in. 
records; featherweight crystal 
pickup; 6 in. P.M. speaker—Alnico 
V; enclosed loop; iron core coils; 
full vision slide rule dial; tapered 
tone control; AVC; shock mounted 
for performance. 

Electrical Merchandising, January 15, 
1947. 
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UNION Record Players 


Union Radio Corp., 328-330 So. Paulina 
St., Chicago, 12, Ill. 


Model: Crescent-RCA single post 
type automatic record player with 
three tubes, 64 in. loud speaker, tone 
and volume control; available in a 
portable Keratol covered carrying 
case or a walnut cabinet. 

Electrical Merchandising, January 15, 
1947. 
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APPLIANCE 


NEW RADIO PRODUCTS 


WEBSTER-CHICAGO 
Phonograph 


Webster-Chicago Corp., 5610 Blooming- 


dale Ave., Chicago, 39, Ill. 


i Model 60 table phonograph 
with automatic record changer. 


Selling Features: Housed in metal cab- 


inet of hammered gold finish; weighs 
164 lbs.; can be carried from room 
to room; features full range tone con- 
trol and master switch which enables 
user to “warm-up” amplifier before 
starting record changer; new Webs- 
ter nylon sapphire-tip needle. 


Electrical Merchandising, January 15, 
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HEROLD Phonographs 


The Herold Mfg. Co., Inc., 1 Romney Place, 


Scarsdale, N. Y. 


Models: “Kiddi-Trola” phonographs for 


children. 


Selling Features: Playmate model fin- 


ished to harmonize with children’s 

















rooms; sturdily built; operates on 
a.c.; any size record can be played; 
equipped with on-off switch, needle 
cup, duo-grille. Carousel model, round, 
decorated with carousel design; fin- 
ished in several color combinations— 
pink and blue, silver and blue and gold 
and red; extra large tone chamber 
for mellowtone reproduction; light- 
weight acoustic tone arm, needle cup, 
on-off switch. 


Electrical Merchandising, January 15, 


1947. 

















v 
CORRECTION 


In the November Ist, 1946 issue the 
Excello iron was erroneously listed 
as being manufactured by Michael- 
Stuart Co., Syracuse, N. Y. Actu- 
ally, this iron is being manufac- 
tured by the Excello Home Appli- 
ances Co., 2230 S. Michigan Ave., 
Chicago 16, Ill, and Michael- 
Stuart Co. is one of their distribu- 
tors. 





New Lighting Products 


SOLAR Infra-Red Heat Lamp 


Solar Electric Corp., Warren, Penna. 


Device: Solar “Heat-Ray” infra-red 


lamp. 


Selling Features: Each lamp. has its 


own sealed reflector, requiring no 
external or separate reflector for 
control of heat rays produced; 3 
types available, pale frost for ordi- 
nary use where glare does not inter- 
fere with application, Amber . 
ceramic for general household ap- 
plication, eliminating excessive 
glare, and ruby glass for thera- 
peutic use—for sinus, and other 
facial applications where absence of 
glare is essential. 


Electrical Merchandising, January 15, 


1947. 





G-E Infra-Red Lamp 


General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, 2, Conn. 


Device: Small infra-red heat lamp 
for localized application of warmth 
to muscular aches and pains. 

Selling Features: Weighs only 7 0z.; 
consists of an ellipsoidal ivory-enam- 
eled aluminum reflector designed to 
concentrate heat rays of the 15- 
watt, 1200-hr. lamp through a 2-in. 
circular opening; a.c.-d.c. 

— Merchandising, January 15, 
1947, 
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SYLVANIA Infra-Red Lamp 


Sylvania Electric Products Inc., 500 Fifth 
Ave., New York City 


Device: Sylvania infra-red lamp. 

Selling Features: Comes in 125, 250 
and 375 watt sizes; fits any com- 
mon incandescent bulb socket; will 
defrost a refrigerator, dry dishes, 
deflea a dog, heat a bathroom, etc. ; 
gives off about 90% energy in 
form of heat. 

Electrical Merchandising, January 15, 
1947, 
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TIME-SAVER Pressure Cooker 


Traubee Products Inc., 924 Bergen St., 
Brooklyn, 16, N. Y. 


Device: Improved Time-Saver pressure 


cooker. 


Selling Features: New floating gasket 


will not fall into food—will always 
seat itself properly because it is in- 
terlocked with newly developed float- 
ing design arrangement; safety plug 
cannot blow out at given pressure— 
does not melt at given point; new 
pressure gauge scientifically calibrated 
to eliminate possibility of inaccuracy 

a simple turn of pressure cap sets 
gauge precisely for 5, 10 and 15 Ibs. 
pressure; 2 additional steam vents 
provide extra safety by helping escape 
of pressure if main channel gets 
clogged; new pressure release in- 
stantly releases all pressure by sim- 
ply lifting up knob and placing it in 
vertical position. 


Electrical Merchandising, January 15, 


1947. 
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Flatiron Holder 


Roy F. Trauger & Associates, Merchandise 
Mart, Chicago, 54, Ill. 


Device: Flatiron holder permits hang- 
ing iron on wall within easy reach 
of board 

Selling Features Fireproof asbestos 
base; serves as polisher, removing 
starch and rough spots from surface; 
unit may be hung on wall or used on 
ironing board in usual way; iron is 
held in place by 2 aluminum flanges 
that will not mar sides or edges. 


Electrical Merchandising, January 15, 
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SPEEDIWASH Wash Board 


Morton Industries, 666 Lake Shore Drive, 
Chicago, Ill. 


Device: All-aluminum “Speediwash” 
washboard. 

Selling Features: Apartment-size— 
measures 94x15 in., weighs 9 oz.; 
rubber-tipped legs, rubber-stripped 
back stops slippage. 

Electrical Merchandising, January 15, 
1947, 
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Device: 
Selling Features: Molded of luminous 
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NON-ELECTRIC PRODUCTS 














SANITAINER 


Morton Industries, 666 Lake Shore Drive., 


Chicago, Ill. 


Device: All-aluminum waste recep- 
tacle. 

18 in. high, con- 
toured to save floor space; alumi- 
num inner container 20 qt. capacity ; 
recessed pedal for opening and clos- 
ing cover; lid can be kept up by 
special toe action control; rubber- 
rimmed lid allows silent closing and 
minimizes escape of objectionable 
odors. 

Electrical Merchandising, January 15, 
1947. 


v 





AGATE Switch Plates 


Agate Plastics Corp., Merchandise Mart, 
Chicago, 54, Ill. 


Device: Agate luminous plastic switch 


plates. 


Selling Features: Available in single 


and double switch plates; glows-in- 
the-dark; cream color blends with all 
interiors; easy to keep clean; lumi- 
nous quality lasts indefinitely. 


Electrical Merchandising, January 15, 


1947, 
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AGATE Cord Pulls 


Agate Plastics Corp., Merchandise Mart, 
Chicago; 54, Ill. 


Glow-in-the-dark cord pulls. 


plastic; for use in closets, halls, base- 
ment, attic, on bed lamps; also use- 
ful as Venetian blind pulls; packed 
in 3-color counter display box. 

Electrical Merchandising, January 15, 
1947. 


STEAM FAST Iron Attachment 
Steel Tite Corp., Birmingham, Mich. 


Device: Steam Fast iron attachment. 


Selling Features: Can be attached to any 


electric iron with strap and knobs; 
forms steam in from 1 to 2 min.; sole- 
plate maintains uniform temperature 
while being used for steam pressing; 
tank can have additional water added 
with safety while ironing; when iron 
is placed on end steam automatically 
stops; strap for attaching to iron is 
cut off flush with knobs; temperature 
control is set on wool temperature. 


Electrical Merchandising, January 15, 
1947. 








IRON-QUIK Cord Holder 


Iron-Quik Co., 220 St. George Ave., 
Rahway, N. J. 


Device: Ironing cord holder. 

Selling Features: Can be used on any 
ironing board or table; keeps cord 
off board preventing tangling and 
breaking; plated cold rolled steel 
bracket; plastic roller; adjustable 
clamp to fit any board thickness. 

Electrical Merchandising, January 15, 
1947, 





EDWARDS Non-Electric Chime 
Edwards & Co., Norwalk, Conn. 


Device Po 
chime. 

Selling Features: No push buttons, 
transformers or batteries; fits all 
standard doors; 2-note chimes; de- 
signed by Lurelle Guild, has door 
knocker exterior a framed mirror on 
inside to conceal chime mechanism. 

Electrical Merchandising, January 15, 
1947. 
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Farm Products 


ELECTRO-FENCE Contro} 
Richards’ Electro-Fence Co., Payette, Idaho 


Model: Super-Watchman model 34 
Electro-Fence combine: electri 
fence controller and a burglar dom 

Selling Features: Controlled by radio 
tubes; no moving parts; speaker 
sounds alarm when fence Circuit js 
molested turning appliance into “ 
burglar alarm; easily attached to an 
building as well as a field fencing 
neon light tells when power is a 
another indicates partial shorts 120 
volts, 60 cycle a.c. ize 

















RUMSEY Lawn Mower 
Rumsey Mfg. Corp., Seneca Falls, N. Y, 


Model: Rumsey Lawnscaper, 

Selling Features: Especially effective 
in cutting devil grass, plantain and 
other types of stubborn weeds; mod- 
ern design; steel blade rotates in 
a plane horizontal to grounds sur- 
face; cutting height adjustable; 
aluminum case; removable handle 
for quick storing; cuts forward and 
backward; 2 h.p. motor; special 
alloy steel cutting blade revolves 
at 1750 rpm. speed: pneumatic 
tires; large ball bearing wheels; 
“floating” handle; weighs 60 Ibs. 
bs. 


Electrical Merchandisi) 
1947. 


. January 15, 





DIXIE MAID Churn 


Southern Electric Products, 109 Sharpe St., 
Anderson, So. Carolina. 


Model: D-2 Dixie-Maid electric churn. 

Selling Features: Slow-speed, heavy 
duty motor; improved splash-proof 
plate fits rim of jar; synthetic rubber 
bonded to aluminum plate prevents 
metal to glass contact; improved 
rust-proof dasher with simple thumb- 
screw adjustment for length ot 
dasher ; complete with 2-gal. glass jar, 
white enamel lid and aluminum 
handle; 115 volts 60 cycle ac. only. 

Electrical Merchandising, January 15, 
1947, 
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NEW POSITIONS 





| 


Sylvania Electric Products, Inc. 


Robert H. Bishop, director of sales, 
and Conda P. Boggs, director of man- 
gfacturing, were recently elected vice- 
presidents of Sylvania Electric Prod- 
gets, Inc., it has been announced by 
Mitchell, 


Don G. president. Mr. 





ROBERT BISHOP 


Bishop joined the company’s sales 
force in 1936, subsequently becoming 
New England district manager, east- 
em sales manager, and in 1943 general 


the James H. McGraw Awards for 
Electrical Men. 


New Fluorescent Manager 
Charles H. Goddard, assistant gen- 
eral sales manager of the lighting di- 


vision, has been appointed general 
manager of the fluorescent fixture 





S. B. WILLIAMS 


division, Mr. Mitchell announced re- 
cently. Mr. Goddard first became 
affiliated with Sylvania in 1944 as 
merchandise manager of the division 





CONDA P. BOGGS 


sales manager for all lighting products. 
In April of 1946 he was named director 
of sales for the entire company. 

Mr. Boggs, who was previously 
associated with General Electric and 
RCA, joined Sylvania in 1932. After 
assignments dealing with costs and 
planning he became assistant to the ex- 
ecutive vice-president in 1940 and 
director of manufacturing in 1942. 


Williams Takes Lighting Post 


S. B. Williams, former editor of 
Electrical W orld, a McGraw-Hill pub- 
lication, has, according to an announce- 
ment by B. K. Wickstrum, general 
sales manager, become Sylvania’s 
manager of customer relations for the 

ting division. Mr. Williams had 

een engaged in publishing work since 
his graduation from Princeton in 1914, 
Stving in various capacities on Elec- 
frical World and as editor of Electrical 
écord and editor and general man- 

‘ger of Electrical Contracting. He is 
@ member and past-president of the 
uminating Engineering Society. For 

several years he has served as secre- 
tary of the Committee of Awards for 


C. H. GODDARD 


he now heads. In September, 1946, he 
was made assistant ‘general sales man- 
ager of lighting products. Prior to 
joining the company he was vice- 
president of the Pittsburgh Reflector 
Co. 


Scott Radio Laboratories, Inc. 


William F. Cotter, former consult- 
ing radio engineer for Stromberg- 
Carlson, has been named chief engineer 
for the Scott Radio Laboratories, Inc., 
Chicago, it was announced recently by 
Hal S. Darr, president. He succeeds 
Marvin Hobbs, leaving to engage in 
consulting engineering. 


Detroit Edison Co. 


Fred A. Compton, former purchas- 
ing agent. of the Detroit Edison Co., 
has been advanced to sales manager, 
it was announced recently by Angus 
D. McLay, vice-president in charge 
of sales. Mr. Compton is succeeded 
as purchasing agent by Chester F. 
Ogden. 
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Eureka Williams Corp. 


Two new vice-presidents and two 
promotions to executive vice-presidents 
of the Eureka Williams Corp. were re- 
cently announced by H. W. Burritt, 
president. Gray H. Bernard, works 
manager, and Earl Nesmith, engineer- 
ing director, have been elected vice- 
presidents and George T. Stevens and 
William A. Matheson have been elected 
executive vice-presidents. Mr. Stevens 
is manager of the Eureka division and 
Mr. Matheson is responsible for the 
Williams division of the company. Mr. 
Bernard, who joined the company in 
1943, was formerly manufacturing 





G. H. BERNARD 


manager of the flying boat division of 
Nash-Kelvinator and earlier was fac- 
tory manager for the Oldsmobile divi- 
sion of General Motors. Mr. Nesmith 


Kellogg Switchboard and 
Supply Co. 


F. M. Parsons, sales manager of the 
Kellogg Switchboard and Supply Co., 
has announced the appointment of 
Edgar L. Love as manager of the 
Koiled Kord division. Mr. Love, 
former colonel in the AAF, will direct 
national distribution. of all products 
of his division. He was, prior to mili- 
tary service in the recent war, general 
plant supervisor of the Mexican Tele- 
phone Co. 

Mr. Parsons also revealed the ap- 
pointment of Alexander Mowatt as 
manager of the export department. 





EDGAR L. LOVE 


Mr. Mowatt was formerly acting sales 
section head of the machinery and in- 
dustrial tool section of the export 
division of Montgomery Ward & Co. 





EARL NESMITH 


was formerly vice-president in charge 
of manufacturing and engineering of 
the Williams Oil-O-Matic Corp. 
merged with Eureka in 1945. He 
joined the Williams company in 1920. 
A. J. Chapman and E. L. Hill have 
been appointed Washington, D. C., 
and Cincinnati, Ohio, regional sales 
managers respectively for the Eureka 
division of the Eureka Williams Corp., 
it was announced recently by George 
H. Wilkens, eastern sales manager. 
Mr. Chapman has been a Eureka 
employee for 20 years, serving in va- 
rious sales capacities along the eastern 
seaboard. Mr. Hill, with the company 
since 1912, was previously manager 
of the division’s Cincinnati branch. 


Rochester Gas and Electric 


The board of directors of Rochester 
Gas and Electric recently elected a 
new president in Alexander M. Bee- 
bee, former vice-president, who suc- 
ceeds Herman Russell, new chairman 
of the board. Edward G. Miner was 
named chairman of the executive 
committee. 


ALEX. MOWATT 


He has held various export positions 
since 1939 and has spent nine years in 
Europe and three years in Central 
America. 


Wayne Home Equipment Co. 


B. G. Duer, vice-president in charge 
of sales of Wayne Home Equipment 
Co., Inc., Fort Wayne, Ind., recently 
announced the appointment of Henry 
S. Pettengill as. manager of the cen- 
tral-eastern division. Mr. Pettengill 
joined the company in August of this 
year and is conducting the company’s 
partnership plan sales meetings with 
wholesalers and dealers in his division. 


Mayo Promoted 


The timer sales and application 
engineering department has acquired 
Donald S. Mayo, an employe of six 
years’ standing, who will cover the 
territory east of the Mississippi. 
Charles L. Allen, who has had nine 
years of experience in the firm’s sales 
and engineering department, has been 
appointed motor sales and applicatien 
engineer for the eastern half of the 
United States. 
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NEW POSITIONS 





Admiral Corp. 


Ross D. Siragusa, president of the 
Admiral Corp., recently announced 
the appointment of Wallace C. John- 
son as general sales manager, a pro- 
motion from his former post of mana- 
ger of field activities. Prior to join- 
ing Admiral, Mr. Johnson was re- 
gional manager of the Army-Navy 
Electronics Agency in Chicago. 
Earlier he had been sales and general 
manager for an appliance distributing 
organization in Minneapolis and was 
at one time connected with the dis- 
tributing organization of the Radio 
Corp. of America. 

One of the first appointments to be 
announced by Mr. Johnson in his new 
capacity is that of Harold D. Conk- 
lin, new northwestern district man- 
ager. For the past two years Mr. 





W. C. JOHNSON 


Conklin has been manager of the ap- 
pliance division of Admiral in Chi- 
cago. Prior to that he was manager 
of the range and water heater division 
of the Edison General Electric Appli- 
ance Co. and was West Coast manager 
for that company. 


Silex Co. 


Charles H. Newman, formerly vice- 
president of Hartford Products Corp., 
a Silex Co. subsidiary, has been ap- 







Cc. H. NEWMAN 
pointed vice-president of the parent 
firm to succeed Wesley R. Becher, re- 
signed, it was disclosed recently by 
Frank E. Wolcott, president. 
Mr. Newman joined Silex as a sales- 
man. In 1941 he became western sales 


manager and in 1942 he was appointed 
sales manager for the company. 
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Florence Stove Co. 


At a recent meeting of the board of 
the directors of the Florence Stove Co., 
Gardner, Mass., Harvey E. Golden 
was elected vice-president to succeed 
Henry H. Morse, retiring after 22 
years with the firm. Mr. Golden 
joined the company in 1926, becoming 
manager of the midwest sales division, 


\ 
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4 





H. E. GOLDEN 


then New York division sales manager 
in 1929. He has been general sales 
manager since 1941. 

Florence president Robert L. 
Fowler announced that Mr. Golden’s 
successor as general sales manager is 
Robert H. Taylor, former New York 
division sales manager. Mr. Taylor, 
in turn, is succeeded by George A. 
Quinlan, Chicago representative. Mr. 
Taylor became associated with the 





R. H. TAYLOR 


company in 1932, became assistant 
manager in New York in 1937 and 
took over that division in 1941. 


Radio Corp. of America 


Dan D. Halpin, who has been en- 
gaged in television activities since he 
joined RCA-Victor in 1940, has been 
appointed television receiver sales man- 
ager, according to H. G. Baker, gen- 
eral sales manager of the home 
instrument department. Prior to the 
war, Mr. Halpin was television sales 
manager for New York and coordina- 
tor of the first large-screen theatre 
television activity there. He has also 
serfed as coordinator of department 
store television activities. He is a 
past president and director of the 
American Television Society and a 


. 


member of the Sales Executive Club 
of New York. 


Sales Managers Named 


A. R. Hopkins’ appointment as man- 
ager of communications and electronic 
equipment sales has been announced 
by W. W. Watts, vice-president in 
charge of engineering products. Mr. 
Hopkins was formerly manager for 





DAN D. HALPIN 


the department in Chicago. He joined 
RCA in 1929, was in charge of 
broadcast equipment sales in Chicago 
from 1937 to 1942, and was then ap- 
pointed to his most recent position. 


Pressed Steel Car Co., Inc. 


The appointment of Paul H. Eck- 
stein as assistant general sales man- 





P. H. ECKSTEIN 


ager of Pressed Steel Car Co’s. domes- 
tic appliance division was recently an- 
nounced by A. Raysson, general sales 
manager. Mr. Eckstein’s 20 years 
of experience in the appliance field has 
been gained with such firms as Stew- 
art-Warner Corp., where he was sales 
promotion manager and a _ district 
manager. 


General Electric Co. 


The appointment of Grady L. Roark 
sales manager of G-E Musaphonic 
radios, as assistant superintendent of 
the receiver division has been an- 
nounced by A. R. Goodwin, general 
superintendent. Mr. Roark joined the 
company in 1933. 


Lamp Department Changes 


The turn of the year marked three 
major organizational changes in the 
G-E Lamp Department. T. W. Moore 
for many years manager of the south- 
eastern sales district, and with the 
company for 46 years, retired from 
active service. His district was dj- 
vided into two, the Carolina sales dis- 
trict, given to Glenn E. Park, and 
the southeastern sales district, given 
to L. J. Campbell. 

Mr. Moore joined G-E as an office 
boy in the Atlanta office. He rose to 
district manager of the Supply and 
Lamp Departments in 1912 and was 
made district manager of the Mer- 
chandise and Lamp Departments in 
1924. He was transferred to the Lamp 
Department in 1932. Mr. Park, new 
manager of the Carolinas district, 
joined G-E in 1919 in the engineering 
division. In 1927 he was promoted 
to district engineer and in 1936 he 
was put in charge of lamp sales in the 
two Carolinas. Mr. Campbell, with 
the company since 1927, started as a 
student engineer and has devoted most 
of his career to the sales activities of 
the lamp business. 

New manager of manufacturing for 
General Electric Co’s. electric sink 
and cabinet division is Harry J. Ger- 
lach whose appointment was recently 
announced by C. J. Enderle, division 
manager. Mr. Gerlach, who joined 
the company in 1915 as a foreman, was 
put in charge of manufacturing tur- 
bines for destroyers and cruisers in 
1940 and four years later became re- 
sponsible for all manufacturing in the 
marine turbine division. 

L. A. Iserman has been appointed 
manager of the Cincinnati branch of 
General Electric Appliances, Inc., it 
has been revealed by P. A. Tilley, 
president of the corporation. Mr. Iser- 
man succeeds P. C. Wilmore, resigned. 
He has been sales manager of the 
branch since his discharge from the 
AAF last year. He joined G-E in 1932 
after service with R. Cooper, Jr., a dis- 
tributor, and the Laidley Co. 


Watson in Standards Post 


H. H. Watson was recently named 
standards engineer of General Elec- 
tric’s Appliance and Merchandising 
Department, J. W. McNairy, manager 
of engineering and planning, has an- 
nounced. Mr. Watson joined G-E’s 
testing department in 1922. 








In G-E Lamp Shifts 





T. W. MOORE 
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G. E. PARK 


L. J. CAMPBELL 
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The NATIONAL APPLIANCE AND RADIO PICTURE 








THE SOUTH 
(Continued) 


CONTINUED FROM PAGE 4 





and developing a ready market when 
and if such equipment is finally mar- 
keted on a full scale. The second 
greatest interest down here is, and 
has been for the past year, in televi- 
sion. While it seems likely that the 
South may be the last section of the 
nation to get video in its full applica- 
tion, still a smart operator could move 
in and mop up. With the establish- 
ment of facilities in a central city like 
Atlanta or Birmingham, and a little 
ballyhoo, hundreds of thousands of 
sets could be sold tomorrow. 

For the second time in the past 12 
months, the number of new retail out- 
lets shows a sharp decline. It’s just 
possible that the saturation point is 
being reached. Three months ago 
some of the top distributors started 
damping down on the granting of 
new franchises and this policy ap- 
parently is still in effect. For example, 
in Florida it is harder to get a Gen- 
eral Electric franchise than it is to get 
an invitation to a White House dinner. 
Westinghouse, Universal, Hotpoint, 
Proctor and others seem to be holding 
just as tight a rein. 


Name Brands Lead Demand 


Few new employees are being taken 
on by the retailers, who seem to be 
watching the trend of business for a 
clue to future activity. Cash sales are 
still plentiful as are short term credit 
arrangements. Name brands again lead 
the demand now that the holiday buy- 
ing spree is over. Competition seems 
to have taken care of price gouging 
and most dealers appear to know that 
John Q. Public is cagey enough to 
shop several stores before buying. The 
few dealers who boosted prices for 
Christmas are back to a sane level 
again, looking sheepish about the whole 
thing. 

Parts are still scarce, rents still 
high and the future still uncertain. 








APPRECIATION: the War 


Dept., 
through Brigadier General Calvert 
Arnold, right, recently presented Dr. W. 
R. G. Baker with a certificate of appre- 
ciation for his “patriotic services in a 
position of trust and responsibility .. . 
for outstanding contribution to the war 
effort by the development, design and 
production of complex Signal Corps 
radio and radar equipment." 











THE FAR WEST 
(Continued) 





capacity and have set a standard which 
may affect other sales. 

Most dealers seem to feel that price 
levels have about reached their peak 
in most lines and that there is bound 
to be a drop following Christmas buy- 
ing. Some price reductions are already 
being featured in newspaper advertis- 
ing, In the electrical field, the com- 
ment is that people have waited so 

g for the appliance they would like 
to buy, that they are now saying they 
might as well wait a little longer until 

can get the make they want. 

e of the dealers carrying well 

known lines add to this that they are 

Waiting even beyond this for new 
models and post-war designs. 

_ Faced with the possibility that sell- 

Mg is going to become rather more 

It within the visible future, west- 

fm dealers are hoping that margins 


will return to at least pre-war figures. 
In such districts as the Pacific South- 
west, where the market for any com- 
munity extends far out into the sur- 
rounding country, sales costs are bound 
to be high to include the field work 
necessary. 

Motors are still scarce, but fewer ap- 
pliances are coming through without 
this essential item. Some home freezers 
are being received without compres- 
sors and delivered to dealers in the 
hope that they may be able to pick 
up something to complete the article. 
Desert coolers are being delivered in 
some cases without motors. One whole- 
saler ‘states that if pressed for a 
delivery date on motors he would not 
promise anything before “the last quar- 
ter of 1948”. 

We are glad to make the correc- 
tion as to building activities in the 
Intermountain, Idaho and Montana 
region, which was pointed out by the 
Boise Chamber of Commerce. Perhaps 
the impression of little building going 
on in this section was due to a com- 
parison with the somewhat exag- 
gerated activities in this line in Cali- 
fornia. From Los Angeles comes the 
report that stores are opening up 
there at the rate of about eight a 
month. In the San Francisco region 
at least five invitations to store open- 
ings were received during late No- 
vember and early December from the 
East Bay area, and seven or eight 
from down the peninsula. All of these 
are exceptionally large and attractive 
electrical outlets. At the same time, 
those who are familiar with the back- 
of-the-scenes situation know that there 
are several established stores which 
are for sale in this area. Wholesalers 
who are aware of this situation state 
that they do not believe this is due 
to financial trouble, but rather to the 
high prices which can be obtained for 
“good will” at this time. ‘ 

From Albuquerque comes the report 
that deliveries have been very little if 
any better, with the further comment: 
“Even yet, no appliance firm in this 
section is able to meet expenses of its 
appliance department and must depend 
upon servicing appliances or sales of 
other lines to make ends meet”. 
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DISTRIBUTOR NEWS 





ALABAMA 


An Evansville, Ind., firm, Bullock 
Refrigeration Supply Co., has an- 
nounced its intention of opening a 
branch office in Birmingham. 


CALIFORNIA 


More than 500 electrical dealers, 
contractors, suppliers and manufac- 
turers’ representatives helped to cele- 
brate an open house in Sacramento 
recently. The Westinghouse Electric 
Supply Co. has opened a new branch 
there, with complete facilities cover- 
ing more than 20,000 sq. ft. of floor 
space. Clark Baker, formerly Sacra- 
mento representative of the company, 
finds himself with the position of man- 
ager of the branch. 

If you’re going to open new quar- 
ters, do it in style, believes Radio 
Equipment Distributors, 312 W. Pico 
St., Los Angeles. Their own idea of 
doing things right includes installa- 
tion of: a “ham shack” occupying 
1500 sq. ft., a lounge room with soft 
drinks for customers, a reading room 
with the latest trade papers avail- 
able, and plenty of parking space in 
the rear. Fd Spiegel is president and 
brother Harry is secretary-treasurer. 


CONNECTICUT 
Bob Kelsey stole a march on his 
distributing confreres during National 
Radio Week As manager of the 


Arnold Distributing Co., Inc., whole- 
salers of the Temple line of radios, he 
was the only Greater New Haven 


wholesaler to away the product 


in theaters and man-on-the-street 
broadcasts The idea, originally a 
one-week promotional program, upped 
sales so much that Kelsey was per 


suaded to carry on, with dealers and 
theaters tying themselves in to help 
carry the load 


The H. M. Tower Co. had an un- 


broken string of 25 vears of service 
up to last Tune. In that month the 
place burned down, leaving somebody 


$75,000 poorer. William G. Miller, 
owner and manager of the New Haven 
firm, was undismayed. In two hours 
he was set up in temporary quarters, 
and in a few more. replacements for 
lost merchandise were on the wav. 
Then an abandoned factory was taken 
over and renovated to give the firm 
the largest wholesale house in New 
England dealing strictly in appliances. 
The new building has space around it 
to park 1,500 cars. Tower continues 
its string. 

A building at 75 Farmington Ave., 
Hartford, has been converted for 
wholesaling purposes, and has been 
opened by Sumner L. Willson, Gen- 
eral Electric heating and air condi- 
tioning products distributor. 


FLORIDA 


The transmission divisidn of the 
S. B. Hubbard Co., 26-38 W. Bay St., 
Jacksonville, has a new. manager in 
Don E. Goodling, a veteran of many 
years’ standing in the industrial field. 
The firm distributes appliances and 
allied lines. 


GEORGIA 


When factory representatives met 
with southeastern distributors at the 
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Chas. S. Martin Distributing Co. in 
Atlanta, the South got its first view 
of the post-war Bendix home ironer 
and automatic dryer. When N. D. 
Craighead, assistant general sales 
manager of Bendix, got to Atlanta, 
the appliances were Weth him. At the 
two-day conference, dealers got a short 
training course on the products. 


KENTUCKY 


Appliance Distributors, 641 W. 
Main, Louisville, a new name in the 
wholesaling’ field, is a wholly owned 
subsidiary of Myer-Bridges Co. At 
its formal opening a short while ago, 
more than 400 guests were entertained. 
Vice-president in charge of the new 
firm is C. J. Stone. 


LOUISIANA 


A cool $100,000 is what it cost 
Interstate Electric Co. to remodel the 
way it wanted to do the job, accord- 
ing to a recent announcement by Per- 
cival Stern; president. The firm, 
located at 1001 S. Peters, New Or- 
lans, handles a complete line of appli- 
ances. 


MICHIGAN 


The staff of Independent Distribu- 
tors, Inc., Farnsworth distributors for 
western Michigan, has two more 
members. Col. S. S. Johnston has 
returned to the sales department fol- 
lowing five years of service with the 
Army, and Charles Smith has «been 
named new office and credit manager. 


NEW MEXICO 


R. R. “Dick” Lancaster has left 
Richards & Conover Hardware Co., 





R. R. LANCASTER 


Kansas City, Mo., to become asso- 
ciated with Hastings Richards in a 
partnership, the Lancaster-Richards 
Co. The Albuquerque firm, which 
will soon open a second office at Den- 
ver, Colo., will act as manufacturers’ 
representatives for appliances and 
allied lines in the Southwest. 


NEW YORK 


The Buffalo Electric Co, Inc., 
wholesalers at 75 W. Mohawk St., 
Buffalo, seem to have room enough 
to hold the appliances in their main 
building, but garage and office space 
have been suffering. Everybody’s 
happy now, though, because a two- 
story addition has been built at a cost 
of $50,000 to handle the problem. 


WHOLESALE EXPANSION: Wis- 
consin distributors in general are en- 
larging their quarters, thus following 
the trend of the times. State Dis- 
tributing Co. of Milwaukee is right in 
the forefront of the group. As you 
can see, the front of the main plant, 
warehouses, offices and salesrooms of 
the firm cover a goodly area. Meyer 
Lubotsky, firm president, has some- 
thing to smile about. 





Last month the Zenith Radionics 
Corp., New York City distributors, 
made the announcement that here- 
after those who seek shall find them 
at 527 W. 34th St. 


OHIO 


A storeroom at 15 N. Fourth St., 
Columbus, has been leased by the 
Polar Refrigeration Sales Co., Inc. 
J. E. Smith, president, informs one 
and all that his firm has been appointed 
distributor in the Columbus area for 
home, farm and commercial freezers 
made by the American Refrigerator 
& Machine Co., Minneapolis. 

Robert C. Hager, president of the 
Arnold Wholesale Corp., distributors 
located at 5209 Detroit Ave., Cleve- 
land, has announced two recent addi- 
tions to the company’s sales staff. 
The first is Eugene E. Hug, formerly 
merchandise manager of the Sears, 
Roebuck & Co. Cleveland branch. 
Doyt E. Bricker, erstwhile personal 
finance specialist, is the other. 


OREGON 


An entry into the appliance whole- 
saling field is being made by Nick 
Schneider, who was associated for 
many years with the Eureka Vacuum 
Cleaner Co. in a selling and servicing 
capacity. His offices are at 1009 SW 
5th Ave., Portland. 


PENNSYLVANIA 


During the week of December 8, 
Raymond Rosen & Co., Philadelphia, 
directed “the most intensive, concen- 
trated RCA Victor record advertising 
campaign ever run in eastern Penn- 
sylvania, southern New Jersey and 
Delaware,” highlighted by ads in 
newspapers with a total circulation 
of 3,000,000. The company says that 
RCA Victor record sales, as an imme- 
diate result of the program, increased 
40 percent over the previous week and 
60 percent over the same week in 
1945. 

Jack Ludgate Associates, 345 
Fourth Ave., Pittsburgh, has taken 
on a new member in Frank Morrison, 
who has the added distinction of hav- 
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ing been elected president of the 
Housewares Club of the city. The 
manufacturers agency handles Garod 
radio, among other lines. 


TEXAS 


Appliance Wholesalers, Inc., has 
been incorporated to do business in 
Houston with $20,000 authorized capi- 
tal stock. Roger H. Penick, Willard 
K. Wood and Ralph Fite are the in- 
corporators. 

El Paso’s W. G. Walz Co. is under- 
taking an expansion of its wholesale 
department, providing space for parts 
and for a warehouse in the rear. The 
front of the building will house dis- 
play area and office quarters. The 
firm has leased a store in the city for 
retail sales, but is holding its opening 
in abeyance until comfortable stocks 
can be assured. 


VIRGINIA 


Newly opened for business at 3302 
W. Broad St., Richmond, is the Radio 
Supply Co., wholesale outlet for radio 
supplies, testing apparatus, Zenith 
radionic products, etc. 

From the National Enameling and 
Stamping Co. to Louis O. Bowman, 
Inc., comes T. S. Bayless as general 
manager. A background of 17 years 
in wholesale distribution accompanies 
him. The firm can be found on Gary 
St., from Ninth to Tenth, in Richmond. 


WISCONSIN 


Jess Kaiser has resigned as mer- 
chandising manager of the Clark Sup- 
ply Co., Inc., Milwaukee. He joined 
the Clark organization in 1944 and 
managed the Chicago office until V-J 
Day, when he returned to Milwaukee 
as merchandise manager of the appli- 
ance division. Mr. Kaiser has n0 
plans for the future as yet. 
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ARIZONA 


The Russell Electric Co. has been in 
tyson a long time. A while ago it 
» purchased by Bruce Hannah, 
ner of the Grabe Electric Co. He 
igs decided to continue the firm’s 
yedding and industrial and contracting 
work in partnership with the former 
masaget of the shop, Mr. Ortiz. Rus- 
iis vacated quarters will be taken 
wer by the Electric Service Company, 
i which Cecil Gaver is manager. The 
em has a franchise for the Westing- 


house line. 


CALIFORNIA 
W. F, Curtis’s Lakewood Electric 
Appli Co. has opened a new 


tee 424 Village Road, Lakewood 
Vilage. For about two and a half 
vars the store has been going in 
yavily for service, but now a full 
lime of appliances has been added. The 
contracting end of the business will 
ako get a play. 


COLORADO 


When Bert Gordon bought the Wells 
Fumiture Co. of Durango, he changed 
itsname to the Durango Furniture Co. 
He also appointed Andrew Beard as 
its new manager. The firm will 
ary a complete appliance line, with 
Norge featured. 

There is now a De Luxe Radio 
Shop in Rangely, a new member of a 
ianily which already included shops 
in Delta and Meeker. Charles and 
Frank Messano are the proud parents. 
They are giving instruction to veterans 
under the G-I training program. 


CONNECTICUT 


A “squawk stopper” is the newest 
idea of the H. P. Hallock Co., 75 
Orange St, New Haven, a 124-year- 
od store. It is a permanent board 
in the display window, on which is 
posted the status of scarce items in 
the store’s stock. Replaceable inserts 
tel customers whether these products 
are on hand, temporarily sold out or 





expected soon. Charles J. Butler, 
sales manager, says the time saved in 
this way is considerable. Advertising 
cared by the firm offers only the 
items on hand. 


FLORIDA 


Miami's second Jefferson Co., Inc., 
as opened at NW Seventh Ave. and 
th St. Julius Mufson, president and 
general manager of the Jefferson Co., 


tlls of plans underway to open other ° 


Stores in southern Florida, mainly be- 
Cause of the distinct success of the 
frst outlet. Mr. Mufson will stick 
with the new store until work on 
he contemplated branches draws him 
away, 

GEORGIA 


E L. Smith, formerly owner of the 
ire Appliance Service Co., has 
Jotned forces with Van Underwood 
" organize the Bartow Electric Sup- 
Co. at 21 Wall St., Cartersville. 
=. G-E and Marquette are names 

list of appliance brands handled. 
; pany has enlarged its service 
" "pair department. 


INDIANA 


The Beachy Electric Appliance Co. 
has bought the Lafayette Service Sta- 
tion Equipment Co., and the merged 
firms are being operated by M. J. 
Dionne, Dan Helmuth and Harvey 
Beachy. The combined store will 
operate at 327 South St., Lafayette. 


KANSAS 


New manager of the Mid-Town 
Appliance Co., 211 S. Broadway, 
Wichita, is Glenn Paxson. Mr. Pax- 
son was formerly in the appliance 
business in Dayton, Ohio, and during 
the war was with the Midwestern 
Procurement District. 


% 
KENTUCKY 


The Lexington firm known as the 
Household Appliance Co. has hiked 
its capital A charter amendment 
has been issued authorizing an increase 
of capital from $20,000 to $50,000. 


LOUISIANA 


The Woodford Electric Supply Co., 
which has been in New Orleans under 
different names since 1929, has moved 
from its old location on Fourth Ave., 
North. Its new building, constructed 
in 1945, is at 816-818 Second Ave., 
North. Thomas Woodford is prop- 
rietor, H. B. Durham is store man- 
ager, and F. R. Milton is wiring su- 
perintendent. 


MASSACHUSETTS 


Arnold’s, the Main St. store in 
Haverhill, has opened a new home ap- 
pliance department, and will make 
a point of featuring the best known 
lines. A veteran with the company, 
Sidney Longley, will be at the helm 
as far as appliances are concerned. 


MINNESOTA 


The newly remodeled Ritt Electric 
Center drew throngs to its opening at 
St. Peter a short time ago. Ten de- 
partments have been set up to facilitate 
shopping, including: a modern elec- 
tric kitchen and laundry, complete 
home lighting display; electric farm 
equipment center; small appliance sec- 
tion, etc. The original business was 
set up by Julius Ritt in 1893, and has 
been functioning ever since. 


MONTANA 


Farnsworth is glad to note that one 
of its dealers, the Paris Co. of Great 
Falls, is carrying out an expansion 
and renovation program of consider- 
able proportions. The basement will 
be highlighted by a complete appliance 
department with special sound-proof 
radio and record demonstrating 
rooms. The new department will be 
headed by J. E. Rousey, formerly with 
the C. C. Anderson stores in Boise. 


NEBRASKA 


The Morris Appliance Co. has been 
out of business for a while, but every- 
thing is fine now, because remodeling 
and modernization have been com- 
pleted. The reopening was held re- 
cently at 721 W. First St. in Hastings. 


NEW HAMPSHIRE 


A Claremont business has changed 
hands with the sale of an electrical 
firm by John J. Driscoll. Max Carrow 
and Kenneth Lane are the new owners. 


NEW MEXICO 


The Santa Fe Tire Co., Santa Fe, 
has decided to have a try at selling 
appliances. An appliance division has 
been opened, with James I. Clarkson as 
general manager. The firm has in- 
stalled a model kitchen and plans to 
sell complete kitchen equipment. 


NEW YORK 


The Cataract Ice Co., Niagara Falls, 
has opened “the most complete and the 








DEALER'S DISPLAY for 100,000 visitors. 


Using $1,100 worth of booth space at 


the San Mateo Calif. County Fair, Clare Kemp, appliance dealer of Burlingame, 
Calif., created this 110 foot display of his complete line of appliances. Continuous 
demonstrations of ranges, ironers, freeze cabinets, small appliances and sunlamps 
kept the crowd at capacity during the full week of the Fair. A complete kitchen, 
laundry, 8 refrigerators, etc., all were connected. Total cost to Kemp—$3,500. Re- 
sult—floor traffic at his store during the next two months increased more than 100 


percent, 
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largest appliance center in Niagara 
Falls” at 821 Cedar Ave. A grand 
opening is planned for the time when 
construction is completed entirely and 
appliances are more abundant. 


NORTH CAROLINA 


The Moretz Upholstering Co. of 
Boone has opened a new department to 
be devoted to the sale of general house- 
hold furnishings and appliances. 

Mincey’s, Inc., is the new name of 
what has been the W. R. Mincey Fur- 
niture Co. E. L. Mincey is president 
and secretary, and Mrs. Ruby B. Min- 
cey is vice-president and treasurer. 


OHIO 


S. E. Voran has a new job. He 
has just been appointed advertising 
manager of the Parker Appliance Co., 
Cleveland. 


PENNSYLVANIA 


A newly remodeled, redecorated and 
enlarged Record Bar was opened to 
the public recently at 12th and State 
Sts. Arlene Roth is manager and Jim 
Frankle is merchandise manager of 
radios and appliances. 


RHODE ISLAND 


The Better Home Products Co. of 
Providence has opened a new store 
in Attleboro and will offer a line of 
major and small appliances. The 
store displays and models kitchen 
arrangement, and will design new 
kitchens or redesign existing setups. 


SOUTH CAROLINA 


Walter Motors, dealers in G-E ap- 
pliances, have had a formal opening 
in their new $30,000 building on N. 
Main St., Bamberg. > 

Bradford Radio Service of Columbia 
has opened a new record shop at 1225 
Main St., known as the Bradford Rec- 
ord Shop. 


TENNESSEE 


An Athens firm, the Athens Electric 
Shop, has reopened recently. Located 
in the Newton Bldg., the store is 
owned and operated by J. H. Boyd, a 
man with long experience in the 
electrical business. 

Under the management of John W. 
Trent, a service department has been 
opened by the Serve-All Appliance 
Co., 2309 N. Central, Knoxville. 


TEXAS 


An extensive promotion of its grand 
opening was carried through by the 
Valley Variety Store when it moved 
into its new quarters at 5980 Alameda 
Ave., El Paso. The ads featured a 
wide variety of electrical items. 
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Britain Shows Her Wares 
At Post-War Appliance Show 








HAVE YOU HEARD... 


DEALER'S DILEMMA 


M. E. Thompson, who is an appli 
ance dealer of Valdosta, Ga., is also 
lieutenant-governor-elect of that state 
and is very likely to be governor as a 
result of the death of Eugene Tal 
madge, governor-elect. However, un- 
til political lawyers and _ legislators 
unravel the snarls of an unprecedented 
situation, unprovided for in the Geor- 
gia constitution, appliance dealers 
everywhere are holding on to their 
hot plates in lieu of political careers. 


RECORD FOR RADIO 
Take 1,473 Packard Bell radios, 


weigh them (about 18,500 pounds), 
value them at $50,000, load them into 
an American Airlines airplane and 
fly them from Long Beach, Calif., to 
Mexico City and you have exactly 
what R. L. Guajardo had when he did 
it recently—a record for the largest 
shipment of radios ever made. Ac- 
cording to Mr. Guajardo, however, he 
got more than just a record; he saved 
about six weeks of shipping time 


OSBORN LAUDED 


Even with the war long past, the 
men who contributed to victory are 
still being discovered and rewarded. 
Latest of these is R. C. Osborn, chief 
of the Eureka engineering division of 
the Eureka Williams Corp., who has 
been awarded the Naval Ordnance 
Development Award for his contribu- 
tion to the development of the radio 
proximity fuse during the war. 


RETAIL FACE LIFT 


Now even the art of store moderni- 
zation is going to have a show of its 
own, Late last year the advisory 
committee of Retail Store Trade Asso- 
ciations drew up plans for the Ist 
Annual Store Modernization Show to 
be held in New York’s Grand Central 
Palace on July 7. 
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OH, HAPPY TREND 


Mme. Thea Tewi, a top designer of 
lingerie, says that the electric blanket 
is influencing winter nightgown 
fashions and revolutionizing sleeping 
habits. “With the heat-producing 
blanket, it is now possible for women 
to wear glamorous, sheer nightgowns 
all the year around,” she declares. 
Mme Tewi did not elaborate on the 
changes in sleeping habits. 


WAR AWARD 


Walter Evans, vice-president in 
charge of all radio activities for the 
Westinghouse Electric Corp., recently 
received the Army Certificate of Ap- 
preciation for “his contribution to the 
Signal Corps in connection with the 
development of radio and radar equip- 
ment during World War II.” Mr. 
Evans was responsible for the pro- 
duction of more than $400,000,000 
worth of electronics equipment by 
\Vestinghouse. 


BREADLINER 


Ernie Alschuler, president, Sentinel 
Radio, ducks the cold each winter by 
spending the bitter months in Palm 
Springs, Calif. Naturally he can’t 
stop working so he is spending his 
time this year organizing a hospital. 
Which brings to mind his explana- 
tion of how he got into the radio 
business: “It was this way,” he said, 
“IT saw a group of people standing 
around, and thought it was a bread 
line. When I got inside I found it 
was a crowd waiting to buy radio 
parts. That’s what attracted me to 
the radio business.” 

It all seems like a dream to him 
when he looks back to the early days 
and glances around at the brand new 
Sentinel factory on Dempster St. in 
Evanston, with its blond woods, teal 
blue walls, and big glass doors. The 
boys who started over at Diversey 
never thought they were going to wind 
up with anything as stylish as this. 





TWO FOR THE SHOW: On the left, the tots are testing the durability of a new 
electric clothes dryer and room heater which is safe in the nursery; on the right is a 
bedside lamp which is turned on and off by means of the flat plate on the bottom, 
Both were shown in the recent government "Britain Can Make It" exhibition at the 
Victoria and Albert Museum, as examples of industrial “rehabilitation to meet 
peacetime demands. 


SEW WHEREVER YOU GO: At the 
same show was exhibited this port- 
able electric sewing machine, made 
of aluminum and weighing about 15 
pounds. A plastic tube throws light 
on the work area. TOP: Sides of 
the case open out to form a work- 
ing table. A metal sphere replaces 
the usual flywheel. BOTTOM: The 
machine in use without working 
table, with raised end for sleeve-like 
objects. Note lever with which 
speeds are controlled by a touch of 
the knee. INSET: The compactness of 
the case makes for easy carrying. 





READYING A PREFAB: A cooker is being fitted into the kitchen-bathroom unit 
in an Airoh, an aluminum houge which can be erected in three hours. It leaves 
factory complete in four sections, containing living room, large and small bedrooms, 
kitchen, bathroom, hall and built-in cupboards. The schedule calls for 250 per 
next year, complete with heating system, electrical fittings and plumbing. 
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A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner Corporation, 
Detroit 26, Mich. In Canada: Addison Industries, Ltd., Toronto, Ont. 
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Norge celebrates its 20th birthday 
with more and better products 


- more and better dealers! 


BEFORE YOU BUY 
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Sawing wood or selling kitchens, it’s the same idea 


It takes cooperation to do the job. And with the biggest year 
in kitchen history just ahead, that’s especially true, so . . . 


x) 
CRE Here’s what Mullins will do for 


Wen 
> * 


LO. Youngstown dealers in 1947 


Produce every Youngstown Kitchen possible. . . 
with production dedicated 100% to supplying 


the needs of Youngstown Kitchens dealers only. 


Keep up mass market promotion with full 


4-color pages in top publications like... 


American Home, Better Homes and Gardens, 
Collier’s, Country Gentleman, Farm Journal, 
Ladies’ Home Journal, Life, Saturday Evening 


Post, Small Homes Guide, and True Story. 


Continue to supply franchised dealers with latest 
methods of merchandising as only Mullins knows 
them. Dealers are currently getting such exclu- 
sive merchandising aids as ““The Youngstown 
Kitchen Story” and the “Youngstown Kitchen 
Measuring Rule.”’ 


Take advantage of every sales training oppor- 
tunity. 


Feature permanent live Youngstown Kitchens 
displays to build up local identification. 


Have and know how to use all Youngstown 
sales helps. | 


Participate actively in promotional programs. 


Promote Youngstown Kitchens as a basic line 
in the store and in local advertising. 


This teamwork between Mullins, its distrib- 
utors and dealers has made the Youngstown 
Kitchens franchise the most coveted in the field. 
A few dealerships are open, under the proved 
Mullins plan. If you are interested, write for 
details about “the sweetest line on the floor.” 


J OUngs loun frilchens 


BY MULLINS 


MULLINS MANUFACTURING CORPORATION, WARREN, OHIO 


Porcelain Enameled Products, Large Pressed Metal Parts, Desiqn Enaineering Service 


PIONEERS O F KITCHEN MERCHANDISING 
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Greatest Sales Featur 
in the Industry... 
Only Apex Dealers have 



















@ No other dasher looks like the Apex Spiral Dasher. 
other dasher compares in performance. No other dashet 
so easy to demonstrate convincingly — no other washer i 
easy to sell! 
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In hundreds of thousands of homes, Apex washers with Spj 
Dashers have set a new standard for thorough, rapid cle 
ing. Apex dealers alone have had this exclusive sales-bu 
ing feature. They have had the only washer that is equi : 
effective for thorough, full-load cleansing, or—at the ig 





water level indicated by the exclusive Apex silk line 
gently washing handfuls of finest fabrics. : 


Now and in the years ahead, Apex dealers will continue to 
the ahead-of-field design, the extra features—such as 
Spiral Dasher—that will help them get a larger share of 


“em, business they want in their markets. Now and in the fug’ ae 
C7 Cu f Apex dealers will continue to have complete factory 
She Stak of - ually , 

bd 








chandising support . . . to share in the Apex program 


FOR MORE THAN THIRTY YEARS joint dealer-distributor-manufacturer success. 
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